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AM YQEY orn LINE 


OFFERS YOU THE ‘’CROWNING” TOUCH FOR HOLIDAY SELLING 


“Crown Jewels” indeed! A new conception of the ever-popular Crown pin and earrings, styled the Van Dell 
way. Brilliantly alive with sparkling simulated jewels, truly replicas of karat-gold creations . . . but 
available in 1/20 12K Gold Filled or Sterling. So new your wholesaler may not yet have them, so 


SEND US YOUR ORDER, AND GIVE US YOUR WHOLESALER’'S NAME 


THRU WHOLESALERS 


PROVIDENCE 3*Re?1° 
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Mark of Mas . ship 


Craktemo” 


Inspired Marcé creations in 
diamond-studded jewelry and 
watch-cases move in fashionable 
circles—are seen 

and admired in the nation’s 
foremost shop-windows. 

—are worn by America’s 
smartest women... 

Product of WBO Craftsmen 
whose skill has become 
traditional with those 


who know quality. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W NEW YORK 23, N. Y. 









































\V/ 14K. GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship... plus the distinctive beauty for 


which Wadsworth is renowned. 
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In the same fine tradition. . 





. beautiful, nationally advertised WADSWORTH POWDER CASES 


The urge to buy starts with the eye | 









ete 


.0o” 
Ya 





WW. 


Le ee eee 












Itt: i 
WATCH CASES 





designed to custom-fit fine watch movements 
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We are truly glad when 
this time of year comes 
‘round .. . because it gives 
us the opportunity to 
express our sincere appre- 
ciation to our Customers 


and Good Friends, whose 





loyal patronage has 








made it possible for us 
to be recognized as 
“The Leading Ring Finding 


Manufacturers’’. 


entation 
Perkeat ag ndys 












 « oo .. 
. ‘ 
= leading ~ 


188 WEST FOURTH STREET 
NEW YORK 14, N. Y. 


WE SELL EXCLUSIVELY 


TO MANUFACTURERS AND WHOLESALERS 
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THE NEW SIMMONS Stubby* 1S REALLY 


We’re not kidding. The Stubby Clip is hotter 

than a two-dollar pistol ... not only because it is 

the newest and smartest tie clip on the market but also 
because so many people have found so many other 
uses for it. Men are buying them in double doses... 
one for their ties, another for a money clip. Women 
are buying them and wearing them as hair clips 


and dress clips. Available in many new designs... 


some in Simmons Quality, some in Sterling... 
the new Stubby is a must for your stere. 







ae 


Order our new colorful six-on 
display of Stubby tie clips. It is a 
real sales-producer. People buy from 
it on sight. * Reg. Applied For. 


<P R. F. 


COMPANY 


ATTLEBORO, MASSACHUSETTS 
MAKERS OF SIMMONS QUALITY GOLD FILLED JEWELRY 


SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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Jewelry palladium settings give to a ring or other piece 
just that additional value a salesman needs to increase 
his sales in an increasingly competitive market. 


They definitely do prevent loss of stones by holding them 
firmly against loosening, because, although tough and 
strong, the metal is without springiness and the prongs 
lie dead against the stone. As the stone-setter placed 
them, so they stay and the constant contractions and ex- 
pansions caused by fluctuating temperatures do not make 
them lift away as occurs when a springy metal is used. 






slipiinntemgieitincinlepe tata Nal S Siete ciiateetitvtonintaciial, 
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The unchangeable whiteness of palladium is another 
advantage, bringing out all the fire and sparkle the dia- 
mond has in it and, from the manufacturer’s angle, they 
reduce production costs by almost completely elimin- 
ating loss of stones through chipping during setting. 
Diamond prices being what they are today, this is some- 
thing to think about. 


113 Astor St., Newark 5,N. J. 
(Yd r yy Vb New York ¢ San Francisco ¢ Chicago 
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ULTRA-THIN OMEGA 


Extraordinary watch value, 
setting a standard of perform- 
ance at its price. Gold-filled 
case, $67.50. In 14K gold with 
sweep second hand (for pro- 
fessional use), $125 FTI. 


OMEGA AUTOMATIC 


The watch that set a price 
precedent in the industry for 
watches in its class. 14K gold- 
filled, $71.50; 14K gold with 


gold applied-figure dial, $175 
FTI. 
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perfect watches for 





volume sales this Christmas... 


OMEGA ULTRA-THIN and OMEGA AUTOMATIC 





Consistently during 1949, we have emphasized these two super-value watches 
in Omega’s compelling national advertising campaign. We have helped pre- 
sell exactly the customers who mean the most to you, through the pages of 
these most authoritative, sales-building magazines: 


LIFE » FORTUNE - ESQUIRE - THE NATIONAL GEOGRAPHIC 
VOGUE + THE NEW YORKER - TOWN & COUNTRY 
THE NEW YORK TIMES MAGAZINE - THIS WEEK MAGAZINE 


Now—in your most highly concentrated sales period—is the time to capite!- 
ize to the fullest on this groundwork. Remind your customers that the Omega 
Automatic and the Ultra-Thin are watches that cannot be surpassed in quality 
and style at the price. Point out that Omega, according to Shop Records, 
requires less adjusting, less servicing than any other watch in its class. Point 
out, too, that Omega holds the only official precision record recognized by 
the British National (Kew-Teddington) Observatory. 








Promote these two famous Omegas and build a bigger Christmas 
business. Promote the entire Omega line and build lasting prestige. 


NORMAN M. MORRIS WATCH CORP, « 608 FIFTH AVENUE NEW YORK 


FOR DECEMBER, 1949 
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‘‘There’s an easier way to build store traffic’’ 


Good looking, fine quality merchandise like Gemex 
watch bands brings customers through the door... happy 
to spend their dollars with you. 












Gemex designers worked a full year perfecting the 
Sonata, and it’s worth singing about. Here’s the 
expansion band with an entirely new concept 
of spring construction. You’ll want to order this 

: utterly feminine, exquisitely slim watch band... 


ask your wholesaler for No. 11110, 
a $925 retailer 


FiNE-WAT CH BANDS 


Geu eX COMPANY © UNION. N. J. 
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The rings featured are designed to 
















please that particular customer who 


desires a.ring of marked distinction 


¥ 


and personal individuality. 


TIE IN YOUR SALES 
PROGRAM WITH THE 
BRISTOL LINE 


SOLD THROUGH WHOLESALERS 





BRISTOL seamtess RING COMPANY 


NEW, YORK « CUICAGO «. SAN FRANCISCO 
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161 Avenue of the Americas, New York 13 


JACOBY-BENDER, INC. 
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8 diamond combination set 


Mint pooh’ SETS FOR THE YULETIDE BRIDE 


»« + AND BRIDES OF EVERY SEASON 


To the many distributor friends whose efforts this 


year have created a ‘Miracle’ of demand for 





| MIRACLE Diamond Rings—we extend our hand, 


both in greeting and in thanks. 


Be assured of our continued efforts to provide you with 


the most sought-after diamond rings in the coming year. 


And above and beyond pure business, we wish you 
happiness—and the fulfillment of your own desires— 


whatever they are ... wherever you may be. 
* Pat. and Reg. U.S. Pat. Off. Pat. Pending 


SHIMAN BROS. & COQO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET - NEW YORK 18, N. Y. 

















Rings enlarged 
to show detail 
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12 CASH PRIZES, TOTALING $2,000 
First Prize $1000 cash 
Second Prize $500 cash 


10 additional prizes, each $50 cash 


yy stu CASH 


Here’s how you can win... Just finish this sentence in 25 words 
or less: “7 recommend Kreisler watch bands because...” 


TEST: 


No fancy four syllable words necessary! ... just a 
hard-hitting sales talk. You’re talking to a customer... 
you’re selling a Kreisler watch band. What do you say? 


Who can enter this contest? You— if you regularly sell, 
or repair watches, in the store of any Kreisler dealer. 
Ask your manager for a Kreisler Entry Blank, or use 


your store’s stationery. Mail entry to Contest Manager, 


These are the judges: 


Jacques Kreisler, North Bergen, N. J., postmarked not 
later than December 24th. Be among the winners to be 
announced February 15th! 


Mr. Lansford King, Editor cf Jewelers’ Circular-Keystone, 


Mr. Harry Bromley, Vice President of National Jeweler. 
Mr. Albert Haase, Director, Jewelry Industry Council. 
The decision of the judges will be final. In case of ties, 


duplicate prizes will be awarded. 





Here are still more winners of Kreisler Mystery Shopper Awards! 


Here’s another list of the outstanding 
retail salespeople who helped win 
Kreisler Mystery Shopper Awards for 
their stores. Want to see the complete 
list? Just drop us a card. 


EAST 
C. J. Doederlein, Balt., Md., J. Smith 
Colonial Vogue, Boston, Mass., D. Karas 
Frank Slinsky, Bloomfield, N. J., M. Bischoff 
Morris Watch Co., Newark, N. J., M. Zurowsky 
Comfort Jirs., Binghamton, N. Y., Kit Comfort . 
Al Isaacs, Brooklyn, N. Y., Jos. Schreier 
Belleville Jirs., Little Neck, N. Y., R. Schwam 
Alex Siegel, N. Y. C., Alex Siegel 
Bellevue Jiry, Schenectady, N. Y., J. Ostrosky 
Albert’s Watch Rep., Utica, N. Y., A. Merman 
Graffs Jlrs, Greensburg, Pa., M. M. Graff 
Bailey, Bank, Biddle, Phil&., Pa., W. Kennedy 
Arthur Schwemmer, Reading, Pa., G. Showalter 


MIDDLE WEST 
Arrow Jirs, Chicago, Herb Merel 
Richard Evard, Indianapolis, Ind., R. Evard 
Hinson Svacina, Fairfield, Iowa, P. Svacina 
Hands Jiry, Iowa City, Iowa, Mrs. I. Campbell 
Mel Fractman, Wichita, Kan., Jack Thorton 
Henry Ancinec, Detroit, Rose Ancinec 
L. 8. Donaldson, Minneapolis, Minn., E. Baker 
Gray’s Diamond Shop, Kansas City, Mo., HM. 

trauss 


Hess Culbertian, St. Louis, Mo., J. Ashby 
Shirk Jiry, Springfield, Mo., Wm. Robertson 


FOR DECEMBER, 1949 


Kemple JIrs, Akron, Ohio, Robert Rett 

Morris Jlry, Cincinnati, Ohio, M. Youkilis 

H. W. Beattie, Cleveland, Ohio, M. McColloch 
Leeds Jlrs, Columbus, Ohio, Richard Loetz 
Freidman Jlrs, E. Liverpool, Ohio, Mrs. R. Ritson 
A. McCarvel, Lorain, Ohio, A. McCarvel 
Denmarks Jlry, Steubenville, Ohio, G. Mervic 
Herbert’s Cr. Jirs, Kenosha, Wis., C. Graham 
Henry Bloedels, Milwaukee, Wis., Miss E. Ruddat 


SOUTH 


The Hecht Co., Washington, D. C., J. Denice 
Kay Waters, W. Palm Beach, Fla., Mrs. E. Curtis 
L. Prisant Jir, Albany, Ga., Verlin Miller 
Harris Jiry, Columbus, Ga., George Parker 

Dales Jlrs, Shreveport, La., Matilda Abraham 
Barrick Jlrs, Nashville, Tenn., C. R. Barrick 
Rogers Jiry, Norfolk, Va., Dona Madison 
Cooper’s Inc., Portsmouth, Va., Mrs. L. Carney 


SOUTHWEST 


Freedman’s, Beaumont, Tex., Irving Bender 
J. A. Chesney, Dallas, Tex., Mrs. J. Chesney 
Lanz Jiry, Port Arthur, Tex., H. Lanz 

Standt’s Jiry, Orange, Tex., Xavier Standt 


WEST 


Baldwin Credit Jlrs, Fresno, Cal., J. Brown 
Martindale Jirs, Glendale, Cal., R. Martindale 
Birk’s Diamond Co., Los Angeles, J. Stulman 
Jones Jirs, Oakland, Cal., Joe Mack 

Pat Baker Jlrs, Sacramento, Cal., Marylyn Vest 
Lewis Jiry, San Diego, Cal., Mra. S. Simmons 
Benson Jiry, San Francisco, Cal., 0. R. Anderson 


Macey’s Cr. Jlrs, Colorado Springs, Col., P. 
Northnagle 


R. Herz Bros., Reno, Nev., Frank Green 
Benton Bros., Seattle, Wash., Rosamond Miller 


Note: A modification of the Mystery Shopper rules has been made. All prizes remain the same, but 
will be awarded only to the store. The salesperson, by his or her efforts, helps the store to win. 





Creators of Jewelry Watch Bands and Men’s Jewelry 
North Bergen, N. J. © New York Office at 630 Fifth Avenue 
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The spirit that is Christmas 
) lives in the heart of every 
| man. The vigor of that spirit 
depends upon the good will 


within each of us. 


It is in our power to live 


Christmas the year through. 





And—as we go individually 


—so goes the world. 


Yes, Christmas is what we 


make it. 


FOR DECEMBER, 1949 









































A. EDWARD FISHER & CO.,INC. 


Importers of Diamonds . . 


Over 35 years of Service to the Trade 


280 FIFTH AVE. 
NEW YORK 19 











veryone in our organization takes this 


> 


opportunity to thank you for the privilege . 
of serving you during the past year..... 


A. COHEN 6 SONS CORP. 


27: West 2erda Street New Voetk..1 }- r. 
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to merit 
inued confidence ... for your confidence 


measure of our success. 


best wishes for a joyous Holiday 
ll do all in our power 


For ourselves, we make this pledge; 


our cont 
the 


3 


wi 


Season and a successful New Year. 
is 


We 
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One Caral lo Fifty Caralhs, those who 
tnow diamonds, choose from the ¢ 
of Diamonds...one of the world’s largest 


Meachandise thiifled on Memaandum 
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These “long lengths” .. . five times longer than ordinary... 
will help you to increase production and lower your manufactur- 


ing costs. 


They are not butt joined coils, but one continuous strip of stock. 
They are compact . . . stock takes up less space. They require less 


handling ... from receiving room to finished product. They mean 


less starting and stopping time ... freeing your operators to 


handle more machines. 


Makepeace “long lengths” in gold-filled or rolled-gold plate 
are available in any quality or color and on any of the popular 
base metals currently being supplied in ordinary lengths. And, in 


spite of their many advantages, they cost no more. 


MAKEPEACE 
“LONG LENGTH 


ORDINARY 
mE NGTHS 











LESS “DOWN TIME” 


Makepeace “Long Lengths” mean 
up to 75% less “feeding” for your 
machines. These longer stock coils 
mean fewer inserts for each machine 
.. . less time wasted . . . more pro- 


duction per operative hour. 


LESS STOCK WASTE 
Makepeace “Long Lengths” mean up 
to 75% less stock wasted. Starting 
and windup scrap is cut to an abso- 


lute minimum. 











Your inquiries are cordially invited and will receive our prompt, interested attention. 
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Symbol of the Newest in Watches 





This five-ball symbol is the sign of the newest 
thing in watches—ETERNA-MATIC...the first 
and only watch to wind itself on a ball bear- 
ing...the watch unlike any other in the world! 

The five balls also symbolize the difference 
between ETERNA- MATIC and conventional 
self-winders. Five tiny steel balls, mounted 
in an unbreakable bearing, are the heart of 
ETERNA-MATIC’s patented winding mecha- 
nism. The bearing moves smoothly at the 
slightest motion of the wrist...swings the os- 
cillating weight noiselessly two ways, not just 
one...keeps the ETERNA-MATIC fully wound, 


not just half wound. And off the wrist, the 








ETERNA-MATIC 


ETERNA-MATIC stays wound for 40 hours! 

Thanks to this revolutionary ball bearing 
mechanism, women can now satisfy their de- 
sire for a continuously self-winding watch 
that’s dainty, lightweight, and ladylike. And 
men can now own a square self-winder that’s 
not oversized like other automatics...that ac- 
tually fits their wrists! 

No wonder more and more shoppers are 
looking for the ETERNA- MATIC symbol on 
the dial. Be ready for them. Stock up on the 
complete ETERNA:MATIC line now! 


ETERNA WATCH COMPANY OF AMERICA, INC, 
580 FIFTH AVENUE «+ NEW YORK 19 


AS ADVERTISED IN FORTUNE 


FOR HER: 

As eye-stopping as they’re 
non-stopping. Designed to 
please the most discriminat- 
ing taste. Stainless steel, 
steel-and-gold, 14K and 18K 
cases. $71.50 to $200 (FTI). 
Also available in waterproof 
models. * 


FOR HIM: 

First and only normal-sized 
square men’s self-winder. 
Dial no bigger thana 
quarter. Direct sweep second 
hand. Impeccably styled 
case. Stainless steel, 14K 
gold-filled, and 14K or 18K 
gold. $71.50 to $245 (FTI). 
Also available in water- 
proof models.* 
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THE INSIDE STORY... Unbreakable 
ball bearing mount swings and 
winds the oscillating weight freely 
in a complete circle—both clock- 
wise and counter-clockwise —winds 
mainspring at the slightest hand 


motion. 





*TheETERNA-MATIC waterproof models are guar- 
anteed to remain so even after cleaning or adjust- 
ment, provided they are serviced with genuine 
Eterna parts by an authorized Eterna dealer. 


Look for this ETERNA*MATIC symbol on the dial 
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Won't protrude...won't 
show. The sale of either 
the engagement or 
wedding ring must 
mean the sale of the 
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AUTHORIZED 
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FEATURE LOCK 


PATENTED PRODUCTS OF THE 
FEATURE RING CO., INC., 126 W. 46th ST., N. Y. 19, N. Y. 
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bands that snap on— with men’s banc 
fit all watches with a twirl of the kn 
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can fit a Foster band perfectly to od 


n Production Over a Decade 


Ras Beorbaes lugs on ladies watches, or to men’ 


with lugs ranging from 5%" to 1". 


what this means in time saved, in i 





FACTORY 
ATTLEBORO, MASS. 
& 


SALES OFFICES 


7 Dey Ser 
New York %&.N. Y. 


29 East Madison Street 
Chicago 2, Einois 


657 Mission Street 
San Francisco 5, Calif. 


The Foster name is new in 
watchband marketing—it's 
old in watchband produc- 
tion, with over 10 million 
bands behind it. | 
Hundreds of trained operators keep costs low. 


SOLD THRU WHOLESALERS - 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 









don’t say we didn’t tell you 


that this would be another 
DELTAH Christmas! 




























Certainly this is another DELTAH Christmas — 
potentially the biggest and best of all. 

For DELTAH is the name on the most styleworthy 
(and therefore the most praiseworthy) necklace creations 
of the year. Like Paris-inspired Majeska-created 
“Couturier” necklaces that women everywhere want to enhance 


the elegance of their new clothes. Quality-controlled 








Concorde necklace 
Retail $10.00 
incl. Fed. tax 
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SIMULATED PEARLS 












NO OTHER LINE OF SIMULATED PEARLS 
SOLD EXCLUSIVELY BY JEWELERS BOASTS | 
THE VOLUME OF NATIONAL ADVERTISING THAT 
SUPPORTS DELTAH MONTH-IN—MONTH-OUT! 


Write new for retail ad mats and tie-in! 


; 








FULL COLOR ADS IN 
LEADING MAGAZINES 
PLUS 


Presentations on 2 great 
Radio Shows 












































—also has the perfect answer 
to those seeking a Good Watch 
in the popular price field. 


All with UNIVERSAL GENEVE famous 
accuracy movement: 17 jewels, 
anti-magnetic, shock-resistant, 
sweep second hand—prices quoted are 
retail, Federal Tax included. Write for details. 
Available for IMMEDIATE DELIVERY 


to Universal Genéve dealers. 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N.Y. 


© H.S.W.A. 1949 


S/S W/R $48 
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FOR A HAPPY HOLIDAY SEASON 
AND A PROSPEROUS NEW YEAR 


. . . FROM THE WALTER LAMPL SALES 
REPRESENTATIVES WHO SERVE YOU: 


CHARLES BERNSTEIN . . EAST COAST 
JOHN A. DAY . . . . . MIDWEST 
EDWARD ESKOW . . NEW ENGLAND 
CHELDRON FOX .. . . MIDWEST 
EDMUND GRASHEIM . . . . SOUTH 
HAROLD KANDELL . . . EAST COAST 
BENJAMIN LEVY. . . . SOUTHWEST 
CONRAD H. MUMPER . . . HAWAII 
EVA A. MURRAY . . . WEST COAST 
RICHARD G. OLSEN . . . MIDWEST 
ADOLF WALDMANN . . SHOWROOM 
HARRY WOLF . . . . EAST COAST 
WALTER LAMPL, JR. . . . MIDWEST 











608 FIFTH AVENUE | 


‘‘creators of the unusual — as usual’’ 
NEW YORK 20 
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| AS ADVERTISED IN... 


obo ven Sue’ 
LI FE Post: Colliers OTHERS FROM $24.75 TO $2500.00 send for FREE newspaper 
RADIO TIME SIGNALS *RETAIL PRICES SHOWN INCLUDE FEDERAL TAX advertising mats! 


COUT LGA , 
Product of Mlendorft Watch @ INC. 20 W 47th STREET. 


eco See On fou wee Oe oe ot ee NEW YORK NY 


14K Gold 
3199 f§ #3DD 


Keystone a : 8 diamonds 


$230. 


Keystone 


#395 


4 diamonds 


$135. 


Keystone 
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You’ll have 



































“‘There’s an easier way to build store traffic” 
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a crowd “getter” in your 


window when you display Gemex Gem watch > The nationally advertised 


bands... 
to bring customers through the door. 


GEM Ex 
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alluringly styled and priced Gemex Gem Watch Band 


shown here with heart link design. 


4? pe) $8-95 Fed. tax included 
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Too seldom can we extend a person- 
















al greeting to those whose friend- 
ship over the years we hold in such 


high esteem. May we say, however, we 


oe vy 


appreciate the warm and cordial re- 





lationship that exists between us, and 


wish you the happiest of holidays. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 477rn STREET 


‘ NEW YORK 19, N. Y. 
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SEIDMAN & COMPANY 
















We look forward with you to the 
New Year with high hopes, and 
pledge ourselves to greater achieve- 
ments in terms of value...to the crea- 
tion of the incomparably beautiful in 
design, the ultimate in quality. A good 


year to you,—and a prosperous one. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 477rn STREET 
NEW YORK 19, N. Y. 4 ie 
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PROMOTION SUCCESSES 
FOR GREATER VOLUME AND PROFITS 


| a If you were one of the many Jewelers who used the Rulon promo- 
\ tee a | tions that “Rang the Bell" for profits in '49 . . . you already 
| [EFAS 17 JEWEL KNOW how it pays! Rulon is Stepping up the pace for ‘50... 
. with a series of watch features that outdo anything we've ever 
me qos. | presented! Now is the time to start the wheels in motion ... to 
oe M get up speed for the coming year ... and to roll down the Rulon 
a JEWEL : road to profits! Let Rulon show you the way... write for the 
details today! 


ons 


ve 


OF-THE-MONTH 





Shown Above Are Just A 
Few Of The Tremendous “@AcGn 
SUCCESSES In ’49 
Even Bigger Things Are Planned 
For '50...Ask About Them 





O21 FIFTH AVE., NEW YORK 17, N.Y. 
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We wish you the Season's Greetings 


A Happy and Prosperous New Year 
...... Good Health and Peace 


President Treasurer 


Represented in the East by 


fer 


Leon Cohen Mannie Levine Eugene Cohen 


The Middle West, West and South 


Howard D. Seebeck Harry J. Mitchell 














Its easy to sell Le STAGE VEST CHAINS 


with te RAUMROAD 
TWIST-LOCK ‘swivel 
> 7H = 














pocorn 
TE TTEEEE EEE 








WEW/ Can't be pulled out of shape 
.... all links are soldered 


WEW. / Can't pull open—screws into place 
1/20 12Kt. G.F. 


NOW ... LeStage presents the “’Twist- 
Lock’’, a completely different swivel that 










cer 
scan 
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can’t bend, can’t pull open or out of shape. 
Combining the distinctive styling and sound 
construction which characterizes LeStage 
chains, the new “‘Twist-Lock’’ swivel is 
more durable, more efficient than old types. 
Another feature that makes LeStage chains 
easy to sell. 


Also available in all Dickens and 
Waldemar styles 

Ask your wholesaler about this 

fast-moving, quality line. 


PRICED TO RETAIL FROM $6 TO $16 
MANUFACTURING COMPANY 


NEW YORK CHICAGO LOS ANGELES 
9 Maiden Lane 29 E. Madison St. 315 West 5th St. 
NORTH ATTLEBORO ° MASSACHUSETTS A. H. Betz A. B. Pinero Jack Klein 


CHAINS * BRACELETS * LOCKETS * KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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GREATE 
THAN EVE 


DIAMOND RINGS 


@ MORE Value than ever before! 
@ MORE consumer acceptance 
than ever before! 
@ MORE sales than ever before! 
@® MORE profits for you than ever before! 


You can’t miss with the Rhapsody 
prestige line —Rings of guaran- 


teed beauty, quality and value. 





Write today for information and prices 


M. SICALES & SONS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 


WHOLESALE JEWELERS FOR NEARLY 100 YEARS 
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The WATCHMAKERS OF SWITZERLAND. 





Christmas time...and all the time. 


WE LIKE TO WORK 


WITH JEWELERS! 
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know about the newest watches 
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And we hope that you like to do business with 
The Watchmakers of Switzerland. It seems to us 
that you do—for we've worked together and ac- 
complished a lot in the past year and a half. 


It was only in May, 1948, that The Watchmak- 
ers of Switzerland first told your customers... 


For the gifts you'll give with pride— 
let your jeweler be your guide 


And every month since then, full-color, full-page 


ads in such magazines as Life, Look, Saturday 





Post, 


Country Gentleman, Farm Journal and others 


Evening Time, National Geographic, 
have told our story and your story hundreds of 
millions of times. 


To help you increase quality watch sales, these 
ads have been built around an appealing human 
interest illustration. Gift-theme copy has sold 
quality watches as the most wanted gift of all... 
and it has told customers where to buy — at the 


jewelry store. 


But — there’s more to the ads than that... 


Co ee ee 
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Advertising has been, and is, hammering away at the 
quality-watch theme. We're emphasizing — in every 
ad—the advantages of a watch with a quality Swiss 
jeweled-lever movement. The jeweled-lever empha- 
sis helps protect you against low quality watch 
competition. And it’s supported by these four 1m- 


portant selling points: 





1. It’s the movement that counts — 
be sure your new watch has a quality 
Swiss jeweled-lever movement. 


2. Don’t be fooled by so-called watch 
“bargains”—you usually get just about 
what you pay for! 


3. A smart Swiss watch is a treasure 
of lasting pride — for you — or for the 
fortunate one who receives it from 
you. 


4. Rely on a jeweler in whom you 
have confidence — he’ll show you the 
best jeweled-lever Swiss movements in 
your price range. 











These ads worked for you—and you were alert 
enough to work with them. So — it paid off in bet- 
ter business! 


Merchandising puts the final touch on our sales 
program. Hard-hitting displays like the famous 
Watch Inspection Time display, and the Christmas 


o 


by, 


The WATCHMAKERS 


owe $s 


Manges 
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display that you're now using, work to build busi- 
ness right in your store. They're tied in strongly 
with advertising — pull many a customer into your 


door. 

















Once again — these displays worked for you — and 
you worked with them — and again it paid off in 
better business! 


To check on our program, we met you at conven- 
tions, group and association meetings, and (as often 
as we could) in your own stores. It’s not possible to 
personally keep in touch with every jeweler in the 
country, but we do want your criticisms and sug- 
gestions. So, if you've a comment, please send it on 
to The Watchmakers of Switzerland. 


Next year will see the program of The Watch- 
makers of Switzerland continuing, intensifying, and 
improving, for—as we said earlier —we like to 
work with jewelers! 
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Christmas Greetings 


to the trade... 


We'd like to send you all a personal Christmas card. But — what with 
Catalogues, Dictionaries, letters, merchandising pieces and all the rest 


of the repair program — we just didn't make it. 


We do want to say “thank you” to everybody. To Trade Groups and 
Associations...Importers, Wholesalers, Jobbers and Retailers ...Watch- 


makers, Jewelers, Sales Clerks ... everybody. 





For the success of The Official Swiss Watch Repair Parts Program 
can only be measured by your approval. And it has been made possible 


only by your cooperation. 


The Watchmakers of Switzerland sincerely hope that this repair pro- 
gram is useful to you. As time goes on—new features will be added and 
existing services will be expanded. We'll keep you informed of all devel- 


opments through these trade ads. 


About the only unfinished business of the year is to announce the win- 
ners of our big Watch Inspection Time Contest. Unfortunately, this ad 


went to press before judging was completed — but winners will be an- 


nounced elsewhere in this magazine. 
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The WATCHMAKERS OF SWITZERLAND 


These are the services of The Official Swiss 
Watch Repair Parts Program. They are success- 
ful only so long as they are useful to you. We 
hope that you will make the most of each one. 


1. The Official Swiss Watch Repair Parts In- 
formation Bureau, at 730 Fifth Avenue, New 
York, N. Y., is in full operation. Although the 
bureau does not sell parts, it 1s a source of repair 
information and data about the repair program. 
Trained technicians are ready to supply you 
with any information you may need. 


2. The Official Catalogue of Swiss Watch Re- 
pair Parts (Parts I & IT) is in use. More than 
45,000 requests for Part I have been processed 
and, recently, Part II has been mailed out to all 
holders of Part I. ‘his complete distribution in- 
sures wide usage and acceptance of the new iden- 
tification and ordering system set into operation 
by the Catalogue. 


3. The Official Dictionary of Watch Parts has 
sold out its first edition. It’s used principally by 





highly skilled watchmakers and large watch re- 
pair departments—who need the complete cov- 
erage of parts given by the dictionary. 


ot, Officially Packaged Parts. Jewelers and 
watchmakers are now receiving—through their 
regular distribution channels — packaged staffs 
and stems for the most widely used Ebauches 
movements. Refills, packaged in threes, are also 
available from regular jobbers. 


Ie The Official Cabinet for Swiss Watch Re- 
pair Parts is being manufactured in the U. S. A. 
from a Swiss design. It has been well received by 
the trade as a companion piece to the packaged 
parts. This is the only cabinet especially de- 
signed to hold these new, packaged parts. 


6. Official Speaker's kits. Two of these kits, 
complete with informative slides, are now avail- 
able to jewelry and horological trade groups. 
The first kit covers the Swiss program; and the 
second — entitled ‘““The Automatic Watch — 


Watch of the Future’*— is now ready. 


and to everyone...A Happy New Year 
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Dur Best Season is Here ! 


Regardless of how good or how bad 
the other seasons in our year are... 
we are certain of one joyous season! 


As the years pass we find that during the 
holiday season the blessings we count in 
friendship and in pleasant associations 
continue to grow and become more precious. 


This year, as before, we at Curtman offer you our 





warmest wishes for a happy holiday and for new success 


throughout the year 1950. 





THE 


162 CLIFFORD ST. CURT MAN PROVIDENCE, R. I. 
CUMPANY 


INC. 









Makers of Curtis Creations — Women’s Exquisite Jewelry in Gold Filled and 10 kt. Gold 


Chicago Representative . Eastern Representative 
ALLEN B. PINERO Los Angeles Representative PAUL BERGMAN 
Heyworth Bldg., 29 E. Madison St. Al GOLDBERGER 162 Clifford Street 
Chicago 2, Illinois | Pershing Square Bldg. Providence, R. I. 
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~~ Bank on These 
Proven Clocks for Boosting Profits in 1950! 


Without serious challenge from any other brand, each of 













these two clocks was by far the most popular of its type 
introduced in 1949. 


ae 
That's reason aplenty to push them in 1950! 


More reason is that they'll both be nationally advertised SELF-STARTING + ELECTRIC Clocks 


as featured items in a complete line of electric clocks by 






$ Guaranteed dD 
Good Mouseheoping 
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Sessions, all smooth-running, quiet and absolutely depend- 


able. Better make sure you have them in stock now! 


*Slightly higher in Far West. Subject to Federal Excise Tax. Protected under Fair Trade Act. 


| THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Marchondiing Mart; In Canada: Northern Electric Co., Ltd., Montreal, P,Q. 
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Date Changes 





Daily 
In The 
Automatic 
Window! 
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TELLS THE TIME!——— 
TELLS THE DATE: 
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FOR FULL DETAILS WRITE, WIRE, PHONE 


WAKMANN WATCH COMPANY, Inc. 


452 FIFTH AVENUE 


NEW YORK 18, N. Y.: ° 
(Sole World Distributors) 


Write for our $20,000 Showcase Catalogue! 


*PAT. APPLIED FOR 


LOngacre 5-4062 











What a Value! 
What a Seller! 


CAL-0-DATE™ 


WINDOW CALENDAR 


> 
only per dozen 


Discounts for larger quantities 
Retails for $9.95 


Only watch of its kind at this price! 









@® Guaranteed Swiss Movement 
@ 7 jewels 

@® Radium points and hands 
@® Unbreakable crystal 

@® Beautiful chrome case 

® Genuine leather strap 

@ 24 hour military dial 

@ Neatly boxed 











46 





THE JEWELERS’ CIRCULAR-KEYSTONE 














Ls Mae 


Re eee eae ay ee 





















FOR DECEMBER, 1949 


24 hour ) yield greater profits to the seller . . . give gre ter 














As profit-producers and 
prestige-builders ... BAREL BRIDALS belong _ 
right at the head of the apieccesige Exquisitely Hand 
° Carved matched wedding ring sets .. . BAREL BRIDALS — 
are all original creations of Fred Barel. They arouse eager admiration . 





inspire unreserved recommendation ++. Secure rapid sales. : — 
— directly ~ the retailer by the manuf actur er, BAREL BRIDAL : 









service on _ value to the customer. 
all special 








‘exclusively 
designed by 














Admiral 


hails 1950 as another year of 


opportunity for leadership in the styling, making 


? 





rofavomurt-taeslelelelt tise mes malel-muzelioimelgela-i ee 
ON mreelsticolsimeolimrmie please our customers and to 
cooperate with them in the interests of 


mutual profits and satisfaction. 


Right now we are perfecting plans to make 1950 our 


biggest year yet. Throughout the New Year as in the past, 


ADMIRAL will lead the way to more watch 





bracelet sales for the retail jeweler. 











NATIONALLY 
ADVERTISED Ask Your Wholesaler or Jobber 


Over 256 Radio Stations 
— (M. F. G. watcu BAND COMPANY, INC. 


from Coast to Coast. 





98 Canal Street, New York City 





Irving Seltz, 29 E. Madison St., Chicago, III. 


Mid-Western Representative: 
George Dolin, 707 South Broadway, Los Angeles, Calif. 


Pacific Coast Representative: 
Eastern Representative: George Barr 


Southern Representative: Lew Armer, 104 Poplar St., Atlanta, Ga. 


DURABLE WATCH BRACELET 
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this Christmas 


every woman can have 
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TRIFAR 


authentic only if stamped on 
dal-Mclola Mm dbisMisl-Maleliil-Meahicl a) 

















Outstanding Selection of Jewels by Trifari 


Advertised in Life Magazine... December 5th Issue 
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. e this 3 color counter display 








with easel-back now available 


to all RETAIL stores 


through their WHOLESALER 
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Be sure to feature Kaneo 1/20-12K gold-filled originals 
They'‘re set with GENUINE PEARLS ... average size 7 mm. 


Handsomely boxed and moderately priced to retail from $5.0 


NEW ENGLAND 
NEW YORK PACIFIC COAST & MID-WEST SOUTH 


Gharies J. Tonry J. 4. Merrifi Co. Earl M. Barney John Tonry 

9-13 Maiden Lane 657 Mission St. 158 Pine Street 9-13 Maiden Lane 

New York, N. Y. San Francisco, Calif. Providence, R. I. New York, N. Y. 

COrtiandt 7-1646 Yukon-6-0233 GAspee 11-8762 COrtlandt 7-1646 * ; a ® 
158 PINE STREET *® PROVIDENCE 3, RB. 1. 
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Kastenhuber & Lehrfeld. Ine. 


21 West 46th Street Tel. LUxemburg 2-2320 New Priak 19: NN ¥ 


We solicit your Sweeps—Filings—-Scrap Gold and Platinum, Metals 


Your Old Gold shipments will recetve special attention 
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E@ Here’s an ever-popular holiday and 
By? year ‘round gift item with genuine 
By~ snake chain and brilliant ime 
enamelled emblems available i 
MASONIC + SHRINE + KNIGHTS OF COLUMBUS 
ELKS + KNIGHTS OF PYTHIAS 


ORDER TODAY FROM YOUR WHOLESALER 





Auromati¢ oe fSLAND 








RoyvyipdeEenc® 
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Ow Best Wishes 
lo MM for a 
Merry Christmas 


ARRY & BEN FRACKMAN 


eS ee @& 2B 2:3 2S 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 
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DALL EASTERN DIVISION 
Emil F Burg | Irv. Shreger 



















don't trust 
your naked eye 
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Let Your Own LOUPE . 


prove the PERFECTION of f Lonpe-tested 
LOVE BIRD \DIAMOND RINGS 








Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
_0 . a * ‘ through your own Loupe. You will then share the enthusiasm 
hs oe of other thousands of jewelers who are now successfully 
ow! . and profitably selling LOUPE-TESTED LOVEBIRD 
‘4mony BY Diamond Rings. Franchises are still available. 





i INC. 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « 









THE JEWELERS’ CIRCULAR-KEYSTONE 








The new. Deknatel Jewel Case Box illustrated is 
a Ivory... available also in Pearl Gray with 





Gold Stripe....and Aqua.Top with Ivory Base. 


| The sale is closed 
J ewelers who are alert to the sales- 


when this new making importance of First Impression 


will appreciate the 





jewel case 1s opened 


quality atmosphere 
which this new case creates 


for Deknatel Simulated Pearls. An 


exclusive Deknatel design re it represents one 


Deknitel among many reasons why jewelers like 


to deal with Deknatel. 
J. A. Deknatel & Son, Inc. 
Queens Village, Long Island, N. Y. 
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WARNING! 


Magniset is patented in 
the U. S. Pat. Off. No. 
152469. Infringers will 
be promptly prosecuted. 


ee Newly Patented Setting, Magniset, is contrived so as to add to the 


Magnitude of a small center diamond. These cleverly fashioned settings are made 
with a combination of a new type reflector and a sparkling border of flashing 
Rhodigem—in that whiter than white metal which never dulls. Because they enhance 
the diamond size in a new and unique fashion, they are the perfect solution to 
the jeweler’s problem of properly setting small diamonds in large top mountings. 


*¥THE MAGNIFICENT NEW, PATENTED SETTING CREATED BY. 


GOODMAN & COMPANY 


MAKERS OF FINE JEWELRY SINCE 1904 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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PLATINUM METALS DIVISION . THE 





“My wife said 
she preferred the 





palladium ear-clips.” 








CUSTOMER: So, I’ve brought back the other 
pair. She picked the palladium clips right away. 


SALESMAN: | thought she would. Palladium’s 
beauty appeals to every woman. Did you tell her 
it is one of the six elements of the platinum family 
of precious metals — platinum, palladium, rho- 
dium, ruthenium, iridium and osmium? 


CUSTOMER: | started to talk about all the 
good points you mentioned — how its strength 
holds precious stones securely; how its brilliant 
whiteness brings out the full color and fire of 
diamonds; how it’s an all-precious metal—but 
before | knew it, she was telling me! 


SALESMAN: She's probably seen the full-page 
ads running in the leading fashion magazines. 


CUSTOMER: And | thought | had something 








“She’s made 
a good choice...” 


“new” to show her... 


SALESMAN: Palladium is “news” to most peo- 
ple, but it’s not a brand new metal. For over 
25 years, it’s been the preferred setting for dia- 
monds in gold rings. Today, of course, more and 
more designers are creating a wide variety of 
all-palladium pieces. 


CUSTOMER: Another thing . . . she showed me 
that the palladium clips were lighter in weight! 


SALESMAN: That's right. Palladium’s lighter 
weight makes ear-clips and large jewelry pieces 
more comfortable to wear. 


CUSTOMER: Thanks for your trouble; we’re 
both pleased with our purchase. 


SALESMAN: Not at all...don’t forget to drop 


in again for your next anniversary gift. 


JEWELERS! Be sure to send for your free copies of give-away book- 
lets and attractive counter cards featuring palladium jewelry. 


PA | | A D | UJ M:? PRECIOUS METAL 
FOR FINE JEWELRY 
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INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 

















You can go any place you want... Chicago, Birmingham, New York City, Los Angeles 












...and you'll find that the great majority of the buying public consider Gold Filled best 
for quality in the popularly-priced jewelry field. 


Th S) w . t How do we know? How can we prove it? Easy! We've combed those cities and many 

p ISns On more. We've commissioned expert researchers to go into cities and towns of all sizes, in 
all sections of the country, and ask people personally just what their preferences were. 

t G ict Fill (| Such popularity must be deserved . .. and it is deserved. For generations, Gold Filled 

0 0 l e has been manufactured according to “Old Sheffield” principles. It is made by fusing a 

Karat Gold layer on a strong supporting base and then rolling the combination under 


heavy, controlled pressure. It is made to give 


Merchandise jewelry an heirloom quality at an always popu- 


lar price. 









HARD COMPACT 
LAYER OF 
KARAT GOLD 


No wonder people prefer Gold Filled merchan- 


dise. No wonder manufacturers and jewelers — ~ 





alike are wiiling to feature Gold Filled items in 





all their sales-building efforts. 
Research Division of 
GOLD FILLED & ROLLED GOLD PLATE Mfrs. 


PROVIDENCE 7, RHODE ISLAND 


Reproduction rights are granted Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the United States 
Department of Commerce and approved by the American Standards Association 
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APPROVED 
WHOLESALE 
DISTRIBUTOR OF 


KNAPP-MONARCH 
APPLIANCES 

1847 ROGERS BROS. 
COMMUNITY PLATE 
WM. ROGERS & SON 
TUDOR PLATE 
RONSON 

WESTCLOX 
TELECHRON 

SETH THOMAS 
REVERE 

HERSCHEDE 

SEMCA CLOCKS 
PHINNEY-WALKER 
MANNING-BOWMAN 
REMINGTON RAND 
SHAVERS 

DELTA PEARLS 
SPEIDEL 


GEMEX 

GLYCINE 

ANSON 
JACOBY-BENDER 
CHEEVER-TWEEDY 
POOLE PLATED 
HOLLOWWARE 
WEBSTER BABY GOODS 
ROLLS RAZORS 
ALVIN STERLING 
FLATWARE 

ANCHOR ROGERS 
STERLING FLATWARE 
WOLCOTT ROSARIES 
A.S.R. LIGHTERS 
ZIPPO 

AMSTON STERLING 


MANCHESTER STERLING 
ALVIN PLATE 
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A Christmas Greeting... 














As holiday time nears once more may 
we again extend the heartiest good wishes 
of the season to our customers and 


friends everywhere. 


Since 1869 it has been our privilege to supply 
America’s leading jewelry retailers with fine 
products. Your confidence in J. W. Johnson’s 
service has been our reward ...and we look forward 
to the opportunity of serving you even better in 


the year ahead. 


J. W. JOHNSON ING. 


Established 1869 


15 MAIDEN LANE NEW YORK 7, N. Y. 
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Featured in Our 
Romantic New 


“HUG-TIGHT" 


Diamond Rings 


Both rings shaped to blend to- 
gether in an affectionate embrace! 
Shown is a lovely 8-diamond du- 
ette in heart- and floral design. 





ct | ) ea er es a oe Goldstein- 
| XY iz | | FF Gerson for 
, the Newest, 
( REGISTERED ) Most Unique 


DIAMOND DUETTE 5 Designs in 
sa igluadiatiing | \Wa, Diamond 
SETTINGS (el) Fe 


Ns ar V4 BOLD Ona 


HROUGH WHOLESALE 
DISTRIBUTORS 


“Pairette’ is the magic name for a combination of eye-catching 


beauty .. . unique design and real selling power! These exquisite | O | D) S T c N 


rings are ingeniously designed so that the wedding ring “hugs” 


a 

ee ee" 

by ~~ 
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3% Mea « 


* aby 
ne ry Retr Se. >. Piet Ave he ” * 
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rity a" am... Ve Ce Oe Ss te Ole 


* “ 


the engagement ring to form a bridal creation of unusual char- 


acter. See this new and different styling! See how modestly priced, 
f00 .. . yes, priced to appeal to 100% of a jeweler's trade! iV ers 





EXCLUSIVE MAKERS OF PATENTED / 


Capitalize on the QUALITY and ENTIRELY DIFFERENT 
“PAIRETTE” DIAMOND DUETTES 


appearance of “PAIRETTE™ diamond duette settings! News- 
paper ad mats supplied to authorized dealers. Write to Goldstein- 126 W. 46th STREET 
Gerson for the name of the “PAIRETTE” jobber in your territory. NEW YORK, 1 9, N.Y. 


ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A.B. GRODMAN e@_ IRWIN GOLDSTEIN 
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THE NEW 
EVERSHARP $500 


The only nationally advertised set with 
14K gold nib at the price your custom- 
ers want to pay. 


set 


The ONLY Pens TESTED and APPROVED 
by UNITED STATES TESTING COMPANY 


for Excellent Craftsmanship and Writing Qualities! 


This folder accompanies every Ever- 
sharp pen you order. It means that 
Eversharp pens have been rigorously 
tested by the United States Testing Co. 
against pens costing 14 more, and have 
come out on top. This nationally recog- 


nized testing organization refuses to al- 
low any statement to go out over its 
signature unless it’s 100% accurate. 
Their certificate gives you not only a 
powerful sales-point, but double assur- 
ance of complete customer satisfaction. 





YOU GET PROVEN PERFORMANCE WITH EVERSHARP 
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The Symphony De Luxe $1275 set 
no tax 


Golden Symphony $] 875 set 
Plus tax 


Don’r pass up these sure profit 
items. Get them on display in time 
for holiday shopping. Use the handy 
coupon. Remember you order just 
what you need from Eversharp. 
Eversharp does not dictate the size 
of your order . . . there are no min- 


imum requirements. 


DON’T DELAY 
send this handy coupon 
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pecially created to help 
you build volume trade 
—volume profits ! 


@ Every important money-mak- 
ing price classification is rep- 
resented. 


@ Each is a fine writing instru- 
ment you will be proud to sell. 


@ Each is backed by heavy na- 
tional advertising. 


@ Each offers you complete as- 
surance of consumer satisfac- 
tion. 


EVERSHARP, INC., 1800 Roscoe Street, Chicago, III. 


Please rush me the following merchandise subject to regular 
discounts. 


EVERSHARP $5.00 sets EVERSHARP Symphony De 


EVERSHARP 14K Gold Luxe sets at $12.75 retaal 
Point pens at $3.75 retail EVERSHARP Golden Sym- 
phony sets at $18.75 plus 
_____ EVERSHARP Symphony sets sax, retail 
at $8.75 retail EVERSHARP Golden Sym- 
EVERSHARP Symphony De phony pens at $12.75 plus 
Luxe pens at $8.75 retail tax, retail 




















Store Name 


By. 
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17 zewe. Flelbros winp-o-matic 


famous self-winding Invincible 
DEPENDS ON 














INEABLEE 


FOR RELIABLE PROTECTION AGAINST SHOCK 


The Helbros “Invincible,” the automatic waterproof, anti-magnetic watch known throughout the world for 
distinguished performance, is protected by INCABLOC . . . because the skilled watchmakers who created 
the Invincible“know that a fine timepiece requires an absolutely reliable shock absorber to guard its 
delicate mechanism. INCABLOC, the unchallenged leader, is selected by makers of great watches— 
because it is a great shock absorber. 





CUSHION THE SHOCK WITH INCABLOC 





THE AMERICAN INCABLOC CO., 366 Fifth Ave., New York, N. Y. Factories: La Chaux-de-Fonds, Switzerland — 
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Jacksonville 2, Florida 


25/2 E. Adams, 


Distribytors 


Electrical 
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PRECIOUS METALS 











WILLIAMS PAYS MORE FOR YOUR SCRAP 








It’s no sleight-of-hand trick — Williams Dyna-flo refining. This process pioneered 
by Williams research is a combination of new ideas in chemistry and metallurgy. 
Through laboratory controlled metallic segregation, not only gold, but also plati- 
num, palladium and silver are reclaimed. You are paid in accordance with market 
prices. Due to the efficiency of Dyna-flo, the refining cost is exceptionally low. 
You benefit in terms of higher cash returns. 

All types of precious metal scrap acceptable —trimmings, chips, grindings, sweeps. 


All are precision refined and assayed. A trial shipment will prove to you the 


extra dividends and faster service Dyna-flo can render. 





WILLIAMS G.w Refining Co.,me. 


FORT ERIE N., ONT. BUFFALO 14, N.Y. HAVANA, CUBA 


THOSE IN THE KNOW BANK ON DYNA-FLO 
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Famous “Peggy and Jim” 
Christmas advertisements 


are selling more HAMILTON WATCHES than ever before. 
Don’t miss Christmas sales and profits. 

Write, telephone, or wire FILL-IN AND SPECIAL 
ORDERS for HAMILTON, the Watch of Railroad 


Accuracy, to the BALL COMPANY now! 


* 


Authorized Inspectors of the 
BALL RAILROAD TIME SERVICE buy HAMILTON 
WATCHES from the BALL COMPANY 


ca ea ai r. st oe 


The BALL Company ences 
Originators of GARL. 4 ND* Diamonds and Watches 
WHOLESALE JEWELERS ® DIAMOND IMPORTERS 


6 North Michigan Avenue ¢ Chicago 2, Illinois 


Branch Offices: Charlotte Hotel, Charlotte, N. C. 
627 First Ave., North, Minneapolis 3, Minn. 


*(; ARLAND is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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VACUUM PITCHER! 











Customers seeking a truly masculine gift, 
that’s both beautiful and useful, 
will appreciate the suggestion. 











nn, 






° oe 
In offices and homes, reception rooms and dens... 
Aladdin’s superbly-styled De Luxe Vacuum 

Pitcher lends a colorful and sparkling note. It’s the 







sift for birthdays and special occasions . . . 
Display it prominently for year ‘round selling. 







A vivid display item that stops passers-by and builds 
store traffic. Complete with Chrome Tray and 

two Platinum banded Glasses. Quart and pint sizes, 

in Maroon, Sorrento Green or Black crackle 















finishes with Chrome trim . . . or combination Satin 
and Burnished All-Chrome. Each set guaranteed. 
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TEINS Oe 


Medd: De Luve NACUUM BOTTLE 


Here’s another splendid gift item . . . good-looking and 


practical. Quart and pint sizes, in the same four color 
Es combinations as the pitcher. Designed and styled with rich 
: simplicity, it’s one more Aladdin quality product that 


distinguishes your store as a place for the unusual and out-of- 
; the-ordinary. 
/ Backed by 4-Color National Advertising in LIFE, 
SATURDAY EVENING POST, LADIES’ HOME 
JOURNAL, and TODAY’S WOMAN, for gifts... offices.. 5 


homes... hotels... institutions. 


703 MURFREESBORO ROAD, NASHVILLE, TENNESSEE 








LOOK FOR “44 the name in Vacuum Bottles, Lunch Kits, Electric Lamps, Kerosene Lamps and Heaters. 
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wraps are selling 62% above last year 








ASIDE cee give you added sales and profits eee 
CASH IN ON THIS FACT AND PROFIT NOW... counter. Put up counter displays. Advertise in local pa- 
: It takes quite a product to buck a nation-wide trend— pers (mats free). Offer your customers the complete 
but Pacific Silver Cloth is quite a product! It’s the only line of Pacific Silver Cloth products—chests, bags, rolls 
thing that absolutely prevents tarnish, and so great is and wraps. 
the demand for it that Pacific Silver Cloth wraps are Tell every customer that Pacific Silver Cloth is the 
| selling 62% above last year, in spite of a widespread only product which actually prevents tarnish for life... 
: decline in jewelers’ sales generally. that they can enjoy their silver without polishing... 
; Help recover some of your lost profits by pushing save work, time and energy. You should sell 9 out of 
: items made with Pacific Silver Cloth. Pacific Silver 10 people you tell! 
Cloth increases your store traffic—sales—profits—aids Clip the coupon right now, while you're thinking 
| your business in silverware departments—absorbs store about it. Be sure to request some of the free selling 
overhead—builds customer goodwill. helps—tie in with our big national advertising cam- 
Feature the new Pacific Silver Cloth wrap package paign. It’s not a minute too early to start rebuilding 
and new self-selling display-box prominently on your your profits! 
| eeneiiiiiaa ee ee 
PACIFIC MILLS, Dept. JC-12 
214 Church Street, New York 13, N. Y. 
Gentlemen: I am interested in [] wraps, [] chests, [] hollow ware bags, [] place-setting rolls, [] packets 
made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. Also 
7 send me free [] mat catalog, [j sample of leaflet available for mailing, [] counter cards. 








NAME 





POSITION 





DEPARTMENT 


STORE 





STREET ADDRESS 











CITY. ZONE STATE. 
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FOR CHRISTMAS RUSH ORDERS 


Phone Benj. Allen & Co., ine. 


Chicago, Central 6-2447 















\ _— FAST SURE 
——= = SERVICE 10 
Ps SAVE THOSE 
IMPORTANT 
LAST MINUTE 


oF ia 


Shee ee 
Rae ane eae 














EXCLUSIVELY 
WHOLESALE 









Keep your ALLEN CATALOG conve- 
nient at all times, especially from now 
until Christmas. Use it to replenish your — ee aan is 


stock, or make that special sale. 


This new 1950 catalog has a comprehensive listing and illustrations of 
Diamonds, Rings, Watches, Jewelry, Plated Silverware, Sterling Silver, 


Clocks and Novelties from which to make your selections. 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. ) 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 





———— 
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THE JEWELERS’ 


— to an account by 
Bill Roberts, Town Crier of the 
Houston, Texas, Press, Steve Cha- 
zanow’s Crown Jewelry Store which 
has two means of access, one on 
Main and one on Congress, sometimes 
proves the undoing of an unobservant 
customer because of its dual entrance. 
The other day, a gent slightly in his 
cups wove in, demanded to see a 
watch. Steve showed him a $24.75 
item. No, it wouldn’t do, wasn’t what 
the man wanted at all. He staggered 
out. Time elapse: five minutes. The 
man staggered in the Congress en- 
trance, demanded to see a watch. 
Steve showed him the same watch 
he’d seen before. The man’s face 
lighted up, he plunked down the cash. 
adjusted his new watch on his wrist 
and happily floated off. 


© © 

RECENT weekend spent in Dal- 
las, has left J. L. May, Stamford 
(Texas) retail jeweler not only richer 
by 50 dollars, but also spiritually 
richer by renewed faith in humanity. 
No, he didn’t win the jackpot or a 
quiz program. He did, however, en- 
counter an old friend during his Dal- 
las weekend who immediately upon 
meeting him, reached in his pocket 
and handed over fifty dollars he owed 
May with the explanation that it was 
the balance on a watch purchased 
from him years before. May had for- 
gotten all about the account, which 
made the payment just that much 

more enjoyable. 
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A‘ press time, though Alben Bark- 
ley’s marriage had taken place 
and reams of news had been printed 
on the wedding, no report of 
where he purchased a wedding or 
engagement ring had reached the 
JEWELERS’ CIRCULAR-KEyYSTONE. AI- 
though the “Veep” observed, “We 
don’t expect any great trouble in pick- 
ing a ring,” he and his bride-to-be 
shopped in St. Louis on November | 
without finding one they liked. 
You'll pardon our rude curiosity as 
to what he thought when he was 
asked to ante up 20 per cent of the 
price of the ring because his admin- 
istration has continued excise taxes 
which label a wedding ring as a 
“luxury.” 





Something to Think About 









PERCENTAGE OF 


Spending Units 
HAVING... 





ACCOUNTS 1949 39% 





SOURCE: FEDERAL RESERVE BOARD 
GRAPHIC BY PICK-S. 8.7.4 
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DECEMBER, 


OLONEL DANIEL DeBRIER, 

legal counsel for the New Jersey 
Retail Jewelers Association, had an 
interesting experience a short time 
back. The story has so many morals 
that we shall let you write your 
own. 

It seems that the Colonel was at- 
tending a convention in Dallas, Texas, 
and before returning east sought a 
gift for his daughter in the store of 
Neiman-Marcus. His fancy was par- 
ticularly taken by a compact, an 
Elgin American compact, which he 
told the clerk he would buy. The 
salesgirl expressed regret that that 
particular compact could not be sold, 
as it was the sample compact and no 
more were in stock. 

Pleas fell on deaf ears as the clerk 
explained her lack of authority to 
sell the last one on hand. 

Just then, a man who had been 
standing near by stepped up and 
said, “Come with me, I know where 
you can get that compact.” 

Intrigued by the turn of events, the 
Colonel followed the man out of the 
store. down the street and into the 
store of a retail jeweler. There 
the man led the Colonel to the com- 
pact display where the clerk pro- 
duced the particular compact upon 
detailed description by the Colonel’s 
guide. 

The purchase completed, the clerk 
handed the Colonel the package, 
thanked him, and turning to the other 
gentleman said, “Thank you, it’s 
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1847 Rogers Bros. ICED-DRINK SET 
(8 iced-drink spoons, sugar shell and 
lemon fork in new gift case) 

You sell for: $10.95 


1847 Rogers Bros. GIFT COCKTAIL SET 
(8 oyster forks and lemon fork in new gift case) 


You sell for: $9.95 


1847 Rogers Bros. DEMITASSE SET 
(3 after-dinner coffee spoons 
and sugar tongs in new gift case) 
You sell for: $6.95 


1847 Rogers Bros. SNACK SET 
(8 butter spreaders and — 
hollow handle cheese server in new gift case) 


You sell for: $11.95 
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remove the velvet pads and each case becomes a fine 


cigarette or jewel box! 








HIS GIFT SEASON (and for the first time ever) 1847 
jet Bros. “extra” pieces are available in exciting 
Customers are sure to gather round these new “1847” 
beauties like bees in a hive. So get them out where shop- 
pers can SEE—WANT—BUY your “1847” gift sets. 


low-priced gift packages! 
See those handsome walnut-finish cases ? There’s never 
been anything like them in silverplate packaging. Just 


[847 ROGERS BROS. 4 '02 years America’ Finest Silverplate 


The International Silver Company, 169 Colony Street, Meriden, Connecticut 
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mighty nice of you to bring your cus- 
tomer into our store, Mr. Neiman. 
Mr. Neiman smiled and replied, 
“Our only reason for being is service. 
This time I had to go outside of our 
store, but I delivered it, thanks to 
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you. 
© © 


N the town of Solothurn, Switzer- 
land, there were many watchmak- 

ing houses, in the yards of which 
would be found little piles of unused 
spring steel metal; ends, imperfect 
pieces and rejections. 

One day a citizen noticed a birds’ 
nest glistening in the sun in a tree 
near his home, and upon close ex- 
amination found it was constructed 
entirely of the watch spring material 
picked up from the waste piles behind 
the watchmaking houses. 

The nest, a photo of which we have 
seen, is now on exhibition in the 
town’s museum. It measures four 
inches across, and was woven by the 
bird with characteristic dexterity into 
a very comfortable home for her 
young. 

We would like to end this account 
with a punch line to the effect that 
the bird was a cuckoo raising her 
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young in a surrounding appropriate 
for their life work, but the truth is 
it was a song bird—a wagtail—to 
get technical, a motacilla alba. 


© © 
| nee this in your notebook for use 


next Halloween. 

Jerry Eberhard of Eberhard Broth- 
ers Jewelry Co. drew double column 
newspaper publicity and no doubt 
created a number of new friends for 
the store when he passed out dimes 
to a big group of happy children the 
day after mischief night preceding 
this year’s Halloween. The dimes 
were given to all children who ap- 
peared before the store at 6664 Del- 
mar Boulevard in St. Louis and who 
solemnly reported that they had 
caused no damage during their Hal- 
loween merrymaking. 

Eberhard distributed over 950 
dimes. 
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i thew Philadelphia Inquirer re- 

ported on October 28 that a jury 
in the U. S. District Court in Cam- 
den, N. J., had ruled the day before 
that in effect it was wrong for a 
beverage company to manufacture 
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ae 
“I wore it in the tub the other day and it's been blowing soap 
bubbles ever since." 


and distribute an “orange” drink 
that looks too much like real orange 
juice. 

Assistant U. S. Attorney Grover C. 
Richman, emphasized that the gov- 
ernment was not contending that 
there was any impurity in the drink, 
but merely that it was made to look 
“better than it is.” 

Let’s hope that our zealous and 
paternalistic public officers don’t 
turn their crusading efforts toward 
synthetic and imitation gems, simu- 
lated leather—or heaven forbid—to 
women, who might be condemned 
just because “they have been made 
to look better than they are.” 


© © 
66 HEN you choose a diamond, 
you want perfection. Perfec- 
tion is what you get at Ginsberg’s. 
Remember, if you’re not confident of 
your diamond be confident of your 
jeweler.” 

That was the announcement which 
opened a recent newscast sponsored 
by Ginsberg Jewelry Co., of Cedar 
Rapids, Iowa, over Station WMT. 
immediately following this commer- 
cial, the newscaster, Howard Ander- 
son, introduced an ex-convict who 
certainly substantiated the wisdom in 
Ginsberg’s commercial. 

The ex-convict told how he planned 
to surrender to Federal authorities 
the next day and right over the air 
he confessed how he had swindled a 
widow out of $18,075 in a phony 
diamond deal. 

During the interview, he told how 
he had agreed to buy “hot diamonds” 
in Chicago for an Iowa widow but 
had purchased cheap imitations in- 
stead. 

Though it would not be possible 
for other jewelers to duplicate this 
piece of promotion, it is nonetheless 
the finest example of “reason-why” 
advertising we have ever heard. 
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HIS will not be so surprising to 

jewelers, but the Baltimore & 
Ohio railroad people were interested 
to find that 18,000 workers in their 
system required accurate watches. A 
force of 167 inspectors control the 
monthly checkup and biannual over- 
hauling these watches receive in order 
to protect the safety schedule of the 
B & O system. (Yet the government 
continues a wartime excise tax on 
these watches which it thereby stamps 
as “luxuries”! ) 
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Fashion Importance of Jewelry 
Creates Continued Publicity 











One of the most important factors in jewelry merchandising today is 
one that due to its slow but steady growth, is in many cases overlooked by 
the average jeweler. That is the fact that jewelry—and by that we don’t 
mean just a pin, ring or earrings, but really fine jewelry, watches, silver- 
ware and the many and varied items that make up a jeweler’s stock in trade, 
play a much more important role in the average-income person’s life today 
than they ever have before. 


Mr., Mrs. or Miss Average Person today has been indoctrinated in an 
appreciation of the finer things in life—so much so, that they are more 
often than not taken for granted. Public interest in and appreciation of fine 
jewelry alone has taken big strides in the past 10 or 15 years. This appre- 
ciation was evidenced and took a big jump ahead during the war years when 
expendable income was more readily available. Today, with a reversion 
back to a more normal state of affairs, this appreciation of the better things 
in life has in no way been subjugated. 


Fashion today is big business and anything to do with fashion is news 
with a capital N. The country’s leading consumer magazine editors have 
been quick to capitalize on this fashion interest and jewelry, in its increas- 
ingly important role as a necessary fashion accessory, is now receiving a full 


measure of publicity. 











Wor regular consistency, articles have 
been published and are continuing to appear in these 
large-circulation national magazines on the single subject 
of jewelry. However, where a year ago such publicity 
was generally concerned with background or human 
interest material on jewels and jewelry, today the arti- 
cles represent deeper subjects and reflect the editors’ 
studied and better understanding of the jewelry indus- 
try as a whole, its styling and merchandising and, what’s 
more, its importance to the fashion picture. 

For example, a recent issue of the magazine Seventeen 
(circulation 1,013,649) has recognized the tremendous 
changes that have taken place in the so-called teen-age 
group. This group of modern youngsters have been 
represented as tomorrow’s customers. That is true, but 
it is also a definite fact that they are customers today, 
too, and important ones as well. This magazine Seventeen 
is solely concerned with just that group and there are 
few, if any, of the large, well-known consumer magazines 
that have not devoted some few pages to this group of 
style-wise, modern young men and women. 

A few years ago, the idea that a young girl or fellow 
of high school age would appreciate and could be trusted 
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with good jewelry was practically unheard of. Today, 
this group of young moderns is advanced enough in 
their thinking to handle discussions of current events 
with seriousness and a sense of responsibility, are capable 
of being trusted with the key to the front door, the neigh- 
bor’s child and—fine jewelry-store jewelry. 

In the December issue of Seventeen a double-page 
spread is devoted to an article on jewelry for the teen- 
ager. Does this article point out how that school dress 
or simple frock can be enhanced with the addition of a 
colored-stone necklace or pins from the “five-and-ten?” 
It certainly does not; the whole article is devoted to tell- 
ing them how fine a truly good piece of jewelry is. 

“Maybe you’ve never even considered it possible to 
own a piece of real jewelry.” the article points out. “Dia- 
monds, sapphires, emeralds, pearls!—you might as well 
wish for Aladdin’s Lamp. Besides, you’ve told yourself, 
other jewelry looks as well. 

“Needless to say, a few month’s accumulation in your 
penny bank will not buy a diamond pin—but there are 
many other real-jewelry pieces that do come within the 
range of a carefully spent allowance. And let’s not forget 

(Please turn to page 114) 
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Teen-Ager Campaign 







Senior girls of graduating class visit store and receive tips on buying silver, china and glass. 


O:: REASON for the success of the Mc- 
Spadden Jewelry in Freeport, Texas, lies in the fact that 
Gladys McSpadden has taken the trouble to analyze and 
classify the local market for jewelry. She found out some 
time ago that (a) Most of the jewelry buying is done by 
salaried people who work at local industries, and (b) 
The future market is composed, chiefly, of young people 
who are in high school. 

After qualifying her market. Miss McSpadden has 
meticulously followed up by planning and executing a 
live-wire program designed to make certain these two 
buyer groups know her and her store. 

Because she is far-sighted, the program to cultivate the 
high school business takes precedence over all other 
promotions. Silverware is an item on the post-dated 
shopping list of most high school girls, and acquainting 
co-eds with the ample, quality-studded silver stock has 
had a heavy impetus on silver sales. 

First step taken by the jeweler has been to get on a 
chummy footing with high school teachers and encourage 
them to bring senior girls to the store twice a year—fall 
and spring—for inspection of the store and to receive 
tips on buying glass, china and silver. 

About these bi-yearly sessions, Gladys McSpadden 
says, “I telephone each girl personally to invite her to 
be present on these occasions. After greeting the girls 
at the entrance, I open up with a concentrated capsule dis- 
cussion on selecting silver, crystal and china. I point 
out the difference in workmanship, weight, etc., in top 
branded merchandise, and tell them a little about pressed 
glass, rock crystal, and sterling and plated silver. Then, 
I conduct them on an informal tour of the store. 

“The majority of the senior girls choose silver pat- 
terns on either the fall or spring visits, and we list their 
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china, glass and silver pattern selections on a card that 
records the girl’s name, address, her parents’ names, tele- 
phone number, etc. But we don’t stop with the visits, 
All of the girls are encouraged to call on us for help in 
selecting silver patterns.” 

To popularize herself and her store among high school 
pupils, Miss McSpadden frequently notifies high school 
teachers of her willingness to serve as a judge for any 
school event. Judging an annual hobby show is one func- 
tion she fulfills. 

“The young crowd is enthusiastically interested in 
hobbies,” commented Miss McSpadden, “and since I col- 
lect after-dinner coffee spoons and rare fans, I invite 
students to look over the two collections, which are kept 
at the store.” 

Vim has been injected in the campaign to win the 
school business by arranging window displays of photo- 
sraphs of various high school groups. Every spring a 
windowful of individual pictures of senior girls is in- 
stalled, decked with ribbons, and attached to portraits, 
running to the sterling teaspoon pattern chosen by each 
girl. 

A follow-up window includes a large, blown-up group 
picture of senior girls with streamers in senior class colors 
extending from each girl in the photograph to the silver 
pattern she has chosen, which is displayed on a table 
just inside the store. A second photograph in this win- 
dow shows a group of senior girls holding aloft the 
silverware pattern they have chosen, and a third picture 
shows the young women grouped around a chest of sil- 
verware with expressions of rapt admiration on their 
faces. 


Other window displays are built around photographs 
of other high school organizations—athletic teams, the 
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~ Gives Her Head Start on New Customers 


Gladys McSpadden, of Freeport, Texas, is a far-sighted jeweler. Her program 


of cultivating business of high school youngsters by encouraging store visits 


and taking part in their affairs, is given precedence over all her promotions. 





by GRIER LOWRY 


band, choral club, and the debate team. These are aug- 
mented when possible with trophies garnered by the 
various groups. Photographic displays of school groups 
have clicked and been a big hit with students, parents 
and teachers. “It’s a good merchandising trick,” said 
Miss McSpadden, “because young people, being human, 
like to see their faces in a prominent position in a store 
window. Getting them looking in our windows, even if 
it is at themselves, is a big step toward getting their 
business. 

“The photographer makes no charge for taking the 
pictures since he regards it as good publicity, and a 
‘Courtesy Card,’ crediting him with the photography, is 
placed in the windows.” 

McSpadden’s obtains excellent results in building a 
reputation with the young set from screen advertising. 
Most high school students are dyed-in-the-wool movie 
fans and the jeweler spends $550 a year to get an ex- 
clusive on a technicolor film series that appears at local 
movie houses for a 26-week run. 

Consisting of a series of playlets, with special emphasis 
on holidays, these films may show a group of matrons 


(Please turn to page 119) 





"Television" front of store is a traffic-stopper. 
Merchandise displayed on tables just inside glass 
front is price tagged since jeweler does most of 
her business with budget-conscious local people. 
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“We have made the store atmosphere appealing to the 
‘take-it-easy’ shopper,'’ says Miss McSpadden. "If 
the customer is at ease, she is more likely to linger, 
look around and see other things she may want." 


McSpadden's go in heavily for silver volume with a 
large display concentrated on one side of the store 
in three break-front wall cases and specially designed 
kneehole counter cases for 18 flatware patterns. 


17 

































“— 





. \ | jn 


rine 


Watch Inspection —_ Ends 
Saturday ’ Sept. 17th 


















your watch by 
H INSPECTORS 


° ° 
Pree inspection of 






























Dp WATC of it! Bring i¢; 
UTHORIZE IME SERVICE Wt Bring it in for our experts 
ROAD T Perts to check 
THE BALL RAIL over, clean, and mak : 
ber 12th co W7tb is “WATCH — may be n ane any repairs that 
c = : od “8 
roar ol ove che ee een ave bis with @ ne sssery. Oress up your watch GQ Fea: 
opportunity for e aengnenel FREE OF CHARGE. new EXPANSION or LEATHER 
or ber watch expertly 10 for we are Authorized BRACELET. i+ - 
Briag yorr — socyas Ball RAILROAD TIME *"' YOu need a new watch . 
Watch Inspectors for UU a service that keeps select from our unusually ¢; ; 
| ; ’ HAMI sually fing stock of 
cailroad meo's Way coo, may bave this superior LTON .. - LONGINEs 
aren GE absolutely FREE. ELGIN . Lec mA 
a WATCH? S“OULTRE and others, 






a! 


‘ES 
CASH OR BUDGET PAYMENTS 
OPEN Every FRIDAY UNTIL 9 P. Ky 








welers 
IS EAGLE ST TEL 146 








Kea 


AUTHORIZED RAILROAD WATCH 
iNSPECTORS FOR ALL “ROADS 
GOMING INTO EAS" —————el — 


TCH INS 
























PECTION Theet 
IM 
JEWELERS 









Oe 
ead 





jon TR 
nsP chill yewele 


e 
it’s watch gees 


WATCH REPAIRING 










‘9 us. 










how abo 















Uf givi 

© new °Ppearg ome YOur old 
exPeNsive "ce with one of watch 
hi oi bangs? Wa wckly-attached °o Our in. 
Let an inxpect your watch — _ Wy or  _- "OV@ men % NeW watch 

mieed. New 2¢ Mour Serene a LT very modesn, Y Ottracr 
aes Ci Crate prices ve Styles 
(ff 
. p YALL, CT 
' a rfect Diamonds 


“House of Pe 





mM-3018 
sth Ave. ot “8” St. 












IT'S WATCH INSPECTION TIME | 
AT JESSOP’S..SEPT. 12th-17th | 


if you're running late . . just missing 
on-schedule trains-and important 
appointments = have your watch checked 
NOW by Jessop’s expert watch craftsmen. 









For This Week Only — September 12th 
to 17th — Jessop’s Make These Offers: 
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Grand Success 


On Nation-wide 


c— is no doubt in the minds of the 
majority of jewelers who participated in the nation-wide 
Watch Inspection Week promotion sponsored by the 
Jewelry Industry Council from September 12 to 17, that 
this concerted drive gave a decided impetus to thei 
watch repair income and a concurrent increase in the 
sale of watch attachments. Retailers, wholesalers and 
manufacturers of watches and watch bands cooperated in 
this promotion, with manufacturers particularly, supply. 
ing a wealth of promotional aids which was used to 
excellent purpose by retailers in addition to the material 
supplied them by the Jewelry Industry Council. 

For years, retail jewelers and watch manufacturers 
have continuously advised watch owners to have their 
watches inspected at least once a year. These individual 
promotions have had sporadic results but it took this 
nation-wide promotion by the Jewelry Industry Council, 
representing the jewelers of the country as a whole, to 
center public attention on watch inspection in one con- 
certed drive. 

In addition to the purpose of this first national promo- 
tion called, “It’s Watch Inspection Time,” which was to 
give watch owners definite dates to have their watches 
inspected and thus galvanize them into action that would 
help them protect their investment in their watches, was 
the secondary idea of making the public conscious of 
their watch appearance, thus stimulating interest in new 
watch bands. 

How well this first promotion worked out for partici- 
pating jewelers is borne out by tabulations of answers to 
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B. C. Clark Jewelry Co., Oklahoma City, Okla. 


Newspaper advertising was third in order of 
importance among mediums used by jewelers to 
promote JiC-sponsored Watch Inspection Week. 





a i aD 











. cba salina in re 




































Jewelers Report 


Watch Inspection Week 


questionnaires on sales results sent out by the Council and 
compiled for them by Recording & Statistical Corpora- 
tion, of New York, as follows: 

For September, 1949, as compared with August, 1949, 
slightly more than 63 per cent of reporting retailers 
showed increases in watch-repair income. Increases in 
watch attachment sales were reported by 47 per cent. In- 
creases in watch sales by 25 per cent. Increases in sales 
of other types of jewelry store products were reported 
by 13 per cent. . 

For the month of September, 1949, compared with 
September, 1948, 60.8 per cent reported an increase in 
watch repair income. 23 per cent reported a decrease 
and 16.2 per cent “no change or don’t know.” On watch 
attachments: 61 per cent reported increases in sales; 24 
per cent decreases; 15 per cent “no change or don’t 
know.” On watch sales: 43.2 per cent reported increases 
in sales; 35.4 per cent reported decreases, and 21.4 per 
cent “no change or don’t know.” 

The Council’s questionnaires also sought answers on 
types of advertising mediums used by retail jewelers on 
the “It’s Watch Inspection Time” promotion. 

Tabulations of answers of mediums used show that 
window displays were used by 92 per cent; “in-store” 
displays, 59 per cent; newspapers, 54 per cent; radio, 
17 per cent; direct mail, 14 per cent, and outdoor adver- 
tising, 3 per cent. 

Numerious retailers had many comments and sug- 
gestions to offer in their questionnaires. Majority of their 
comments were highly favorable and indicated a desire 
to have this promotion repeated in 1950. The Council’s 
Executive Committee, has acted in this matter and has 
selected the dates of September 7th to September 16th, 
1950, for the second “It’s Watch Inspection Time” pro- 
motion. 

Held in conjunction with the Jewelry Industry Coun- 
cil’s “It’s Watch Inspection Time,” was the window dis- 
play contest sponsored by The Watchmakers of Switzer- 
land. This consisted of a photo of the jeweler’s store 
window, together with an essay on “How I Made a 
Success of Watch Inspection Time.” The winners were 
selected by a panel of judges that included Kenneth I. 
Van Cott, president of the American National Retail 
Jewelers Association; H. A. Goldberg, president of the 
National Association of Credit Jewelers; Fred Morey, 
president of the United Horological Association of 
America, A. S. Rowe, president of the Horological Insti- 
tute of America. 

The four Grand Awards, each consisting of a beautiful 
Neuchatel clock, were won by Charles E. Richter, of 
Richter Jewelry Company, Cincinnati, Ohio; Robert F. 

(Please turn to page 115) 
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Robert W. Meyer, Scottsbluff, Neb. 
Harry W. Servey, Frederick, Santa Bar! i 
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= coop neighbor policy is a good busi- 
ness policy. 

That’s the philosophy behind Hamilton’s Diamond 
Company in Santa Barbara, California. 

More than a century and a half ago, Franciscan 
Fathers and Spanish grandees of Mexico transplanted 
to Santa Barbara the spirit and atmosphere of old Spain. 

That spirit still remains, and so does a large Mexican 
population, many descendants of the city’s pre- Yankee 
families. 

Shy, often awkward in their mastery of the English 
language, these people seek and respond to sympathetic 
and friendly understanding from a store’s personnel. 

It is from this group that Hamilton’s draws much of 
its trade. 

“We try,” states Alfred Vogel, manager of the store, 
“to understand the great sensitivity of these people. 
Treated cordially, they are generous with their friend- 
ship and loyalty. Because they are inherently conscienti- 
ous about their obligations and are eager to maintain a 
good reputation for their community, they are an ex- 
cellent financial risk. 

To aid the Mexican population to feel at ease in the 
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A Good 


Much of this Santa Barbara store’, 

































trade is drawn from group of people 
in whom Old World traditions and 
customs are inherent. A _ policy of 
cordiality and personal interest jy 
these people has made generations of 


i" loyal customers for 55-year old firm. 


Another Hamilton philosophy is that today's 
teen-ager holds the purse strings tomorrow. 
Students at Santa Barbara's 40 schools and 
colleges are encouraged to browse in store. 





store. much of their credit dealings and adjustment work 
is entrusted to a Spanish speaking saleslady, member of 
the old and respected De la Torre family of Santa Bar- 
bara. 

Slant your sales methods to benefit the individual cus- 
tomer, believes Vogel. To this end, he hand-picks his 
staff from persons who are popular and active in com- 
munity affairs. 

With forty schools within the city limits, including a 
branch campus of the University of California, Santa 
Barbara has a large school-age trade. To handle their 
teen-age lines—costume jewelry, bangle bracelets, West- 
ern straps and buckles—he chose a recent high school 
eraduate, president of a youth club. An immediate in- 
crease in teen-age traffic was noted, as ex-schoolmates 
and club members dropped by to look and chat. 

By advertising regularly in school newspapers, by en- 
couraging charge accounts with parents’ permission, and 
by maintaining an easy, informal atmosphere, Hamil- 
ton’s achieves a good share of this trade. 

No store can benefit over a term of years by high 
pressure selling. Vogel expresses his belief in this maxim. 
by a policy of small, personal services and favors that 
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Neighbor Policy isGood Business 


by JOY KRAMER 


create an intimate personal relationship between Santa 
Barbarans and Hamilton’s. 

Because California’s hard water is notoriously bad 
for rings, Hamilton’s staff is trained to glance at the 
customer’s left hand and, if she is wearing an engage- 
ment ring, to suggest that she have it cleaned, free of 
charge, while she waits. | 

Not only does this create goodwill, it keeps the cus- 
tomer in the shop for a few extra minutes, during which 
she might make a purchase, and it brings to her atten- 
tion Hamilton’s excellent watch and jewelry repair shop. 

Hamilton’s says it with flowers: sent to the mother at 
the hospital, when a new child is born; sent, at unhappier 
occasions, to the funeral. 

Gifts, too, remind the customer that he is an individual 
and not a sales figure. When a customer’s son or 
daughter marries, Hamilton’s notes the occasion with a 
silver tray or bon bon dish, and such presents as a silver 
cup or baby spoon mark their welcome to new infants. 

Even in their community activities, such policies as 
the sending of cakes to a local school for poor children 
reflect a personal and human approach. 

This policy is reflected in the firm’s credit dealings. 

“We try to put ourselves in the customer’s place,” says 
Vogel, “‘and to adjust credit terms to fit individual cases.” 

In five and a half years as local manager, Vogel is 
proud that he has yet to repossess an article for non-pay- 
ment and that Hamilton’s has never gone to court with 
a credit problem. 


At least sixty per cent of sales are made on a charge 
account basis. No interest or carrying charges are made. 
By encouraging charge accounts, Vogel believes, addi- 
tional sales are made: returning to the store every week 
or two, the customer becomes interested in a new appli- 
ance, or accessory, or piece of luggage. 

Because, in a credit business, much stress is laid on 
the reputation of national manufacturers, Hamilton’s fea- 
tures such nationally known brand names as Sunbeam, 
Toastmaster, and Shavemaster appliances, Samsonite lug- 
gage, International, Rogers, and Community silver, and 
Hamilton, Gruen, Bulova, and Elgin watches. 

These are advertised in the local newspaper, the Santa 
Barbara News-Press, at least weekly, in advertisements 
ranging from two columns by ten inches to half a page. 

Advertising copy is prepared by Hamilton’s main office, 

(Please turn to page 122) 




















































Store interior and merchandise is kept immaculate. 
Displays are logically arranged to interest every 
member of the family. To invite close inspection 
and handling, pieces are shown on top of counters. 




















Nationally advertised brands and easy credit terms 
is the combination stressed in Hamilton's windows. 
The firm has five California stores and celebrated 
its 55th year in business during this past summer. 
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Mairway to Giftware Profit 


Giftwares are rated an essential part of this Houston store’s operations, 


not only as a traffic incentive but a volume producer as well. Characterizing 


this importance is the elaborate setting given over to gift merchandising. 


= of Houston, Texas, rate their 
gift lines one of the most important parts of their opera- 
tion. “We feel,” said Leon Davis, store manager, “that a 
gift department is an essential part of modern jewelry 
store merchandising and ours is our biggest traffic in- 
centive.”’ 

Certainly the planning of and ultimate results of Corri- 
gan’s newly modernized department bears out the im- 
portance attached to these gift lines by the store. 

First of all, Corrigan’s gift department is located on 
the “lower level.” Not the basement. The word “base- 
ment” through its popular usage Ly department stores 
is associated with bargain-type merchandise, a thought 
that would definitely be misleading, if so misconstrued, 
insofar as this firm’s new department is concerned. 

Getting customers to take notice of the lower level de- 
partment and visit it was planned out through the in- 
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stallation of an elaborate stairway leading down. Located 
right up front near the store entrance, the stairway js 
enclosed by a hand-wrought aluminum railing in , 
curved design to take up the minimum of floor space. 
The wide treads and short risers, luxuriously carpeted in 
a thick, rich gray shade presents a standing invitation to 
customers to descend. A midway landing lessens the dis. 
tance one seemingly has to ascend or descend. 

At the head of the stairway an elaborate painted pic. 
ture-panel draws instant attention of store visitors. Set 
in a curved niche in the wall the floor-to-ceiling panel is 
lighted by a table lamp such as one might expect to find 
in the lower level department. On the table and a glass 
shelf above, selected gift items from the regular stock 
are displayed in attractive arrangement. 

The gift department follows the modern trend in mer. 
chandising, being fully departmentized. Silverware has 


Asking customers to descend 
to lower level gift depart- 
ment imposes no hardship on 
them with this thickly car- 
peted, low tread stairway. 
Double stairs at top lead- 
ing to landing shorten the 
apparent length of descent. 
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by C. THOMAS 


Elaborate floor-to-ceiling painted 
picture flanked by a room-high 
mirror provides a luxurious set- 
ting for entrance to gift section. 
Glass shelf and table fronting the 
picture are used for the display 
of selected items from the stock. 


China room in lower-level depart- 











ment is done in old rose with the 
wares displayed in open shelving 
illuminated with concealed lights. 
Lamps, shown as they would be used 
in home, are part of the setting. 


one section exclusively, with other sections being devoted 
to chinaware, crystal and figurines. All these sections 
are open-type rooms with three walls, the entrance leading 
off from a larger room in the nature of a foyer. Mer- 
chandise is displayed in this latter space too, on tables 
arranged for complete service with the units set up as they 
might be in a home. 

“This display arrangement has been a big sales factor,” 
says Davis. “Individual pieces are attractive in them- 
selves but very few customers are able to compose a 
setting from individual pieces. They just cannot pick a 
piece here and another there and picture in their minds 
how they will look together as a unit. Arranging attrac- 


FOR DECEMBER, 1949 


tive and harmonious sets often results in the sale of the 
complete unit. 

“All of our sales,” Davis continued, “are not confined 
to gifts in the strict sense of the word; many items are 
bought for the customer’s own use as well. So, in addition 
to thinking of this department solely as a gift department, 
we think of it and promote it as a home furnishing acces- 
sory shop too.” 

While Corrigan’s is definitely a prestige store, items are 
stocked to appeal to everyone, regardless of their income 
bracket. Items are priced from as low as $2.50 up to $700. 

“This price range is a necessity for more reasons than 
one,” says Davis. “First, we must have items with wide 
appeal in order to attract traffic and dollar volume; sec- 
ond, regardless of a person’s social position and bank 
balance, there are occasions when an inexpensive gift is 
the appropriate one and an expensive one too osten- 
tatious.”’ 

This gift department makes a feature of nationally- 


(Please turn to page 120) 
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This Window ‘Sells’ at Night 


“pan OMEN 
vo SroniRy | 
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Customers attracted to the 
, ~ merchandise in window have 
. w* only to insert a quarter in 

“= a slot and record their de. 
“ - sires on the wire recorder. 
am The 25 cents is refunded to 
the customer with purchase, 


The Hallenbeck & Riley jewelry store in Albany, N. Y., is never closed 


with a unique merchandising idea that makes it possible for evening and 


weekend shoppers to “buy” directly from window, with 24-hour delivery. 


A SENSATIONALLY effective merchandising 
idea, which makes it possible for the store to “go on 
selling” through the night hours and over the weekend, 
has been developed by Hallenbeck & Riley, jewelers in 
Albany, New York. 

A microphone installed outside the window, with a 25¢ 
slot for operating a wire-recorder inside, which takes 
down the customer’s name, address and merchandise 
order, is the stunt which has drawn wide attention. It 
all came about, according to Al Young, store manager, 
when studying ways and means of offsetting slackening 
sales. “I was struck by the fact that much of the store’s 
overhead costs which go on 24 hours a day are actually 
going to waste when it is closed,” he said. “Therefore, 
we figured it would be practical to install some method 
by which customers could keep on shopping during the 
night hours, on Sunday, etc.” 

Under the plan developed, all of the merchandise shown 
in the store windows is accompanied by a tag which gives 
a stock number as well as a price card. In the center of 
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by ROGER LONG 


the window display a heavy metal box is mounted in 
which is a microphone, built up with a relay and solenoid 
to operate a portable wire recorder, likewise visible in 
the center of the window. To operate the system, 4 
customer attracted by merchandise in the window merely 
drops a quarter into a coin-phonograph type of slot, and 
“dictates” her name, address and the number and price 
of the merchandise desired, through the microphone, 
which in turn transcribes it onto the wire filament in the 
wire recorder. The latter unit is automatically shut off 
after a period of a few seconds. 


Upon store opening the next day, or on Monday morn- 
ings following weekends, orders accumulated by the wire- 
recorder are replayed, and the merchandise packaged and 
sent out to the customer. There have been as many 4: 
25 sales in a single evening, made in this way, according 
to Young. 

(Please turn to page 113) 
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RONSO REDSKI  LIGHTE ECESSITIES 


Right now, at the height of the Christmas gift season, progressive Ronson dealers 
‘ are selling Ronson Redskin accessories with every lighter. We all know new 
lighters cannot operate until fueled. Millions of new Christmas gift lighters, added 
to the many millions already in use, make your biggest-ever sales opportunities 
for Ronson Redskin Lighter Necessities. We’re pre-selling your customers every 
week with the Ronson “20 Questions” and Johnny Desmond coast-to-coast radio 
shows. Plus television spots and key-city Sunday newspaper ads, Get your share 
of sales by keeping these largest-selling, profit-making Ronson accessories always 


on display. Stock up now! 
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RONSONOL® 


LIGHTER FUEL—25¢ 
Outsells all other brands 
combined* and gives you 






RONSON 









more total dollar profit. RONSON \\ @ “FIVE- 
tengo min vide PLASTIKIT—25¢. \\ & \Q\__FLINTER"— 
ganization. RONSON SERVICER — 50¢. Compact kit contains \\\\ eta «1 5¢. 
Contains Ronsonol Fuel; 3 extra-length 5 extra-length Ronson °\ ie Handy pack con- 
Ronson Redskin ‘Flints’; wick and in- Redskin ‘Flints’; wick tains 5 extra-length 


serter; cleaning brush; instruction book. _ and inserter;cleaning brush. Ronson Redskin ‘Flints.” 


(i) RO N S O N WORLD’S GREATEST LIGHTER SPECIALISTS 
® RONSON ART METAL WORKS, INC., NEWARK 2, WN. 4. 
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Easy to install is this hospitality window featuring wares for various entertaining. 


Don't Let Down After Christmas 


by VIRGINIA DIXON 


4s THE MIDST OF THE CHRISTMAS RUSH IT 
may be hard to take time to plan after-Christmas displays, 
but it is important. There is a terrific temptation for a 
“‘let-down” on Christmas eve, but the holiday week be- 
tween Christmas and New Year’s can offer more selling 
activity than the exchange of unwelcome gifts. There is 
still a festive mood in the air and many people have Christ- 
mas checks burning holes in their pockets! It is worth 
a good promotional push to start your New Year off 
to a good selling start. 

Christmas decorations are quite in order up to New 
Year’s day, but Christmas selling displays should be re- 
placed promptly with New Year themes or other merchan- 
dise arrangements and every last sprig of holly and wisp 
of tinsel should be out of sight by January second. Noth- 
ing so obviously calls attention to a delinquent merchandis- 
ing and display program as tired Christmas trimmings 
still wistfully hanging in place weeks—or even days—after 
the festivities are over. 

There are three general types of New Year’s displays 
which can be effectively used. You may find it a good 
idea to remove all merchandise from the windows—or 
from one window—and devote the space to a New Year 
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ereeting theme. Such displays are prestige builders, get 
attention and get talked about. A large papier mache bell 
ringing in the New Year—candles, one fresh and un- 
lighted to symbolize 1950 and one nearly burned down 
for the old year, an antique hour-glass or sundial, an 
appropriate painting or piece of sculpture—any of these, 
with New Year greetings hand-lettered on a parchment 
paper scroll, could be used for such a window, arranged 
against a simple but colorful background. 

If you want a strictly merchandising window, there are 
several angles to use—jewelry for wear at the big party, 
silver and crystal for serving the New Year refreshments, 
suggestions for the investment of the Christmas gift check 
—all of these are appropriate themes. 

This is a good time to show a combination prestige and 
merchandising window, stressing the variety and quality 
of your merchandise and services by promoting well 
known and well advertised manufacturers’ names whose 
goods you carry. Also by stressing items of store his- 
tory or by featuring special departments in some way— 
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bridal service, gift shop, repair services, testimonial and 


hy department. r 
Two merchandising displays are sketched here. The 


snowman display suggests one way of featuring brand 
names or departments. The other features hospitality 
merchandise for holiday entertaining and through the 
year. ae. 
The perky little snowmen are available from the Garri- 
son-Wagner Company of St. Louis. They are made of 
white plastic and are decked out with tiny top hats and 
red chenille scarves. They are seven and a half inches 
high and three and a half inches in diameter and are 
inexpensive enough so that the theme could be carried 
out through the cases inside the store, tying in smartly 
with the window display. The snowflakes may be the base- 
metal three-dimensional type hung from the window ceil- 
ing with fine wire, or the flat die-cut fiberglass ones that 
can be attached to the window background or to the 
plate glass. (They fasten to any glass or mirror surface 
by moistening the surface with a damp cloth and gently 
pressing the snowflake against it.) 

Copy is lettered on the large scroll against the back- 
ground and on the small cards beside each snowman. In 
the window sketched, brand names are featured on the 
small cards and copy on the background reads—“Watch 
Blank’s in 1950—Ready to serve you with the best in 
quality and value.” 

The hospitality window is a particularly easy one to 
install. It requires only the signs done by your letter- 
ing man, a bolt of narrow ribbon for the bows, and holly 


MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
Material Souree 
Snowman Display 


Garrison-Wagner Co. 
2018 Washington Avenue 
St. Louis 3, Mo. 


Plastic snowmen 
312” in diameter 
71%” high 
specify No. XF-50 
25e each, $7.50 doz. 
Snowflakes Garrison-Wagner Co. 
Base Metal, three di- 
mensional, 4” to 12” in 
diam. all silver, or silver 
and red, green, magenta, 
chartreuse or It. blue 


from .75c to $5.00 doz. 


or 
Fabri-glass die-cut, 412” 
x 4%” to 10” x 10” 
white—set of 25—$3.10 
Hand-lettered scroll] Show card writer 
Hospitality Display 


Show card writer 
Department store 


Hand-lettered cards 
Ribbon— 4” satin 





and mistletoe to fill the punch bowl. Various social occa- 
sions are suggested by the cards on the background— 
Dinner, Cocktails, Tea, Sunday Buffet, and so forth. Suit- 
able merchandise for the service of these refreshments 
is grouped on the window floor. Bows of bright colored 
ribbon “tie” the cards to the background. Sprays of 
holly and mistletoe or other green branches are arranged 
in the punch bowl. 


be Ready for the New Year 


Brand names are featured in this display with names lettered on small cards by snowmen. 
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Advertising Quality Factors 


Builds Public Confidence 
and Jewelers’ Prestige 
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making up your own advertisement 


c* 


to add your name and address. 


All 6 spots . . . $7.50* 


se this diamond advertising 
for your Newspaper and 
Radio Promotions 


For Newspapers . . . a wide selection of newspaper advertising aids has 
been prepared .. . to help you promote your own diamonds and tie in 
with the national diamond advertising. There are illustrations of dia- 
mond rings, in various styles and sizes, diamond spot illustrations, 
ready-to-use headlines, and ideas for layout and copy. Use them in 


For Radio . . . 6 dramatic spots to help you sell diamonds. These spots 
are professionally produced. They promote your store, and associate you 
with the national diamond advertising. All 6 spots are included on a 
single record, with ample time at the end of each spot for the announcer 


“Order from Diamond Promotion Department, 


The Reuben H. Donnelley Corp., 305 E. 45th St., New York 17, N.Y. 


De Beers Consolidated Mines, Ltd. 
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Light and Flexible 

This paragon not on) 
advantage of keeping 
neatly moulded, it is a] 


lightweight, cushiony - 
fact everything you ca’ 


that’s good. 

It makes its return . 
black suede, made w: 
and sling heel, wh: 
either medium or hig” 

Another type of s. 
start in now and brr 
sons frora now until , 
I. Miller colored c. 
weight, glistening ski 
colors are interlaced 
for ankle-strap styles 
You can almost nam 
combine. Nice part. of 
is that you can have. 
cobra bag—and wear 
sories with almost e@ 
color you choose. . 


Summer Stockin: 

While you may be Ir 
in the shoe part of yo, 
right now you are.’ 
stockings to go with 
summer shoes. Goth:: 
Foot” nvlons show .; 
ments at all throuzh 
and straps. Look for tl 
hels. 

The seamless stockin> 
are real summer lovers, 
to fool anyone into *s 
are bare-legged, thev 
ef:moulding the leg. 
it off at its shapeliest *. 
find them in all sorts 
right shades at The 
and Dewees. 

Incidentally,  goit: 
stockings (and perish ° 
if you are heading tov 
can be a real hardshi, 
feet. Nothing will 
callouses, corns and * 


* Headlines and illustrations, plus suggestions 


for layout and copy, are included in the 
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diamond newspaper advertising aids. 


KEEP DIAMOND SALES 
COMING YOUR WAY 


Tie in your sales efforts with the 
diamond promotions that are work- 
ing for you. They include... 


ADVERTISING supporting the engage- 
ment ring tradition—in leading 
national magazines. Advertising 
stressing the fashion significance 
of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, 
on the radio. 


MOVIES —‘“‘The Eternal Gem’’— io 
show in your town. Write to As- 
sociation Films, 347 Madison 
Ave., New York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL .. . Helpful 
FREE booklet, ‘‘More Dollars 
from Diamonds.’’ Order from 
Diamond Promotion Dept., The 
Reuben H. Donnelley Corp., 305 
E. 45th St., New York 17, N. Y. 
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Diamond cutting display with various steps shown by enlarged photos with explanatory 
captions, instruments and tools, drew wide interest to this window at Buchroeder's. 


Customer Education 


Means Satisfied Customers 


by BETH LIPPMAN 


ae HE better educated the customer, the 
easier he is to sell,” says John Buchroeder, owner of 
Buchroeder’s jewelry store in Columbia, Mo. 

“The customer who is familiar with quality will look 
for quality in his purchases. His familiarity with jewelry 
will make the salesperson’s job an easier one because the 
customer will appreciate what is being shown him. He 
will be more apt to buy quickly because he knows what 
he wants. 

“I firmly believe in the value of consumer education,” 
Buchroeder points out, and he makes an aggressive effort 
to publicize and advertise his merchandise. Always on 
the lookout for interesting window displays, he makes a 
particular effort in educational themes. In the past fifteen 
years his windows have contained displays on almost 
every fact of jewelry manufacturing, jewelers’ equip- 
ment, stone cutting, metals, displays of famous chinaware. 
china figures such as the Hummel figurines, crystalware, 
and the endless variety of objects associated with jewelry 
selling. 

Tasteful arrangement and presentation slanted toward 
eye-appeal is the keynote of these educational displays. 
The diamond cutting display, for example, consisted of 
large, glossy, close-up photographs of the diamond in its 
stages of manufacture from the rough to finished gem. 
The pictures, mounted on wide white mats, were explained 
in concise, understandable paragraphs underneath. The 
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Buchroeder sales personnel are well trained and qualified to 
advise customers and fit their wants in any of store's lines. 


clear printing contrasted and stood out well on the 
placards and, carefully arranged in the window, the 
display was supremely appealing and drew passersby. 
Its good taste in design, interest, and clarity spelled 
quality; moreover it furthered Buchroeder’s theories on 
an educated public. This is the sort of display that con- 
stantly impresses upon the customer’s mind the fine 
workmanship which goes into his fiancee’s diamond ring 
and the value of quality workmanship. Displays such as 
this further tell him that it is at a store interested in 
craftsmanship, such as Buchroeder’s, where he will get 
the quality he has been educated to require. 
Aggressiveness, determination. and ambition charac: 
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terize the attitude which Buchroeder has toward acquiring 
and maintaining continuous educational window displays. 
As in every other phase of jewelry merchandising, novel 
and interesting windows must be sought actively by the 
dealer. He must keep in constant contact with advertis- 
ing agencies, public relations departments of well-known 
firms, and with the national advertising of jewelry manu- 
facturers. He, himself, must train himself through ex- 
perience to recognize what will attract a prospective cus- 
tomer, what will draw him to a jewelry window. what 
will bring him into the store. 

Anything that has to do with gems—cutting, setting. 
polishing—has a lure for the public. People are interested 
in how gems are mined and the steps in the process by 
which they become beautifully decorative accessories. 
They are interested in the history of famous stones. They 
are interested in knowing the names and types of semi- 
precious stones and their origins. In fact, there is hardly 
an aspect of gemology that will not arouse interest as 
a window display. For this reason, the most frequent 
display in the Buchroeder windows are of stones. 


They indicate to him that a merchant who will go to the 
trouble of presenting interesting exhibits is a man who 
has his customer’s best interests at heart and is a may 
to be trusted. 

Educating the customer is a flexible program that ex. 
pands as he enters the store. Take, for example, the 
young couple shopping for a diamond engagement ring, 
About the only thing that the two know is that they have 
a limited amount of money to spend and that they’d like 
to get something pretty for it. To some, Buchroeder’s 
methods in selling a ring might seem backwards, but they 
pay off. Practically his last step in this type of salesman. 
ship is to show the young shoppers ring styles. His first is 
an educational one: he brings out the rough diamond 
from which the finished gem is produced. Placing before 
them the diamond in its various and progressive stages, 
he lets them learn exactly what they are going to spend 
their money on. In this way he assures himself that when 
his customers have finally made their purchase, they will 
always be satisfied with it. And a satisfied customer js 
one who returns for further purchases. Such treatment 





Gift lines are given window attention too, such as this display of china figurines. 


Clocks, too can charm the public eye, and anything 
novel in the way of timepieces will bring immediate at- 
tention to the store. Historical and/or interestingly shaped 
or decorated clocks will draw a prompt response from 
the public. Recently, Buchroeder’s featured an Atmos 
perpetually self-winding clock whose shining beauty 
coupled with the mysterious action of its mechanism 
proved irresistible to passersby. 

Such displays as these serve a double purpose whose 
worth cannot be ignored. First, the prospective customer 
who is stopped on his walk by a fascinating and interest- 
ing window is absorbing facts about the articles before 
him. He is becoming better and better acquainted with 
the jewelry field, familiar with some of its terminology, 
and with its behind-the-scenes aspects. The next time he 
buys a piece of jewelry he will have an idea of what he 
wants. And obviously, a customer who knows what he 
wants is a customer to whom selling is a comparatively 
simple job. Half the problem is solved. 

Secondly, educational displays indicate to the prospec- 
tive customer that his jeweler is a man who is interested 
in the intrinsic and aesthetic value of his merchandise. 
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has built the name of Buchroeder into one that signifies 
quality. value, trustworthiness, and stability. 

In line with this policy, this Columbia merchant makes 
sure that his sales personnel are well trained and well 
qualified to sell his merchandise. They are trained to fit 
the customer’s wants and to be useful in ascertaining just 
what type of article the particular type of customer needs. 
Well trained salespeople are an all-important factor in 
merchandising, says Buchroeder. Carrying a complete 
line of china, glassware, and silverware to match, Buch- 
roeder sales personnel are well versed in which patterns 
of these three staples will match well. They are trained to 
advise the customer on all three lines. And advice such as 
this is appreciated by a young woman who is setting up 
housekeeping and who wants beautiful and harmonizing 
pieces in her new home. In addition, the customer who 
is looking for a gift among these items is only too happy 
to receive competent help in his choice. 

“Consider the character of your community,” says 
Buchroeder. “Never underestimate the characteristic at- 
titudes, and qualities that are basic to it. To try to over- 

(Please turn to page 121) 
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“First baby of the year," spon. 
sored cooperatively with other 
city merchants, is one of the 
store's most effective stunts. 
Here Louis Skulnick presents 

baby ring to the parents of the 
first Camden-born baby of 1949. 


by ANNA ROBBINS 


Personal Ties Bind Customers to Small Store 


are bound to Skulnick’s with a 
personal tie. It is responsible, say brothers Al and Lewis 
Skulnick, for the success of this six-year-old shop in 
Camden, N. J., which lies in the “shopping shadow” of 
“big name” stores in Philadelphia, just across the Dela- 
ware River. 

Busses, high-speed trollies, ferries and bridges con- 
tinually increase their facilities to whiz the people of the 
metropolitan Camden trading area to well-established 
stores offering variety, quality and prices hard to beat. 
Skulnick’s meet this competition by continually adding 
new links to that personal tie between their shop and 
their customers. 

Not a new idea but an ever effective one to tie the 
public interest to your store, is the one the Skulnick’s use 
each Christmas. This is a joint promotion with a local 
newspaper, which fact cuts cost in half. A staff photog- 
rapher from the newspaper “surprises” shoppers by pop- 
ping in at unannounced times and taking flash photos of 
groups in the store. His trips are arranged to coincide 
with the times the store is most crowded. With a little 
quick action the photographer can get a closeup of one 
person, or two or three people in one picture, yet leave 
most of the group uncertain just who was in and who 
was out of range. The “lucky shopper” finds her picture 
encircled in the following day’s newspaper. She and all 
the rest of the group surrounding her receive a card on 
which she writes her name, address, phone number and 
describes the place at which she was standing when the 
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picture was taken. She is then notified by mail or phone 
to come in for her prize. 

Details are varied from year to year. Sometimes the 
photo of each customer in the store at the time of the 
photographer’s entrance is taken; other times only one 
or two people are photographed. Sometimes the stunt 
is shared with other merchants to boost a certain evening 
such as Friday. Announcement is made, in this case, that 
the photographer will appear in one of the shops par- 
licipating on each Friday evening. But regardless of this 
shift in incidental details the interest remains whenever 
this stunt is used. 

(Please turn to page 123) 





oat AS worret LAPON $0.00 


“THIS WEEK'S WINNER! | LUCKY SHOPPER WINS 
$150 DIAMOND RING 


ity we af 
fi 




















Nota new idea but a very suc- 
cessful one for the store is 
the "Lucky Shopper" promotion 
which is used every Christmas. 
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Romance and Whimsy 
Combined in 











| —_s whimsy, and colorful lighting 
| and display effects are combined in something entirely 
| new in the way of jewelry store planning. In the pro- 
| saic business atmosphere of the Washington Jewelers’ 
Building in Boston, Mass., Jorge Epstein has created a 
| gracious old-world picture of romantic balconies, rich 
| hangings, soft music, and glittering chandeliers. 
| Much of the material for the architectural details of 
| this new store was garnered from famous old Boston 
estates, built in the days when Boston was the center 
of trade in the Orient and the storied places of the world. 
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Colorful Jewelry Setting 








One of the many innovations in ths 
new Jorge Epstein store is this on. 
tique gold framed bulletin board 
where the latest items of jewelry 
are displayed as they become news. 


by EVERETT M. SMITH 


General view of the new quarters in 
Washington Building, Boston. Note 
the hand-decorated ceiling, crystal 
chandeliers, and the recessed nooks 
for the display of special pieces. 


Take some period furniture and decorations, pieces from old Boston 
mansions, ships’ fixtures, ete., mix well with employee talent, and 


out comes a store that, to say the least, is a unique jewelry setting. 


The entire design shows a fine artistic balance of 
authentic details from many periods of furniture, decora- 
tion and architecture. Beauty and abundant practicality 
have been combined to offer efficient working conditions 
as well as unusual pictorial effects. 

A large workship is located on the premises and a 
staff of highly skilled jewelers is immediately at the 
service of Mr. Epstein’s many special-order customers 
in the trade. 

New England Gem Cutting, with William Kinney, well- 
known lapidary, also is combined in the setup to provide 
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special service in the cutting of precious and semi-pre- 
cious gem stones. 

Shop facilities include a completely equipped work- 
shop, tooled and geared to handle every ordinary as 
well as every unusual job in platinum, gold, silver and 
other metals. 

In addition, Epstein has made it his hobby for several 
years to accumulate special antique tools, jigs, and dies. 
He thus can always draw on a backlog of material which 
makes it extremely easy to do the seemingly impossibles. 

A special repair department is incorporated in the 
general scheme in order to facilitate the movement of 
small repairs which sometimes have proved a bit of a 
nuisance in a jeweler’s establishment. This department 
works in conjunction with the new watch repair depart- 
ment. 

During the war years, it was difficult to find quarters 
large enough to combine the various phases and unique 
services of Epstein’s extremely capable company. 

He held a conference with the workers. On _ their 
promise to each give the most of his or her ability, the 
new store was planned. Talent among the workers in- 
cluded that of a fine mason, an expert wood carver and 
cabinet maker, a well-known artist, a highly skilled 
machinist, and an electrical engineer—each able to most 
fruitfully display his particular ability. 

Mr. Epstein was his own architect throughout, show- 
ing his genius for restoring antiques and renewing and 
using bits that might appear obsolete and beyond use- 
fulness. ° 

Workshops are well hidden. Using many odd pieces 
in previously un-thought-of ways, Epstein was able to 
give a whimsical and often amusing twist to the usual 
fixtures which are generally taken for granted. For 


instance, an old bird cage became a miniature showcase. 
a showcase became a miniature garden. Each bit of 
antiquity has been purposefully restored and Serves a 
new and completely functional place in the completed 
setup. 

Space, which in the past had been a large unparti. 
tioned factory area, has been laid out in replica of ap 
historical castle, an oak-beamed monastery, a Medieval 
court, and more than a touch of Marie Antoinette’, 
“San Souci.” The main selling room, for example, jg 
noteworthy for its mystic sea wall, with its phospho. 
rescent bubbles and heavy stonework for texture, 

Kathryn Celin, artist and designer with the firm, has 
painted a legendary mural with a mythological back. 
ground. An aquarium of jewel-colored tropical fish has 
been built into mossy stone niches specially designed 

(Please turn to page 128) 





Corner for display of marine jewelry has two 


recessed shadow boxes with fish aquariums and 


bits of coral, shells and other marine items. 


i Gray and gold balcony over dis 
® play case here has a utilitarian 
value as well as its decorative 
| appeal, serving as storage space. 
Note the listing of birthstones 
decorating the walk of balcony. 
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Here’s a format for developing a well-trained selling staff that has 


Three-Day Training Course for Salesmen 


been evolved out of the combined experiences of jewelry stores all 


over the country. The outlay ?—All it calls for is a little time. 


by B. L. GOUGH 


_s can train your salesmen to do a better 
job of selling without expensive sales training set-ups. 
You can do it in a few after-hours sessions. The cost? 
Only a few dollars. The pay-off? Most jewelers who have 
taken the trouble to train their salesmen say that the 
pay-off is tremendous. 

Here is a plan for doing the job in three days. It was 
evolved out of the combined experience of jewelry stores 
all over the country. All it calls for is a little time—yours 
and that of your employees—plus a very small money 
outlay which can be so tiny that it fits into the “petty 
cash”’ classification. 





THREE BASIC POINTS OF SELLING 


“There are three things that a jewelry store employee 
should know in order to become a good salesman,” one 
jeweler said recently. “He should know all about his mer- 
chandise. He should know how to sway people—how to 
sell—and he should be well-grounded in human relations 
techniques. In simple terms, this last means no more than 
that he should be able to get along with people, all kinds 
of people, good and bad, agreeable and cranky, happy 
and angry.” 

The three-day training program takes in these three 
branches of selling knowledge. It is based upon one or 
two hour sessions held either before the regular opening 
time or just after closing hours. Some jewelers say that 
after hours is the best time; others like an early start 
when both boss and employees are fresh. It’s all a matter 
of opinion. The time that suits your set-up best is the one 
you should choose. 

-There are many ways of handling a training class. 
Most jewelers have found that a plan allowing the 
“trainees” to participate is best. This keeps their interest 
hot, since they are a part of the course, not merely 
spectators. | 

When available, training films and slides do an excel- 
lent job of teaching. Often, manufacturers can supply 
films for the jewelry store that has embarked upon a sales 
training program. Other good sources of movies and 
slides are state and county school boards (which often 
can furnish these from their distributive education film 
libraries), and public and state university libraries. 
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A format for a two-hour training session that has been 
found effective goes something like this: 

1. One hour, or three-quarters of an hour, of “lectur. 
ing’ from the boss or the sales manager. Or—when films 
can be had—a movie showing of approximately the same 
length of time. 

2. A middle period devoted to discussion. Here, the 
salesmen-in-training are invited to ask questions of the 
lecturer or the boss, tell their opinions on what they have 
just heard, and otherwise bull session about the topic of 
the night. 

3. A wind-up in which main points are reiterated, and 
in which the lecturer fires questions at his audience. The 
questions should be tactfully phrased. For example, in- 
stead of asking whether Jones had memorized what the 
lecturer had told him, a tactful way to put the question 
would be something on this order: “Suppose the customer 
insisted that this brand of watch was no good. What 
would be your answer, Mr. Jones?” 

To teach the important three things a salesman should 
know, a three-day course would tackle merchandise 
knowledge the first day; selling knowledge the second; 
how to get along with people on the third day and, wind- 
ing up the final session, test the amount of knowledge 
that the sales force has absorbed from the course by 
making the men put on mock demonstration. The instruc- 
tor can thus correct mistakes before they happen in front 
of the customer. 


REASON FOR BUYING 

How should a session on merchandise knowledge be 
organized and handled? 

“That isn’t easy to say, in view of the diversity of prod- 
ucts that jewelry stores sell to the public,” answers a 
veteran employee training expert. “Much depends, of 
course, upon the merchandise your salesmen are called 
upon to move. But one thing stands out. The product 
knowledge training should be built around it. 

“This one thing is an awareness of why people buy 
what you want to sell them. For it is only by knowing 
why the customer buys it that a salesman can sell it. That 
is the most important part of product knowledge. ” 

(Please turn to page 125) 
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EB diter’s Note:—Do large ads—or small ads get the best 
results? This is a question every jeweler has asked him- 
self many times as he experimented with various sizes. 
Unfortunately results are often vague, indefinite and in- 
conclusive. Advertising experts spend their lives in the 
study of the question. The two authors of this article, 
Albert Gill of Deuble’s Jiry., Canton, O., and Howard 
Harmony of Howard Advertising, Canton, combine the 
viewpoints of the retailer and the advertising man to 
project their thinking on the subject of retail jewelry 
advertising. 













Small Ads... Big Results? 


These Stores Are Proving It Can be Done! 


by ALBERT GILL and HOWARD HARMONY 
Deubles, Canton, Ohio Howard Advertising 
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B, NO MEANS will size alone make an ad 
| “sell.” As a matter of fact, there are many other factors 
of greater importance than the size of an ad. Actually, 
the use of large space can be wasteful. So, why spend 
advertising dollars on large space ads if the same, or even 
better, results can be obtained with small ones? Scientific 
preparation is the key to productive copy and layout. 
It is one of the first things to be recognized by the retailer 
faced with competition, yet who is willing to follow the 
selfish interests of those who tell him he should use more 
space in more mediums. Too many have followed this 
formula of more and more of everything only to have his 
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cash register show less and less. This is a time for really 
serious thought regarding a store’s advertising and a 
truly scientific approach toward the oft repeated question, 
“What makes an ad sell?” We would like to point out 
several factors that should be present in any scientifically 
prepared ad. It should have “eye-appeal.” It should be 
consistent with current public taste. The merchandise 
must be faithfully reproduced in the illustration. The ad 
(Please turn to page 146) 
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by GEORGE LOWEN 


Large share of Tivol's adver. 
tising budget goes for daily 
one-column three-inch ads as 
shown here, which run on the 
society page of the newspaper, 
Written in a chatty, friendly 
style, ads get good results. 


Prestige’ Built on Quality Lines Draws Trade 


Upstairs or D 


A GOOD JEWELRY STORE should live up to its 
name. And it ought to mean something in the community 
in which it functions. 

The name Tivol in Kansas City, Missouri, is synony- 
mous with first quality jewelry. Charles L. Tivol, a jewel 
stylist since 1906, started the business as a wholesale re- 
pair and jewelry design shop but a complete retail depart- 
ment is now included in the operation. 

A third-floor firm, the compact store, with 900 square 
feet of space, overlooks Petticoat Lane, Kansas City’s 
world-famous shopping canyon. A 15 x 30-foot show- 
room combines walnut display cases with glass-enclosed 
wallcases and a glass-topped table and seating arrange- 
ment for flatware facilities. 

Tivol’s is a family-operated store, with parents, a son 
and daughter, and a brother-in-law participating in the 
business. The accent is on an unusual offering of fine 
jewelry. Hub of the business for patrons who prefer 
shopping for fine rings, watches, etc., in relative quietude, 
are tastefully-decorated private offices fitted with plush, 
comfortable chairs, and other appealing appointments. 

It is to these pleasant quarters that Charles Tivol guides 
patrons of the firm specialty—jewelry designed to per- 
sonal tastes. It is in this environment that they relax and 
review sketches of intricate, exquisite designs of diamond 
clips, sapphire rings, etc. 

Business philosophy at Tivol’s is developed around 


104 





ownstairs 





Sn ns 


Re 





Charles L. Tivol, above, left, has made the name of 
his store synonymous with top quality jewelry. Many 
of the large sales are closed in this private office. 


these interesting attitudes: 1. Selling only fine, quality 
jewelry. 2. Featuring service. As defined by Tivol, this 
means not only reliable repair work, cleaning rings and 
making small adjustments free, but involves solicitous 
personal consideration for the customer's interests. 3. A 
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the new nulini, Diamond Line 





The new Cardinal Diamond Line contains stones 
of greater size! Still the same perfect diamonds 
but now, due to unusual diamond buys, 
even greater in size than before! 


The new Cardinal Diamond Line is re-styled! 
Mountings that glorify the stone! Designed to 
set off the loveliness of a Cardinal Bonded 
Diamond Ring more than ever before! 





The new Cardinal Diamond Line is re-packaged. 

A stunning, white plastic box — plush lined 

— making the perfect setting for the perfect 
heauty of a Cardinal Diamond. 






and NEW profits for you! 





in the NEW 


La ad a WM) a, 
.- see the amazing values... DIAMOND RING LINE 





CARDINAL DIAMOND SYNDICATE 
Bauman- Massa Jewelry Co., St. Louis J. M. Bennett Co., Minneapolis 
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The merchandising formula 
at this Kansas City store 
features high quality jew- 
elry and because of this, 
Tivol's has a higher over 
the counter sales average. 


low-budget advertising program, emphasizing quality. 
4. A public relations program tuned to the fine-jewelry 
theme. 5. A jewelry design service which has achieved a 
region-wide reputation for artistic excellence. 6. Low- 
pressure, honest sales relations, free of misrepresentations. 

“Fine jewelry-making is becoming a languishing art,” 
says Tivol, “primarily, because the interest of the buying 
public in fine jewelry has reached a low ebb. Our entire 
merchandising program revolves around plans designed 
to raise the level of public taste in jewelry. Since the 
income ratio in this area isn’t as high as in the Southwest, 
with its large cattle ranches and oil wells, or the East with 
its large industry, we maintain a bare minimum profit 
margin in order to keep prices of top-grade jewelry com- 
mensurate with the ability of the people to pay.” 

Indicative of the success the firm has experienced in 
emphasizing high quality merchandise are average sales 
figures in various lines during a one-year period. Most 
of the figures are well above the average sales in these 
items in the usual store. For example, the average dia- 
mond ring sale at Tivol’s was $500; the average precious 
stone ring sale (star sapphires, pearl rings, wedding 
bands), $216; and the average sale price of diamond-set 
watches was $600. 

Charles Tivol takes satisfying pleasure in his reputa- 
tion for fashioning watches, precious stone’ rings, intri- 
cately designed clips set with diamonds, platinum, dia- 
mond-studded bracelets, etc., to personal tastes. An Okla- 
homa oil man, a Kansas wheat farmer, a local business- 
man, or a staid society matron, may be represented in the 
special-order traffic during the course of a single day. 

“Typical of my father’s desire to assure complete cus- 
tomer-satisfaction,” related Harold Tivol, son of the 
founder, “concerns a lady who had purchased a $1,500 
watch. While setting the case, he detected an extremely 
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slight flaw in it, a curvature which was barely discern- 
ible. Although the order was completed, the matter preyed 
on his mind for weeks, until, when the woman returned 
to the shop one day, he requested her to allow him to de- 
sign, and make, her a new watch, replacing the other one. 
This was done, without charge, despite the woman’s in- 
sistence that she was completely satisfied with the watch, 
and that she had received many compliments from friends 
on its beauty. Needless to say, however, she was im- 
pressed by his honesty.” 

A large share of the advertising budget goes for daily 
one-column 3-inch ads on the society page of The Kansas 
City Star, inserted at an annual expense of $10,000. Pre- 
pared by daughter Shirley, whose writing style has a 
friendly, personal flavor, these ads have achieved appre- 
ciable results. 

Captioned with a cheerful “Good Evening, Everyone’, 
the copy style has the effect of chatting to a person, as if 
the writer were in the reader’s living room conversing in 
intimate, friendly fashion. 

Embodying a simple, sincere, and straightforward writ- 
ing style, free of tricky phrases and attempts to be fa- 
cetious, the copy is clear and friendly. Some are in verse 
form, some contain factual tidbits on a jewelry-produc- 
tion process, some are anecdotal, all are interesting. 

One ad, illustrated with a watch, said simply: “Wanted: 
Room on the wrist of a woman of fashton who owns a 
14K gold choker to whom I can be a companion.” 

Another stated: “The bride needs a jewelry trousseau 
and we suggest for the essentials: One diamond ring; one 
wedding ring; one watch; one strand of pearls.” 

The Tivol credo is pointed up in this insertion: “Our 
diamonds lack one thing. They’re gorgeous, brilliant, 
scintillating—but they don’t have a written guarantee.” 

(Please turn to page 127) 
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Orn: CAN cover a lot of ground on the sub- 
ject of credits and collections. First of all, a sale is not 
a sale until a bill is paid. 

This holds true especially when selling on the install- 
ment plan. I believe the credit and collection men worry 
too much. 

If accounts are handled properly, they should not be 
above 1 to 4 per cent delinquent. When you take this into 
consideration, these are really the accounts that bear 
watching and attention. The majority of the accounts 
respond to normal dunning methods by collection clerks; 
therefore, the collection manager should not worry about 
this class of accounts, but concentrate on this 1 to 4 
per cent, keep a proper follow-up and watch them closely. 
This part of the collection problem will then be simpli- 
fied. There is only one way to keep a constant follow-up 
on poor or slow paying accounts. You can’t do it from 
memory or from memo’s on your desk pads. The only 
sure way is through a tickler system. It is a difficult thing 
to get a person to inaugurate and keep a tickler system. 
& All that it requires is a 3 x 5 index card and a small file 
and a set of date indexers. On the index card write the 
| name of the debtor, provided your accounts are listed 
alphabetically, and if numerically, then the name and 
number. These cards are filed by date to come up when 
you want them and this should be the first job each 
morning. Take out the cards that are due that day and 
handle them. You will find that you only have a few 
cards under each date and that it only takes a short time 
to handle them. 
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KEEP CLOSE CHECK ON DELINQUENTS 


When a customer makes a promise to pay, always be 
certain there is a definite understanding as to the date, 
time and amount. Many times a customer will say, “I'll 
send some money next week.” Pin him right down to the 
day, time and amount. Put your tickler card under that 
date and a notation should be put on the ledger card or 
sheet. The above applies to personal contact or phone 
calls. Should a letter be received from a delinquent which 
is indefinite and you cannot contact by phone, then your 
reply should be brief, definite and to the point, telling the 
customer what you expect and when. Never let a promise 
go by default more than one day. If you forget, they 
won't remember. 

To illustrate—a customer who had made a number of 
promises to pay and was phoned each time after his fail- 
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Credits, Collections 
and Skip Tracing 





The following article is from an address by A. M. Tannrath, author of a book, 
**How to Locate Skips and Collect,” and collection manager for a large store, 


which he gave at the annual meeting of the American Industrial Bankers Ass’n. 


ure to remit was very much upset when he was called 
after his third or fourth promise and became very abusive, 
stating he did not want to be bothered and would pay 
when he could. He was told very quietly, “Just a moment, 
Mr. Jones. What are you so upset about? We are the 
ones who should be upset after the way you have given 
us the run-around, but we have always tried to be gentle. 
men in view of your insincerity. Now let’s get down to 
brass tacks and try to get this account settled.” He came 
through and definite arrangements were made which he 
kept. 


BLUFFING DOESN'T PAY 


Never try to bluff or threaten a debtor if you can’t fol- 
low up your bluff or threat. This calls to mind a small 
account that was long past due from a lawyer. The bal- 
ance was about $6.00 and should have been forgotten, 
but the collection clerk had a pet peeve against him 
because she could not get him to pay. She did not realize 
that her approach was all wrong, and he no doubt was 
laughing at her. One day she was so provoked at him 
she yelled over the phone, “If you won’t pay, we will sue 
you.” Of course, this was ridiculous, telling anyone you 
would sue for $6.00, especially a lawyer. This point is— 
it’s silly to lose one’s temper in trying to collect any ac- 
count. The thing to do is to find the angle which would 
enable you to enforce collection, whether large or small 
balance. Unless you can collect otherwise, the best thing 
to do is to go along doing the best you can to get pay- 
ment, although it is very provoking and discouraging at 
times. 

On one account we got the angle through a slip of the 
tongue on the part of the debtor. This was a case where 
a police officer bought a movie camera outfit, then lost 
his job and skipped. He had made the down payment. 
After a short time we got a line on him and demand was 
made for payment or return of the camera. He promised 
several times to pay but never kept his promise. This 
account was sent to the legal department for a malice 
judgment but instead they took a straight confession on 
the contract. He came to court and while waiting for 
court to convene, was heard to remark that he would 
not pay a cent as he was leaving the state to open a tavern 
and that he had a deposit up with a fixture company, 
giving the name of the company. This information was 
given to our lawyer and the next day a garnishment was 

(Please turn to page 149) 
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OTICGCE THAT 
ESIGN PATENT -4155768 
for “design of combined watch case and wateh 
bracelet or similar article” illustrated on this 


page has been issued to the Aurel Jewelry 
Manufacturing Company. 


Any infringement is subject to prosecution to 
the full extent of the law. 


AUREL JEWELRY MFG. CO. 


a O 


New York 7. N.Y. 


NIAGARA BRACELETS 











Skills of artist and jeweler merge as Georges 
de Saint-Germain, eminent French portraitist, 
and Carl Lindstrom select the gem “pigments.” 


Gem-Studde 


Portraits 


we 
Tax light that shines in a woman’s eyes,” 
long the concern of poets and balladeers, is now a matter 
for the lapidary. 

Actual diamonds delineate this light in an unusual 
collection of portraits of motion picture notables by 
Georges de Saint-Germain, court painter extraordinary 
to Hollywood’s great. 

Fusing the skills of the artist and the jeweler, this 
eminent French portraitist has embedded diamonds, 
rubies, sapphires, and other precious stones in his can- 
vases to enhance and dramatize the focal points of his 
paintings. 

“Braque, Picasso, Utrillo and others used sand, moss, 
glued paper, pieces of glass and other substances when 
»aint alone would not achieve the effect they desired,” 

(Please turn to page 144) 


Portraits of three movie stars illustrate the 
unique technique. Cabochon sapphires are used 
in the eyes of Ann Southern (top); a star sap- 
phire adorns the hat of Irene Dunne (in middle) 
while real diamonds sparkle in the lace at her 
throat; diamonds are used to catch highlights 
of the eyes of Michele Morgan, shown at right. 
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ENTIRE SPACE OF OUR SIX FLOOR 
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AND POLISHING OF DIAMONDS AND 
THE DESIGNING AND CREATING OF 
FINE JEWELS. 















































Int HUUSt Ur nanny WINSTON 


Prices that challenge the industry! . . . 


We provide an unusual service in meeting your requirements 





for a continuous source of evenly graded diamonds of an exact 


2s ear 


color, quality and size ... from the smallest melee to the largest 


SIzes. 


You can re-order with the certainty that your original order 





will be accurately matched in every way. 
Prices that challenge the industry are made possible through 


rigid manufacturing controls. We welcome your inquiry. 








AVL UANYAUARE 


7 EAST 51s STREET, NEW YORK 
220 WEST 5m STREET, LOS ANGELES 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dizon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


HERE can we get decorative bells to use for our New 


Year’s windows ?—D.W.C. 


Answer—lf you want to use a series of graduated 
sizes of bells, there are papier mache bells covered with 
white diamond dust in sizes from three inches to ten 
inches in diameter—six bells in all. I think the white 
bells would be the best for a New Year’s window, but they 
are also available in colors or in silver tinsel. 

Less expensive are the meshed tissue paper bells also 
available in graduated sizes from five inches in diameter 
to a giant thirty-one inches in diameter. Papier mache 
and tissue bells are both available from the Garrison- 
Wagner Company, 2018 Washington Avenue, St. Louis 3, 
Mo. Three dimensional base metal bells in seven inch, 
nine and a half inch and thirteen inch sizes are from 
Allied Display Materials, Inc., 65 Madison Avenue, New 
York 16, N. Y. The base metal has, of course, a shiny 
metallic finish and they come in silver, gold, several pastel 
and Christmas colors. 





E. are planning on enlarging our store space quite 
a bit and are contemplating buying new fixtures. 
Can you tell me where I may get help on planning th, 
interior of the store for efficient operation in regard to Io. 
cation of the different departments. Are there books 
available covering this subject which I might be able 


obtain ?—C.W.]. 


A nswer— Modern Store Design,” by Gene Burke and 
Edgar Kober, published by the Institute of Product Re. 
search, Pershing Square Building, Los Angeles 13, Cajj. 
fornia, is a book which I think you would find helpful 
It covers practically all phases of design for all types of 
stores. “Contemporary Shops in the United States,” by 
Emrich Nicholson, published by the Architectural Book 
Publishing Company, 112 West 46th Street, New York 
19, N. Y., would also be of much interest to you. There 
is not as much technical information in this, but it is fyl] 
of photographs and plans of the most attractive and ef. 
ficient shops which have been built in recent years. This 
publishing firm might also have suggestions of other mate. 
rial which would be helpful to you. 

You might also get help from the Grand Rapids Store 
Equipment Company or the Kawneer Company of Niles, 
Mich., or the Pittsburgh Plate Glass Company, all of whom 
probably have local representatives. Your best bet would 
of course be to engage the services of a reputable architect, 
In the end this is usually the most economical method as 
it avoids the likelihood of expensive mistakes. 


AN you suggest any books or other literature on win- 
dow display? Are there any monthly publications 
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WANTED 


DIAMOND RING SALESMEN! 


WE ARE LOOKING FOR SEVERAL EXPERIENCED MEN 
WITH ESTABLISHED TRADE TO SELL OUR OUTSTANDING 
AND COMPLETE LINE OF DIAMOND RINGS. 


ONLY MEN WHO POSSESS THESE REQUIREMENTS AND 
ARE CAPABLE OF LARGE EARNINGS NEED APPLY. 


YOUR REPLY WILL BE HELD IN STRICTEST CONFIDENCE. 


H. HAMBURGER CO., INC. 


NEW YORK 19, N. Y. 





22 West 48th St. 
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offering ideas and suggestions for jewelry stores I—N.J.S. 
ow) 


Answer—there is very little literature available on 

the subject of window display and practically none on 
the subject of jewelry window display. The most re- 
cently published book on the subject came out in 1931 
and is pretty well out of date now since merchandise pre- 
sentation has undergone radical changes in the past few 
years. 
’ There is a monthly magazine which you might find of 
‘nterest although it is primarily directed toward depart- 
ment store display. It is “Display World” published by 
the Display Publishing Company, 407 East Eighth Street, 
Cincinnati, Ohio. It has good material and ample sug- 
gestions for sources of display materials, but only oc- 
casional articles on jewelry display. 


SHOPPING NOTES 


No longer will it be necessary to resort to stale beer 
and epsom salts mixtures to get frost effects on glass or 
metals. Fry Plastics, 7606 South Vermont Avenue, Los 
Angeles, have introduced “Cryst-L-Craze,” a liquid plastic 
which quickly forms crystal patterns when brushed onto 
the glass surface. It is available in nine colors as well 
as clear. Remember this for giving glasses, cocktail 
shakers, pitchers and other summer hospitality merchan- 
dise that cool frosty look so appealing on a hot day. 

At last there is an adjustable plastic easel! The new 
Holzall easel in 5 by 3%4 inches in size, of clear plastic 
with a brushed aluminum tongue rod which permits hold- 
ing merchandise or display cards at any desired angle. 


This should be a boon in the silverware and china de- 
partments . . . in fact would be useful almost everywhere in 
the store. They are very trim and neat-looking and leave 
a minimum of easel showing when merchandise is in 
place. Priced at about $7.50 per dozen, the name of the 
nearest distributor can be obtained from the manufac- 
turer—L. E. Hier Display Equipment Co., Inc., 23 North 
Sixth Street, Minneapolis, Minn. 





Window Sells at Night 


(From page 84) 


The quarter slot is installed on the machine to pre- 
vent youngsters or others from abusing the privilege of 
using the wire recorder, declared Young. The 25 cents is 
refunded to the customer with her purchase. 

The entire system was worked out by the store man- 
agement, and cost less than $25 to put into operation, 
according to Young. Its advantages have been multiple, 
inasmuch as curiosity value brought hundreds of new 
people to peer into the window and to buy merchandise. .- 
The stunt gained much local publicity and many “impulse 
sales” were stimulated when customers saw something in 
the store window which they needed and relayed the order 
to the wire recorder. Also out-of-town visitors who would 
normally be unable to make shopping trips into the city, 
can quickly leave an order which can be sent C.O.D. 
through the mail. Thus, the Hallenbeck & Riley store is 
“selling every hour in the week”—and the stunt paid for 
all costs within the first two or three days. 
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CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


New York 22, N. Y. 
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Everyone makes mistakes. Small ones can 
be forgotten; big ones seldom are. 


Make no mistake about it.. multiple cover- 
age insurance protection in a dependable 
company is a necessity for every jeweler. 
The St. Paul Jeweler’s Block Policy is de- 
signed to prevent maddening mistakes 
over insurance coverages. Comprehen- 
sive, with one premium and one payment 
date, it offers sure protection against: 
Holdup, inside or out; safe-burglary; shop-lift- 

ing; fire; water, or oil burner damage; 


merchandise carried by salesmen, registered 
mail or sealed Railway Express Shipments. 


mn 


Call your agent 
or broker today. 


® 


' §T. PAUL FIRE 
AND MARINE 
INSURANCE 

COMPANY 


















Jewelry Publicity 
(From page 75) 


the Occasions—birthdays, Christmas, graduation! Yoy, 
family would probably be pleased to know that you prefer 
one nice present from Them All, rather than a trinket 
from Each and Every. It won’t cost them more (, 
14-karat gold pin can be bought for as low as $5; a pair 
of gold earrings for $13: cultured pearl earrings, set jy 
gold, for $30), and you will have a piece of real jewelry 
that you'll never tire of, that will never wear out and 
that will always look perfect with everything.” 


Continuing, the article goes on to point out how vari. 
ous pieces of real jewelry will enhance the fashion ward. 
robe from a school dress to a dance frock. It advises 
starting with one or two basic pieces that will see them 
through all styles and fads. 


Winding up, the article tells the teen-ager in simple, 
down-to-earth talk about the precious metals, what deter- 
mines quality and price; the difference between cul- 
tured and oriental pearls (no mention of imitations), and 
the background of diamonds and what comprises their 
factors of value. 


How does that sound Mr. Jeweler? Pretty good, huh? 
And what is it going to mean to you? Maybe nothing in 
immediate benefits but it’s going to set those young 
people thinking along the right lines and those lines lead 
right to your store. But not if you sit back and wait for 
results. Here’s a natural for you to tie in with. Copies 
of this magazine are available on nearly every news 
stand; you have the jewelry, perhaps identical with that 
shown on these pages, so why not let these teen-agers 
know that you have it too? Show the pages and jewelry 
in your windows or in-store display, or both; tie it up 
with your advertising. Show the teen-agers that you're 
just as “hep” to the latest in fashion news. 


LIFE FEATURES PEARLS 


But that’s not all. Take a look at the November 14th 
issue of Life if you haven’t already seen it, a magazine 
with a circulation figure of 5,317,794. The front cover 
and four pages inside on pearls alone. That means that 
that many readers and more, are going to learn something 
about pearls—something perhaps that they never knew 
before. 


Is that good for your business Mr. Jeweler? It is if 
you do something about it. Another good tie-up idea for 
a window display? You bet it is! 


Look, another picture magazine having a circulation 
of 3,041,630, with full realization of the important role 
of jewelry in the fashion picture, went all-out in a recent 
article entitled “Jewelry Stores Strike Bonanza.” Several 
pages were devoted to the showing of models wearing 
jewelry and photographs of jewelry alone, all the way 
from a $2 bracelet to a $28,000 Ostier diamond necklace. 
The idea? Just to point out the tremendous business 
potential of the jewelry business in the fashion picture. 


As a tie-in with this article, Look offered jewelers a 
promotion tieup with this article in the shape of easel- 
mounted reprints of the article to use in their window 
and in-store displays. According to reports, a large num- 
ber of jewelers availed themselves of this excellent oppor- 
tunity. 
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This same magazine in their November 22nd issue 
showed a four-color page of some costly novelty jewelry 
adapted from the paintings of Salvador Dali, the sur- 
realist painter. The pieces shown are naturally not for 
popular consumption, but they're interesting in that they 
may represent a trend which may be copied in more 
moderate priced lines. 

Also in the same issue of this magazine is an article on 
new fashions for feet and ankles. Two of the photographs 
feature elaborate jeweled anklets which were popular in 
the Paris fashion openings for fall. That’s hot fashion 
news Mr. Jeweler and, while it’s not likely that you'll sell 
any of these anklets, there’s inestimable value in letting 
your customers, both actual and potential, know that 
you are in step with the latest in fashion news. 
~ While you’re at it take a look at your Sunday news- 
paper supplements. Any fashion news? You just bet 
there is. Take the November 6th issue of The New York 
Times for example. One whole supplement, 80 pages in 
all, chock full of the latest fashions. This was called 
“Fashions of the Times,” and showed photographs of the 
models wearing the latest fall and winter fashions at a 
recent style show sponsored by this newspaper. In every 
picture, jewelry was shown—not as just another acces- 
sory, but as a necessary fashion complement with full 
credit to the makers. 

Our advice is don’t worry about the future of the 
jewelry business. As long as fashion is a part of our 
way of life, so will jewelry be. Your task is to concentrate 
on doing the best merchandising job you can, keep aware 
of what’s going on in fashion and promote, promote, pro- 
mote. The business is there, go get it! 





Watch Inspection Week 
(From page 79) 


Frankenberg, of Cornell, Wisconsin; R. W. Meyer, of 
Meyer’s, Scottsbluff, Nebraska, and Harry W. Servey, 
of Malcolm Frederick. Jeweler, Santa Barbara, Calif. 

The essays of the winners of the four Grand Awards, 
are as follows: 


Charles E. Richter, Cincinnati, Ohio —“Techni- 
color sound films “The Miracle of Time’ were used in 
connection with the watchmaker’s section, with tools, im- 
plements, parts and disassembled watches, and with cards 
of information explaining each item. In addition to the 
movies, large blow-ups of pictures showing various parts 
with titles of explanation on each picture, vials of jewels, 
screws, washers, etc., all loaned to us by a watch manu- 
facturer, were displayed and explained in our window. 


“Another window which was equally interesting to the 
younger folks who desire music and sea-life, displayed 
an animated frog orchestra with an illuminated colored 
lily pond picture background, a modern fish aquarium 
containing assorted types of fish swimming among the 
‘waterproof watches displayed under water on the floor 
of the aquarium and running accurately. A pocket watch 
was shown on the outside of the aquarium for compari- 
son of time. A small card reading ‘Set your watch with 
the correct time under water,’ titled the showing. A round 
glass laboratory testing-tank with hand pump and meter 
gauge showing the water pressure under which the sub- 
merged watches were keeping time was also shown, in 
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Greetings 


We want to take this opportunity of extending 
our appreciation to our many patrons for the 
courtesies extended during the year 1949, and 


with our best wishes for a Happy and Prosperous 


New Year together with continued good services. 
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addition to large blow-up pictures of various watch 
parts with information. 

“Another window was slanted to the educational and 
informative side with a wire recorder which dispensed 
information regarding the 15 most often asked questions 
and answers about watches, also a bit of history of the 
origination of time and ten suggestions and recommen- 
dations on how to take care of a good timepiece. All of 
our windows are equipped with a public address system 
and secreted speakers which may be operated together or 
individually. In all our windows, of course, we displayed 
the material, signs and pictures which we received from 
The Watchmakers of Switzerland, plus the information, 
materials and signs that we received from various watch 
companies. Colored pictures of various manufacturing 
procedures were displayed in all our windows. 

“Gur windows had constant audiences and our techni- 
color movie was one of the greatest attractions we have 
had. From the time we begin the daily showing at 9 A.M. 
until 11 P.M. in the evening crowds were continuous and 
it was difficult for passersby to have the opportunity to 
get a place in front of the window, and traffic slowed 
up to a near stand-still. With the cooperation and help 
of our good Police Department, however, everything went 
along favorably.” 


Robert F. Frankenberg, Cornell, Wis. — “We 
made a grand success of Watch Inspection Week. Our 
window was made up to impress passersby on the subject 
of watch inspection. We used watch tools, a cleaning 
machine, the three posters prepared by The Watchmakers 


of Switzerland and several cards inviting customers to 
have their watches inspected electronically on our Watch 
rate recorder. Also, we had four watch movements for 
inspection. One clean and adjusted with rate record 
beside it; another movement very dirty with its rate 
record, and another watch which was partly cleaned, the 
rest of the plates left dirty. The other watch was com. 
pletely disassembled, ready for cleaning. The latter watch 
created many inquiries; many people did not know that 
the watches had to be disassembled to do a thorough job 
of cleaning. 

“During this same period we had a fair in Cornell, | 
obtained a booth in the exhibit building. For furthe, 
advertising, I used the watch recorder to check watches, 
We registered each person that had his watch inspected, 
and at the end of the fair, a drawing was held. 

“The display was left in the window over the weekend 
of the eighteenth of September, as the National Guard 
was having a field day and recruiting drive. They held 
a parade and the usual festivities down the main street, 
where my store is located. People not ordinarily from our 
usual trade area and who had not seen our store before 
were greatly attracted by the display. 

“We had minute spots of advertising over WLDY the 
local radio station. These spots stressed watch inspection 
and plugs to ‘dress up your watch.’ 

“Many watches were left for repair at both the store 
and the booth in the exhibit building. The increased 
store traffic did wonders for sales in all departments.” 


R. W. Meyer, Scottsbluff, Neb. —“The ‘Watch In- 
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May 1950 Bring You the 


utmost in Bealth and Prosperity 


GOLD BROS., inc 


7-11 West 45th Street, New York 19, N. Y. 
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Time’ ad and radio spot announcements were 
he kick-off for our successful Watch Inspection 
Week. Tying together what our customers read and 
what they heard, our display window was trimmed to 
stress the importance of the JIC slogan, ‘Check Up— 
Then Dress Up Your Watch.’ Emphasis was placed in 
our window on a fine jeweled pocket watch showing the 
mechanism in perfect running order and the tools used 
by our craftsman in every-day work. New bands for 
dressing up the watch completed the arrangement. ; 

“To make our inspection time successful, each customer 
contacted by any of our personnel was then made aware 
of Watch Inspection Week and all of our services were 
made available to them. 

“Our ‘Watch Inspection Time’ was a success. Many 
new customers were made and our friends were again 
made conscious of the services available to them.” 


spection 
used as t 


Harry W. Servey, Santa Barbara, Calif. — “The 
word ‘LOOK’ stopped many people to see our special 
window display which showed a disassembled watch ar- 
ranged on a glass disc, the purpose of which was to 
show the potential customer how his watch is broken 
down when cleaned in our shop. Precision was sug- 
gested by the many repair tools laid around this display. 

“‘Dress up your watch’ was suggested by the many 
ladies’ and gents’ watch bands displayed. 

“Most successful attraction was a watch movement 
actually ticking. From a card attached to the window 
glass stating ‘LOOK’ in large red letters, ran a red 
streamer to a magnifying glass mounted in front of the 
movement. Jewels, balance wheel, hairspring, etc., were 
easily pointed out to our customers. 

“Spot announcements on local NBC radio station 
KIST, called radio audience’s attention to ‘Watch Inspec- 
tion Time.’ 

“P.S. Note of interest: Taking advantage of a special 
showing of Fall fashions which brought a large crowd 
to Santa Barbara Friday evening (September 16), we 
removed all merchandise from the window and using the 
lights directly over our Watch Inspection Time display 
only, we found we had a fine attention getter, of interest 
to both the young and the old.” 

Winners of the 20 Awards of Merit for The Watch- 
makers of Switzerland contest, each consisting of an 
Official Cabinet of Genuine Swiss Repair Parts, complete 
with packaged stems and staffs, are: 

Francis Van Riper, Hardy-Herpolsheimer’s, Muskegon, 
Mich.; M. P. Oppenheimer, Oppie’s Jewelry, Coraopolis, 
Pa.; Abraham A. Brownstein, Henry Spero, Inc., An- 
sonia Conn.; Miriam Hildreth, Hildreth’s Jewelry Store, 
Marysville, Ohio; Stuart Goldberg, Royal Jewelers, Lin- 
coln, Neb.; Norman C. Lentz, Norman’s Watch Shop, 
Salisbury, N. C.; Glenn E. Dobson, Filion Jewelers, Port 
Townsend, Wash.; R. T. Harris. Duval Jewelry Co., 
St. Petersburg, Fla.; Harry S. Fuller, Auburn, Calif.: 
Alan J. Patterson, Neugebauer’s Jewelry, Sturgis, S. D.: 
John Ross. Albany, Ga.; Richard H. Rad, L. J. Rad. 
Jewelers, West New York, N. J.; Dewey H. Hesse, Hesse’s 
Jewelers, Portland, Mich.; Elmer E. Huber, Huber’s 
Jewelers, Olympia, Wash.: John L. Kirkman. Kirkman’s. 
Anderson, Ind.; Henry R. Stiffel, Stiffel Jewelers, Inc.. 
Ridgefield Park, N. J.; Frantz Law. Law’s Time Shop, 
Bluffton, Ind.; Arthur Peterson, Peterson Brothers. 
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~— above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 
and imitation. stones, 
men’s stone rings, signet 
rings, tie slides, spray 
pins, cameos, brooches, 
wedding rings, chatelaine 
pins, Miraculous Medals, 


18-20 Columbia St. 
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boys’ and babies’ signet 
and stone rings, earrings, 
chains and pendants. Al- 
most all are available in 
great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K 
sold, white and yellow. 
Investigate by writing 
now for full information 
and extremely popular 
prices, 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 
Newark 5, New Jersey 











117 








RACINE Presents The World’s 
Largest Selections of Fine 


TIMERS 


For Science * Industry * Sports 


Sos. 
lit. 
C 

vad Accuracy Counts: 





Write for the Latest RACINE 
CATALOG Just Off Press. 


Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACIME & COMPAM 


Specialists in Fine Timers— Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Worcester, Mass.; Einar F. Heller, Heller’s Jewelry Shop 
Hancock, Minn.; C. W. Helm, Helm’s Jewelry and Gift 
Shop, Columbia, Tenn. 

Honorable mention has also been given to the entries 
submitted by the following: 

O. E. Hubbard, Hubbard’s Repair Service, Seguin. 
Texas; Richard E. Anton, Anton’s Jewel Shop, Hialeah. 
Fla.; William C. Stillwell, Wheaton, IIl.; Nathan Picow. 
Kings Credit Jewelers, Columbia, S. C.; Guy A. Clark. 
Zoellner Jewelry Co., Portsmouth, Ohio; Felix B. Pyms. 
Clive Jewelers, New York; Dan Alexander, Alexander’s 
Watch Shop, Ida Grove, lowa; H. Goldschmidt, New 
York; Allan P. Smith, Cobleskill, N. Y.; Samuel Mastrof. 
The Watch Shop, Philadelphia, Pa.; W. R. Hill, Ventura, 
Calif.; Emerson S. Boughton, William G. Brown Com. 
pany, Gloucester, Mass.; Leo Keller, Minersville, Pa. 
Harry N. Hushaw, Inglewood Watch Shop, Inglewood, 
Calif.; H. W. Pettengill, Tilton, N. H.; George Cole, 
Smith-Lockwood, Rockmart, Ga.; Edward U. Tschabold, 
Tschabold’s, Wichita Falls, Texas; Mullins Jewelers. 
Johnson City, Tenn.; John E. Varescak, Indiana’s Watch 
Repair Shop, Indiana, Pa.; R. F. Schiller, Sun Prairie. 
Wis.; Sol Charak, Brooklyn, N. Y.: C. D. Acrea, Willcox 


Jewelry Store, Willcox, Arizona. 


Engraving Art Draws Interested Crowds 


Any idea that the art of hand engraving is passing out 
of vogue is certainly not subscribed to by August A. 
Seifert, who has made this art his lifetime career. Owning 
and operating his own engraving busness, The Monogram 
Shop, at 229 N. Howard St., Baltimore, Md., Seifert 
proved his point during the Centennial celebration at 
Annapolis, Md., earlier this year. 





In conjunction with the Colonial Jewelry Co., of 
Annapolis, Seifert set up an exhibit of engraving art in 
the window of that firm together with his own work- 
bench. For one entire day, Seifert sat in the window and 
engraved free any article brought in by the public. 

Thousands of persons were attracted to the display 
which was entitled “From the Cradle to the Grave” and 
portrayed how engraving fitted in with everyone’s daily 
existence from an ordinary baby ring and on through 
various phases of life. Seifert figured that he had done 
about $90 worth of free engraving during the day. 

Additional proof of the interest with which the exhibit 
was received was the fact that it was awarded first prize 
by the Centennial committee. 
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Teen-Ager Campaign 
(From page 77) 


serving tea with teaspoons patterned similar to those in 
the store’s stock. A second film promotes watch repair 
by showing a mechanic timing a watch on a watch rate 
recorder like the one in the jewelry repair shop. 

“] think this series of movie playlets is effective.” points 

out Gladys McSpadden, “because during the course of a 
vear they cover all departments of the store.” 
' Freeport’s 10,000 some-odd citizens are largely depen- 
dent for their income from employment at several large 
local industries—the Dow Chemical plants, the Freeport 
Sulphur Co., and a fair-sized shrimp industry. 

A popular gathering place for members of the work- 
ing class is Union Hall, and Gladys McSpadden has a 
perpetual advertising setup at this hall which is fre- 
quented by the men who control the community’s purse 
strings. For $25 a year, she is alloted a limited amount 
of space on the hall bulletin board. On a neatly-printed 
placard, the stores top branded lines are listed, the ex- 
pert watch repair service stressed, and other institutional 
copy inserted which underscores the fact that McSpadden’s 
is a “prestige” store. “Union members are as quality- 
minded as anyone,” pointedly remarked Miss McSpadden, 
“and that is the constantly stressed theme of my bulletin 
board advertising.” 

A business clock, bearing the jewelry’s name and ad- 
dress, was donated to the hall and given a good spot. 

McSpadden’s go in heavy for silver volume. A com- 


plete corner of the sales floor of the newly-modernized 
store is devoted to displaying silver. Three break-front 
wall cases and a nine-foot floor case, a specially designed 
job with accommodations for eighteen place settings is 
used for flatware. 

“We have made the store atmosphere appealing to the 
take-it-easy shopper,” said Miss McSpadden. “If the 
customer is at ease, she is more likely to linger, look 
around and see other things she wants.” 

Facing the glass, “television” store front is a seven- 
foot table for displaying china, glass, silverware and gifts. 
Three miniature tables, which are exact duplicates of the 
larger model, are used on top the big table for displaying 
additional merchandise before passing traffic. 

“I’ve watched results closely and found that the sales 
curve takes a turn for the better when we attach easy-to- 
read price tags to merchandise displayed in the window,” 
said the jeweler, “and merchandise cleaned and polished 
to perfection is an essential requisite of every display.” 

The gift shop is complete in every respect and a 
potent trafic builder with the Freeport young set who 
Miss McSpadden believes, are more gift-conscious than 
adults and constantly seek appropriate gifts for friends 
and relatives and are good year-around customers for 
gifts for weddings, anniversaries, birthdays, Easter, 
Mother’s and Father’s Days, ete. 

Presents for either the practical-minded or collectors 
are available in the large gift stock. The fact that the 
gift sales volume has shown an appreciable increase is 
attributed by Gladys McSpadden to the fact that she is 
steadily adding new attractive articles to the selection. 
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Both cases and movements are made completely by Herschede 
creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 


No. 217 
(illustrated) 
is one of 
most favored 
Colonial models. 
Stands 80” high. 
Offers choice of 
Westminster 
or Westminster 
Canterbury 
and Whittington 
Chimes. 


Write, at once 
for catalog 
showing the 
up-to-date array 
of superb 
Herschede Clocks. 
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Cathedral 
Chimes on 
Tubular bells. 
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which includes bon bon dishes, figurines, copper and 
brass items, plates, after dinner coffee cups and saucers, 
flower containers, wall plaques, ash trays, bells, etc. 

Gifts are wrapped at no charge, although if the shopper 
wishes something fancier, the store will oblige, and 
charges 50¢, 75¢ and $1.00 for wrapping gifts in fine 
paper and decorating them with satin rose buds, carna- 
tions, and Mistlon lace ribbons. 





Stairway to Profits 
(From page 83) 


advertised lines and these well-known names are tied 
in with the store’s advertising. “This brand-name feature 
is a prestige factor,” said Davis. “The customer is 
brand-name conscious and they place confidence in names 
they know and are familiar with and in the store that 
carries them.” 

When a person gives a gift, according to Davis’ obser- 
vation and experience, they want to impress the recipient 
that it has been assumed they have an appreciation for 
quality and workmanship and good taste, and that the 
giver possesses the good taste to select the appropriate 
gift. Hence, those customers who are not quite sure of 
their choice appreciate the fact that the store’s sales- 
people are trained to not only know their merchandise, 
but are aware of the latest trends and fashions in home 
decoration. 

“For this reason,” says Davis, “the store subscribes 





to the popular consumer publications devoted to home 
furnishings. From their pages the employees can kee 
abreast of the same trends that are influencing their we 
tomers. The customers constantly refer to a Particular 
item they saw in one of these magazines and the book 
are kept immediately available for ready reference, The 
customers appreciate the fact that the salespeople are as 
interested in this type merchandise as they are. The com. 
ments relayed to me on this score takes it out of the 
category of idle speculation.” 

As a further traffic incentive, Corrigan’s has installed 
an attractive and complete greeting card section. “This 
installation,” says Davis, “upped our traffic to the lower 
level more than our fondest expectations, and the dollar 
volume of the department increased in direct proportion, 
Those customers who came in to buy cards, bought gift 
items then or came back later to buy. We never attributed 
much importance to cards until we actually saw the 
results.” 

“Gift items enjoy a constant demand,” Davis concluded 
‘one that is not seasonal like many other lines of mer. 
chandise. The excellent results we have enjoyed in our 
new department have certainly warranted the outlay ip 
developing our lower level on a par with our standard 
lines of jewelry merchandise. Our operating philosophy 
will continue to be based on the fact that when a customer 
shows a preference for our store, evidenced by the fact 
that they are a customer, then we are obligated to the 
customer to have the merchandise to take care of his or 
her wants. That’s just good business.” 





As we again enter the Yuletide, may 


ie 


the age-old wisdom of “Peace F Earth, 
Good Will Toward Men” guide the world 


to harmony and happiness TH the New Year. 
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Customer Education 


(From page 92) 


come. to ignore, or to fight the nature of your community 
‘; almost sure to be a losing battle for the jeweler.” 

Buchroeder’s is situated in a city which houses two 
junior colleges for women, and the University of Missouri. 
Consequently, he estimates that about half the population, 
roughly 35,000 in all, is a transient one. But the in- 
fluence that the students have and the effects of academic 
life on Columbia cannot be underestimated. The town is 
intellectually inclined and thus, more technicalities may 
he introduced into his jewelry selling, advertising, and 
display than might be otherwise advisable or desirable 
in another city this size. Learning is the keynote of the 
town, and consequently, salesmanship connected with 
teaching will prove more attractive to the customer. The 
interest in jewelry which is noticeable everywhere be- 
comes a desire to learn more of its technicalities in Co- 
lumbia and, therefore, Buchroeder slants his merchandis- 
ing to this prevalent interest. 

The tenor of a town cannot be overlooked, Buchroeder 
emphasizes. Mining towns, farm towns, industrial cities, 
cosmopolitan metropolises—all possess a definite core 
around which educational displays should be centered 
and toward which they should be slanted. The farmer 
will ignore the type of display the white collar worker 
will enjoy. Watch reactions, he advises, analyze your 
community, then slant your displays. However different 


the type, all customers will be interested in learning about 
what they intend to buy. But they will learn from dif- 
ferent angles—the angles that will appeal to them in their 
environment. . 

Meeting his particular problem, that of a transient, but 
educated purchaser, Buchroeder presents lectures on con- 
sumer education to the students at Stephens and Christian 
colleges. Through these talks his name and the firm be- 
come well-known to his audience and it is to him that they 
will turn for their jewelry. His plant, employing thirty- 
eight workers, is open to tours and every year groups of 
students learn how their sorority and fraternity pins, their 
brooches, and rings are manufactured as they watch tool 
and die makers, enamelers, and stone setters at work in 
the plant. Watching the careful workmanship they realize 
that they will want their next purchase to be as well- 
turned out. This is but another facet of this jeweler’s 
theory that an educated public is a readily buying public. 

The success of Buchroeder’s in nearly half a century of 
profitable business testifies to the fact that this idea is 
a correct one. Educating the consumer means eventually 
satisfying the consumer. And a satisfied consumer is the 
best insurance a merchant can have for a continuously 
successful business. It is free insurance for the future. 





A store which sells cameras conducts a weekly camera 
instruction class for all amateur photographers and this 
class is well attended. Prizes are also awarded monthly 
for the five best pictures submitted by persons who attend 
these classes. 
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BIRTHSTONE B 
ALARM CLOCK 
C-121 Gilt bezel, hand set with sparkling, 
simulated sapphires, rubies, emeralds, topaz 
and other birthstones. 


PHOTO FOLDING 
TRAVEL ALARM CLOCK 


C-116S For two favorite pictures. Gilt 
plated and enameled clocks in fine, genuine 
leather cases lined with matching rich velvet, 


FOLDING TRAVEL 
ALARM CLOCK 


C-109 Assorted fine, genuine leather cov- 
ers. Dust protected, gleaming chromium 
cases, black or silver dials. 


assorted colors, square shape. 


Suggested Retail Suggested Retail 


Suggested Retail $21.50 $21.50 $19.50 


: Internationally famous ORIS seven jewel movements, luminous hands and numerals, unbreakable and non-discoloring crystal, 
pleasant alarm. Direct consumer guarantee and 3 YEARS' SERVICE CERTIFICATE. For complete information, contact your 


jobber or write to: 


1. HARRIS COMPANY, INC., 665 FIFTH AVENUE, NEW YORK 22, N. __—= 
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THE FINEST NAME IN PEARLS 


@ ORIENTAL 
@ CULTURED 
@ SIMULATED 


Priced for every budget and backed by a 
reputation of almost half a century. 


ASK agate Bete cana 


VICTORIA PEARL CO., Ltd. 
A division of 8. Nathan & Co., Inc. 


New York 19, N.Y. 


550 Fifth Ave. 


San Francisco II, 


420 Market Street 











Joseph Schuster 
Tonporton of Procious Stoner 


10 WEST 47*" ST., NEW YORK, N.Y. 


SAPPHIRES EMERALDS 











Good-Neighbor Policy 


(From page 81) 





as the fifty-five year old firm includes five stores, Hoy. 
ever, seasonal direct mail promotions are utilized to ¢op. 
tact the store’s own list of 5,000 active and inactive yg. 
tomers, built up in the course of the past ten years. 

Because of its position as a credit house in a smalle; 
city, Hamilton’s will get almost any type of unstockeg 
merchandise for its regular customers and add it to their 
accounts. 

The oddest request of recent years came from a cys. 
tomer who required an eight foot refrigerator for his 
new home. Undaunted, Vogel reached about in his desk, 
| found a catalog, and sold the refrigerator! 





Diamond Cross on Display at Museum 


There are many men who make a hobby of their trade, 
combining thus both business and pleasure. Such a man 
is S. M. Steinhardt, diamond importer and cutter, at ] 
Beekman St., New York. 

In the April, 1946, issue of JEWELERS’ CIRCULAR. 
KEYSTONE we published a story of the unique service pin 
which Mr. Steinhardt fashioned for his son—a diamond 
cut in the shape of an airplane. This airplane-cut stone 
weighed only 0.21 of a carat and was cut from an original 
rough which weighed 1.40 carats. 

The other day Mr. Steinhardt showed up in our office 
again, this time with the remainder of the stone which, 
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Cross section Bottom 
view 





after three years off-time work, he had cut in the shape 
of a single piece cross. This cross, weighing 0.35 of a 
carat is shown in enlarged view above. 

There are hundreds of odd-shaped diamond cuts known 
to diamond craftsmen but the most outstanding was the 
single piece diamond ring fashioned by a_ Belgian, 
Alphonse Antoin, who wrote about it in 1894 in “Le 
Diamont et l’Industrie Diamontaire.” On exhibition at 
the World’s Fair of 1913 at Ghent, Belgium, this master- 
piece was polished inside of the ring and faceted outside. 
M. Antoin took the secret of the method of cutting to the 
grave with him. 

It was this ring that inspired Mr. Steinhardt to search 
for something new in the art of diamond cutting and the 
single piece cross is the result. The top is slightly faceted 
while the extension facets extending to the culet are at 
the correct angle, resulting in a stone of great brilliance. 
It has been mounted in a platinum pin for use as a lapel 
button. 

During December and for a time afterwards, this stone 
will be on display in the Gem Hall of the American 
Museum of Natural History, in New York City. 
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Personal Ties 


(From page 94) 


The “new link” which starts off the New Year right 
‘s a “first baby” contest sponsored jointly by Skulnicks. 
“The South Jersey Shopper.” a newspaper, and over 
thirty other local merchants. The first baby born after 
the stroke of midnight receives a present from each of the 
merchants. Skulnick’s present is a baby’s diamond ring. 
Contest rules advertised weeks in advance read: “Expec- 
tant Parents: Make ready for our annual First Baby con- 
test... . 1. Give date, hour, minute and place of birth. 
2. Give parents’ full names and address. 3. Give name, 
sex, weight and color of eyes of baby. 4. Be sure the 
name and signature of attending physician is attached 
and your report mailed to: Two or three 
days of grace are allowed for misdirected answers to 
wander in. then the “first” baby is determined and the 
proud parents are supplied with a gift envelope listing 
the presents awaiting their personal appearance in the 
respective stores. Last year the winner’s parent was a 
young veteran married only a little over a year. The 
human interest story and the prospective customer and 
his friends could not have been more suitable if the adver- 
tising staff picked the winner. 

In addition to these seasonal promotions there is a 
constant and more subtle link between everyone who 
enters the Skulnick store and the personnel of the shop. 
It is the personal interest everyone connected with the 
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store expresses in each customer. Whenever a stranger 
enters the establishment, he or she is engaged in conver- 
sation either before, after, or during the course of the 
sale. Without seeming to pry, store personnel try to 
discover the customer’s name. address and something 
about her dominant interests. “Almost everyone has 
something in the front of her mind which she’s just dying 
to talk about,” says Lewis Skulnick. So everyone who is 
in the store is encouraged to talk and soon divulges news 
of a son about to graduate, a husband who deserves a 
promotion, or a larger home being sought. As soon as 
the customer (or prospect for the person need not buy 
anything) leaves the store, the one who was waiting on 
her retires to the office just behind the store and notes all 
the information on a card. Next time the same person 
comes in she is surprised by the polite inquiries about her 
personal problems made by the storekeeper. She hardly 
notices that he retires for a moment to look in the files as 
soon as he remembers or rediscovers her name. 

These facts are also filed chronologically. A lot of writ- 
ing at first, but quickly handled when one falls into the 
habit of it, the information is more than valuable enough 
to pay for this extra effort. when used wisely. 

This Camden jeweler uses this list in preparing direct- 
mail advertising keyed to the individual who is ready to 
buy. A month before the date of a customer’s anni- 
versary both husband and wife receive a typewritten or 
handwritten note. It tells them tactfully that the anni- 
versary will soon be here and invites them in to see the 
variety of presents available in the store. In some cases 
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ProfitsFor You Mr.Retailer 
with This Assortment of W.R.C. 


Findings in Your Store. 
















With these W.R.C. Ear Wires you can suggest sales — 


suggest to your customers that the stones or ornaments 
she likes will make beautiful ear rings, and right then and 
ihere show her an assortment of ear wires to choose from. 


And make ear ring repairs too. Replace that worn or 


broken ear nut or ear wire and pocket an exira profit. 
So order this assortment of W.R.C. Ear Wires and Nuts 
and let them make extra sales and profits for you. Made 
in 1/20th 12 Kt. G.F., sterling and golds. 


Order These W. R. C. findings from your material jobber. 


101 Sabin St., Providence, R. I. 


New York Office Chicago Office 
320 5th Avenue 29 East Madison Street 


For Other W.R.C. Findings 
LOOK in Your W. R. Cobb Catalog 













a suggestion for an appropriate gift is made. For jp. 
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stance: 
9 “Congratulations on your silver wedding anniversary 
CULTURED | Dec. 21, 1949. You will find a very large variety 
PEARLS silverware in our stock ready for delivery in time to 


ome present to Mrs. Customer on this memorable day.” 
-—" - Each note is written individually, without the aid of a 
on a form letter, so that the personal touch is retained. | 
» " . Birthdays are treated in the same way. A Mother 
might receive a note saying: “We want your son, Tom, 
to have a very happy birthday. If you have not already 
selected his gift, won’t you come in and look over our 
selection of boy’s watches and other novelty jewelry?” 

A wife might find something like this in her mail box: 
“Congratulations to Mr. Prospect on his recent promo. 
tion to Time Keeper at the Manufacturing Plant. If you | 
are thinking of giving him a present to celebrate this | 
wonderful occasion why not look at our display of time. | 
keepers any time at your convenience?” 

Another Mother might read: “Congratulations to the 
parents of Customer Jr. on having a fine son about to 
graduate from Camden School. For a present worthy of 
Memo selections sent him why not visit Skulnick’s where a large variety of 





e NECKLACES 





MATCHED PEARLS Oa | 

- on approval. enviable presents i1 yrice range to meet you 9 

Ct Eaters _ , presents in a price ge to your budget 

oe oo awaits your inspection. f 

Lan Parnes OA 4 en ht Appropriate enclosures supplied by the manufacturers | 
Your best value in any price category! of trade-named merchandise are added. 


To supplement information gained from customers, the 





FERRANTE-RIVIECCIO Co. 
Jewelers Honor New Year’s First Baby 


Many towns throughout the nation honor the parents 
of the first baby born after the new year. 


At Oconomowoc, Wis., the merchants including Not- 
SAI E- MAN bohm Jewelry Store and Derge-Wagner Jewelry, honored 
the first baby of 1949. The ad of the Notbohm Jewelry | 


Store read: “Baby Ring For the New Baby.” While the 


Derge-Wagner Jewelry gave the new baby, “A Baby Cup : 
for the first 1949 arrival.” 
FOR 


542 FIFTH AVENUE; NEw YORK 19, N.Y. 

















At Waukesha, Wis., the gift of the Estberg’s Jewelry 
store to the first 1949 baby of that city was, “Sterling | 
Silver Baby Spoon.” At Hartford, Wis., the Knoll’s | 
EXTENSIVE POPULAR PRICED LINE Jewelry, 30th North Main, ran the following ad: “Con- | 

OF eratulations! We have a Gift for Baby—a gold baby | 
ring. We here at Knoll’s Jewelry are going to be awfully 


PLATINUM AND GOLD proud of that little Prince or Princess and we want it to 


have only the finest. That’s why so many people choose 


DIAMOND MOUNTED JEWELRY their jewelry from our large selection.” 
Rules for these First Baby Contests are simple. All 


require that the baby be born after midnight December 


MUST BE EXPERIENCED 31st. Some towns specify that the baby be born at the 
AND HAVE GOOD FOLLOWING local hospital while others ask only that the attending 
doctor certify as to time of birth. All specify that the 
AMONG BETTER JEWELERS parents are residents of the city in which the contest is | 
SEVERAL TERRITORIES OPEN held or residents of a rural route out of the local post 
office. 


The local paper is usually the clearing house and the 
parents must call on the local editor to get their gift 
\ iss 


| [ BRANDT [ OMPANY oy certificates. This assures the merchants that the parents 


WRITE IN FULL DETAIL. | 


will call at his place of business. Some towns limit the 
| om time to the 15th of January while others set the time 
Makers of DIAMOND JEWELRY of birth as the first five days of the new year. In most 


| contests the parents are barred from entering more than : 
5 EAST 47% STREET, NEW YORK 17, N.Y. 4 
one contest. | 


MARK OF QUALITY SINCE 1928 
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local papers are scanned and w henever lists of graduates, 
press releases from large companies naming promotions 
and such news Is av silable, they are employed. 

The Skulnicks have great faith in the advantages of 
selling in the customer’s ‘heme where the customer is com- 
fortably seated in familiar surroundings and free from 
interference. They do not solicit om door to door or 
by phone but will call by request at any person’s home at 
his convenience. “Of course, we try to keep these calls 
within reason,” says Lewis, “we try not to let the pros- 
pect take undue advantage of us. But when there is good 
reason for a request to yr after store hours or before 
the store opens in the morning, Al who does the outside 
work, arranges his schedule to suit the customer.” 

The results of all this care to establish a personal tie 
between customers and the store is well illustrated by an 
incident the Skulnicks still recall with amusement. At 
two a.m. one Christmas morning Al’s phone rang. Almost 
everyone has his home number as well as the store num- 
ber so this in itself was not too surprising. But when he 
answered it, a young man requested that he rush right 
over with a diamond engagement and wedding ring set 
so he could elope immediately. Al complied and took an 
assortment so the young couple could have a selection. 

P.S.—The couple were married and lived happily ever 
after as regular customers. They never cease telling their 
friends about it and they always add: “We hated to 
bother Al when he most needed his sleep but we knew 
he’d understand.” 

“That kind of feeling is what enables us little fellows 
to meet the competition of the big shops,” says Lewis. 


Salesmen Training Course 


(From page 100) 


To take an example, everybody knows what a silver 
mug is. Why, then, should training time be spent on 
teaching “product knowledge” of silver mugs? 

“Because,” says the sales training specialist, “not all 
salesmen know why people buy them—or think of the 
reason as a gimmick for selling it. 

The important thing to product knowledge is not only 
an ability to answer all questions about what you sell, but 
the ability to translate the bald facts into reasons why 
people should buy. 

How to sell is the second subject in the three-day train- 
ing course for jewelry store salesmen. Selling authorities 
usually break the process of selling down into four steps. 
That’s a good way to teach it to your salesmen. The four 
steps are: (1) The approach; (2) Getting the customer 
interested; (3) Arousing desire in the customer, and 
(4.) Getting the order. 

How would these four steps break down in the case of 
a routine jewelry store sale? 

The sample sales talk following shows the various 
stages: 

The approach—“Good morning, Mrs. Smith. May I 
show you some of those watches? We have a very inter- 
esting selection, including several that would look beauti- 
ful with that dress you’re wearing today.” 

Grabbing for the customer’s interest—“Now here is a 
nationally advertised wrist watch, Mrs. Smith, that seems 
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Niash Wing 


NOW you can AFFORD the BEST WING BACK on the MARKET 
due to our increased production and manufacturing facilities. 





Available in al! metals. 


116 Nassau Street, New York City 7, N. Y. 
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Attractive, Fast- Selling 


GUARD RINGS! 
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MOO ee In 1/20 12 Kt. 

Gold Filled or 

Sterling Silver 
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TO RETAIL 


@ 2.95 
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J. D. SCHLANG CO. 
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just your style. It’s a wonderful little watch. See how tiny 
it is? That watch will keep as good time as a big railroad 
clock, Mrs. Smith. See how handsome it looks on your 
wrist!” 

Building the desire to buy—Here the salesman recites 
the facts about the watch. being careful to put each * 
terms of how it will best affect the happiness of the poten. 
tial owner, Mrs. Smith. 

Closing the sale—“You can have that watch right now. 
Mrs. Smith, for a very small down payment. Let’s go in to 
see the credit manager. It won’t take a minute. You can 
wear it home tonight!” 

That is a rough example of the way a sales talk can be 
tailored around the four steps in selling—the approach. 
the building of interest, the arousing of desire, and the 
closing. The important thing is to offer the prospect a 
benefit quickly. Then follow it up by pointing out the 
secondary benefits. This snags his interest and holds it. 
After that, give the details that clinch the sale, remem. 
bering to tell about them in terms of how the prospect 
will benefit. Finally, to close the sale, give a good reason 
why the prospect should say yes without delay. 

The third day’s two-hour session in this sales training 
course is concerned with teaching how to get along with 
people, and with having the trainees demonstrate what 
they have learned. 

Human relations sounds like a complicated subject. It 
is not. It is no more than knowing how to get along with 
people. In teaching your salesmen the subject, you should 
remember that you are teaching people to them, inter- 
preting the way humans act, and indoctrinating the sales 
force with ways to make people like them. 

“The thing I stress to my salesmen,” says one jeweler, 
“is the fact that people usually like the man who shows a 
genuine liking for them, demonstrated by an interest in 
what interests them.” 

That is the key to teaching human relations—showing 
the salesmen how to take an interest in the things that 
interest their customers and prospects. 

“I show my salesmen how to get to the heart of any 
matter—a complaint, a sale, or just a friendly chat—by 
finding out what the customer’s angle is,” says another 
jeweler. “Once he has this customer’s angle, he is a master 
of customer relations.” 

All the lecturing in the world will not necessarily teach. 
Usually. humans learn by doing. That is why the final 
part of the concluding third session in sales training is 
devoted to demonstration. For the last hour, it is a good 
idea to have the trainees practice the things they have 

learned on each other. or even on the boss. This fixes the 
procedures firmly in their minds. And it allows any mis- 
takes to be ironed out in advance of meeting the customer. 


—————————— 





A valuable aid to employers who have or are planning a 
sales training course for their employees is a booklet “Sales 
Training in Distribution,” which has been compiled by the 
Domestic Distribution Department of the Chamber of Com- 
merce of the United States, Washington 6, D. C. 

Prepared by Philip W. Clark, Marketing Research Specialist. 
under the direction of Charles M. Isaac. Manager, Domestic 
Distribution Department, key features of sales training m 
distribution have been organized in this booklet so as to be 
equally useful to retailers as well as wholesalers in checking 
their own programs. 

Copies of the booklet are available from the above address 
at 50 cents a copy. 


—— 
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Prestige Draws Customers 


(From page 106) 


“There's no pretty paper with fancy lettering, but 

there’s our name—the only guarantee we issue—but one 
vou can always accept with ‘contiienes.* 
In eye-catching dialogue, a watch ad read: “Old Grand- 
father Clock peered at tiny Tissot watch: ‘Say, Little Fel- 
low.’ said he. ‘you don’t presume to keep tab on Father 
Time, do you? You’re much too small.’ 

“ ‘Small.’ ticked Tissot, ‘that’s just my streamlined case. 
3 I’ve got a sturdy mainspring, seventeen jewels, a steady 
! motion, and Pop Time and | go hand in hand’,’ 

Illustrated with cuts made from sketches and photo- 
graphs of jewelry, Tivol ads are shining examples of the 
effectiveness of small ads, regularly inserted, if a personal 
| note is injected. Direct alee, soodwill and prestige have 

resulted from this interesting series, which has been par- 
ticularly successful in producing buyers. 

“Diamonds and Precious Stones,” is the subject Jack 
Liefer, the jeweler’s son-in-law, discusses on lecture plat- 
forms at Lion’s clubs, women’s civic groups, Junior Cham- 
ber of Commerce Wives, University Women’s Clubs, and 
on visits to out-of-town organizations. 

In the question and answer period which follows the 
lecture. he has discovered his listeners are intensely in- 
terested in fine jewelry. 

“The talks by my son-in-law,” Charles Tivol says. “like 
other phases of our program, are designed to increase the 
public’s knowledge of fine jewelry, stimulate people’s in- 
| terest, with the theory that the more they know about fine 
jewelry, the more they will appreciate it, and the more 
they will buy.” 











Chronometer Service Manuals Available 


Two newly printed service manuals of interest to own- 
ers of Hamilton marine chronometers and Hamilton 35- 
size chronometer watches are now available from the 
Government Printing Office for a nominal charge. 

The Hamilton Watch Company contracted to produce 
these manuals for exclusive use by the U. S. Navy during 
the war. They contain complete information about over- 
hauling, repairing, and handling of these famous time- 
pieces. In addition, each manual includes the material 
parts listings of every part in each of the movements. 

The manuals are profusely illustrated with exploded 
views of the movements showing placement of parts, and 
different operations necessary to expertly service either 
movement. 
| Heavy paper-covered copies of the Manual for Over- 
haul, Repair and Handling of Hamilton 35 size Chronom- 
eter Watch with Parts Catalog (Navships 250-624-1) are 
available for thirty cents each. Copies of the Manual for 
Overhaul, Repair and Handling of Hamilton Ship Chron- 
ometer with Parts Catalog (Navships 250-624) are avail- 
able for fifty cents each. To obtain copies of the manuals 
; write to Superintendent of Documents, Government Print- 
ing Office, Washington, D. C. Be sure to give the titles 
and form numbers listed above. Also include remittance 
in coin—no stamps. 
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SELL YOUR STORE 





as a place where the finest is offered 


Display an impressive Revere 
Floor Clock in operation. It will 
speak of your quality louder 
than words. It has everything 
wanted by the many who are 
looking for ways and means to 
make their homes distinctive — 
authentic | Westminster Chimes, 
ageless beauty of design, tra- 
ditional weights - and swinging 
pendulum, with the accuracy of 


modern electric time. 


The CABOT is a superb ex- 
pression of Gothic design. 
80” high. Westminster 
Chimes. Retail, $540 plus tax. 


Floor Clock prices 
are slightly higher 
on the West Coast. 





x cuimes or |*PAia Bw ESTMINSTER 
fia’ 


GhAKda CHIMING 


ELECTRIC CY fy 


yy SERA, 


Send for Catalog of Complete Line 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 
NEW YORK: 37 West 47th St. 
CHICAGO: 1422 Merchandise Mart 


Available through 
Revere Authorized 
Distributors 






The R-913, beautifully styled, and with 
Westminster Chimes, retails for $42, plus tax 




































Dither Sports Line 


The Fisher sports parade of charms and medals 
for all events is complete — in Sterling, Gold 
Plate, Gold Filled, 10K, and 14K Gold. Through 


wholesalers only. Sports catalog on request. 


J. M. FISHER COMPANY 


Attleboro, Mass. 
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MAY THE GOOD SPIRIT OF CHRISTMAS 
6 REMAIN WITH YOU FOR HAPPINESS 
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I THROUGHOUT THE NEW YEAR. } 
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Romance and Whimsy 


(From page 98) 


showcases undulate in a tangent curve, Carrying out the 
general flow of composition. Jewelry of a marine nature, 
one of Epstein’s specialties, is shown in this corner, 

Small gem cases with open latticed bottoms, display 
unusual and rare examples of the lapidary’s art, as well 
as the seldom-heard-of-stones of the world. 

Of regal character is the gray and gold balcony oye; 
the main display cases. This, too, is not entirely a thing 
of beauty, but serves a utilitarian purpose as valuable 
storage space. 


MANY PERIODS SKILLFULLY BLENDED 


Skillful blending of many periods of design are appar. 
ent throughout. The 19th century balcony has been 
combined with portholes and hatches from ancient ships, 
The fluted columns are Regency in feeling and an exam. 
ple of leaded glass gives a point of interest behind the 
cases. A refreshing sense of humor and daring comes 
into play here. A light touch on a secret panel, and the 
leaded glass windows swing wide and open onto cases 
behind. 

The crystal chandeliers are the “piece de resistance” in 
this main salon. Made in France, each fixture contains 
as many as 1,600 prisms. 

A fine example of an old Colonial doorway, complete 
with fan light and leaded-glass side panels, serves as a 
stage background—and also as the entrance to Epstein’s 
private office. 

A delightfully intimate ladies’ powder room is pro- 
vided for the convenience of feminine customers. A mir- 
ror and vanity give the customer an opporiunity, too, to 
try on jewelry with hair newly combed, and a fine sense 
of leisure and luxury. The character of this powder 
room is gay and 18th century in feeling. A most unusual 
phone booth—‘Salon Ecu,” it’s called—is provided for 
customers, made from convulated cathedral columns, cov- 
ered with gold leaf. The amusing and nostalgic antique 
marble-topped sink was used in Victoria’s time. On the 
ceiling, Miss Celin has painted “The Toilette of Venus” 
in voluptuous Rococco style. Other lowered decorative 
ceilings throughout carry out pictorial themes with gemo- 
logical and horological symbols. 

Indirect lighting is used throughout, and soft, fresh 
greenery is silhouetted against the light for a garden 
feeling. 

It has been planned to set aside an afternoon or evening 
each month for a lecture or performance pertaining to 
jewelry and its many allied fields. Fashion shows will 
be given to selected audiences, to display many famous 
and historic showpieces in jewelry. 

Jewelry’s proper place in today’s fashion will be 
stressed, and its spirit-lifting importance will be made 
obvious in this new jewelry center. 





One department store in the East rigged up a large suitt- 
case with a lid lifting and shutting. Crowds gathered and 
watched, and saw considerable merchandise on display 
inside the suitcase. This display idea was sent in by a 
customer of the store. This could be adopted by a jeweler 
to show a chest of silverware. 
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SFouwsS WATCH AGENCY, 93 Nassau St., N.Y.C. 











FINE BLACK OPALS 
NOW AVAILABLE 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 


Phone: Plaza 7-0622 

















JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Camevs, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 
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NEW HERMES — pay out of profits 
| 13-19 University Pl., New York 3 
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© YOU CAN TOO! 
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NOW ANYONE 
CAN ENGRAVE RINGS 


UASIDE! 


















over 4000 JEWELERS 


___ ENGRAVE 


THE MODERN 4 


> 
Sas 
tt Oe o eee 














NEW HERMES — poy out of profs 


13-19 University Pi. New York 3 _ 














NEW 
ACCURATE DIAMOND GAUGE 


Folds to size of a half dollar 





For Round and Baguettes 
Sizes range from 1/100 carat to 2 carats 
Guaranteed accuracy and lifetime use 
Made of Stainless Steel and Nickel Silver 


Price $2.00 


Joseph B. Bechtel & Co., Inc. 


Wholesale Distributor 


729 Sansom Street Philadelphia 6, Pa. 


Simple to use. 
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J.N. ADAM & CO., Buffalo, N. Y. NEIMAN-MARCUS Dallas } 
’ » Tex, 
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PROVE HOLIDAY’S SUPER-SELLING 
POWER IN ALL FOUR SEASONS! 


(think of the point-of-sale opportunities.) 
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SIBLEY, LINDSAY & CURR, Rochester, N. Y. C. CRAWFORD HOLLIDGE, Boston, Mass. 


HOLIDAY SELLS THE IDEA 
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ONTH after month, for over three and a half 

years, Holiday retail promotions have chalked 
up records in every state in the country (and in 
Canada, too). 


It’s held true for every type of merchandise 
from furniture to fashion, from cameras to cutlery, 
from pipes to pajamas. In every kind of store, 
Holiday moves merchandise. 


The reason? Simple. No other magazine de- 
votes itself so wholeheartedly to glorifying the 
fuller, the wider, the better life. No other maga- 
zine so whets the appetite for new experience. 
And, therefore, no other magazine possesses 
Holiday’s natural merchandising appeal. And it 





PECK & PECK, New York City, N. Y. 


ROOS BROTHERS, San Francisco, Calif. 


THAT SELLS THE GOODS/ 
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is read by people who are able, accustomed, and 
in the mood to buy. 

In the department store field alone, more than 
| ,425 major Holiday promotions have been staged. 
Banks of windows, interior displays, millions of 
lines of newspaper advertising paid for by the 
stores, radio and television tie-ups, fashion shows, 
and direct mail have been used in these promotions. 

If you are in the retail field, it will pay you to 
find out about future Holiday promotions. If 
youre an advertiser, youll want to know how 
you, too, can harness Holiday’s amazing ability 
to sell goods. Both these questions can be an- 
swered by writing to Holiday, Independence 
Square, Philadelphia 5, Pennsylvania. 








BONWIT TELLER, New York City, N. Y. 


METROPOLITAN CLOTHING CO., Dayton, O. 
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‘Give as Well as Take’ 


Is Community Jeweler’s 






Formula for Suecess 
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In addition to his partici- 
pation in local activities, 
Arkin is a strong believer 
in regular promotion. One 
of his most productive was 
a sterling silver club plan. 








Interior of Arkin store follows 
circular pattern of its exterior 
which was rounded to get the 
full benefit of its corner location. 








“Hh, taking an interest in our community, attached advertising which are evidenced in other promo- 
customers know that we are just as pleased in helping the tions. Mr. Arkin feels that, although the store itself isn’t | 
area from which we derive our business as we are in promoted, good-will is, and this eventually is reflected in [| 
doing business from it,” says Ben Arkin, of Arkin’s sales volume. : 
Jewelry store, Paterson, N. J., “which has gone a long One of Arkin’s community interests is the local Boy | 
way in helping us build a very profitable jewelry business. Scout troops. A trophy is annually awarded to the troop | 

“Many jewelers may think that all they have to do is in and around the Paterson area for the best all around [| 
obtain a main street location and business will beat a showing in participation in local events, scouting inter- | 
path to their doors. This may be the case in some in- ests, achievements accomplished by individual troop [ 
stances, but in the long run it is much more advisable for members and other qualifications. A gala affair is made F 
a jeweler to try and participate in community affairs, to at the time the trophy is awarded. ) 
show residents that you intend to ‘put-in-as-well-as-take- The trophy is usually awarded by Mr. Arkin during4 | 
out.’ Local jewelers often overlook this interest,”’ adds Mr. scout ceremonial which is made public and attended by 
Arkins, “and by doing so are losing one of their best hundreds of citizens. It gets wide recognition and always | 
possible promotional activities.” gets a few columns of publicity in local newspapers. Tied F 

The community interests that the Arkin store takes are in with the write-up is usually a picture of the occasion. 
without fanfare to the store itself and do not have any (Please turn to page 152A) 





THE JEWELERS’ CIRCULAR-KEYSTONE 


132 























nS ad ~ - 


re Tie 









The oldest National Advertiser 
in the Sterling Industry 


ONE is an early Gorham advertisement that appeared in 
Harper’s Magazine in December 1899 — half a century ago! 
This advertisement among many before and since, contributed 
its part in making Gorham the Best Known Name in Sterling! 






WE is one of the series of 


full-color, full-page Gorham 





advertisements that will appear 
this Fall in Woman’s Home 
Companion, McCall’s, Charm, 
Cosmopolitan, Mademoiselle, tn itor pe wh Maes 
Glamour, and Seventeen. This vo nt ni tm nt a nad "cn a in 
advertisement and other Gorham em to ch ag MeN yn te eg 
full-color, full-page adver- 
tisements appearing in 

leading magazines this 

Fall will reach over RS, 
98 million readers! 


AFTER 118 yEARS, Gorham advertisements continue to 
stress integrity of product and enlarge the market 
for sterling bearing the Gorham name. 


TIE IN WITH loeham»« BEST KNOWN NAME IN STERLING 
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Who’s the Silver Ki 





Marty O'Neill, WMIN  sportseas. 
ter, holds the mike as he conducts 
a sidewalk interview with Mayor E. 
K. Delaney of St. Paul, left, jp 
front of C. J. Silver store. Spon. . 
sor C. J. Silver is at the right, 





by CAL MORKEN 








That’s the question that draws twice-weekly crowds to C. J. Silver jewelry 


store, St. Paul, Minn., in local counterpart of national hookup programs. 


ra \ 

I HROUGH a radio mystery-name program. 
Silver's has jumped sales and increased store traflic con- 
siderably since it inaugurated the “Silver Kid” a few 
months ago. 

About ten times a day, clues to the identity of the 
“Silver Kid” are broadcast over station WMIN in St. 
Paul. Then, during a 15-minute broadcast on Tuesdays 
and Thursdays, Marty O’Neill, WMIN sportscaster, con- 
ducts sidewalk interviews in front of Silver’s. 

He selects persons from the crowd that gathers and 
asks them, “Who is the Silver Kid?” The person who 
first names the mystery personality correctly wins $500 
or more in prizes from the store. 

The sidewalk interview never fails to draw a crowd. 
Some listeners. eager for a chance to identify the Kid. 
gather in front of the store as early as 11 a.m. on inter- 
view days. 

The idea for the mystery-name program originated in 
the programing and production department of WMIN. 
It started with a “Crack the Safe” contest. A safe in the 
store, containing $1,500 in prizes, was set by the safe 
company for a certain combination. Clues to the com- 
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bination were broadcast several times daily over WMIN. 
Anyone who thought he could open the safe, through 
clues or not, could atiempt it during store hours. 

Frequently, there was a line of potential safe-crackers 
in front of the door when the store opened for business 
each day. The “Crack the Safe” contest increased store 
traffic and business to such an extent that Silver’s found 
it advantageous to run the contest three times. 

Each time the contest was a promotional success. It 
received national publicity and an award from Billboard 
magazine for its promotional effect. WMIN still gets 
requests for details about the program from stations al 
over the country. 

After the third safe contest, it was decided to try | 
something different, to keep interest high. Thus the 
“Silver Kid” idea was put into operation. The first “Kid” 
was Johnny Weismuller. Another, during the time o 
the St. Paul Winter Carnival, was the carnival’s first 
“King Boreas.” | 

The first clue for the Weismuller contest began with | 


a record playing “Down by the Old Mill Stream.” Then 


(Please turn to page 151) 
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HOLLOW WARE 
by POOLE 














IN. The big reason for the popularity 


of Poole hollow ware is its 
ers 


e6 authentic design and lasting 
ore 


ind beauty. Your customers will 


It appreciate this important feature; 


rd 


ets will come back often for this 


nationally advertised hollow ware. 





| : ‘s ish, No. 5009 
1eD | POOLE SILVER CO., INC. * TAUNTON, MASS. TOP: Poole’s Old English Double Entree Dish, No. 50 
New York SHowroom — 366 Firtu Ave. © New York. N, Y. BOTTOM: Poole’s Old English Hostess tray, No. 5010 
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A Compensation Plan 






Based Upon aProfitable Foundation 


Consideration of sales margin is an important factor in payroll planning. 


Standards must be based upon a jeweler’s own operations and results checked 


constantly to see that payroll-to-margin ratio is kept within safety zone. 


by FRED MERISH 


rm 

I HE jeweler should have some means of 
knowing whether his payroll expense is in line with 
sound business practices and this can be done only by 
considering his payroll in relation to the following fac- 
lors: 


1:—Margin earned on sales. 

2:—Percentage of payroll to margin. 

3:—Percentage of sales you can afford to pay based 
upon that margin. 

Many jewelers, to their disadvantage, use the payroll- 
to-sales percentage as a yardstick when appraising the 
soundness of their compensation plans and overlook the 
more important payroll-to-margin percentage. 

The margin of sales remains fairly constant in the 
individual business and is readily determined. Payroll, 
overhead expense and net profit must come out of this 
figure. The percentage of margin that you can safely 
pay employees must form the basis upon which you 
determine the payroll-to-sales percentage or ratio. In 
our work in the field, we find that many jewelers com- 
pute compensation on a payroll-to-sales ratio arrived 
at hit-or-miss, when margins differ with the individual 
business. The average payroll-to-sales figures for jewel- 
ers as a group or the figures of the jeweler in the next 
town are dangerous to use as your guide. Keener com- 
petition, foolish price-cutting, bad managerial practices. 
big volume on lower-margin items, may give one jeweler 
a lower over-all margin than another, and so, figuring 
the payroll-to-sales ratio without considering the payroll- 
to-margin ratio is hazardous. Where a jeweler is “frozen” 
to a certain payroll expense, he must arrange his af- 
fairs so that the payroll-to-margin ratio is kept in the 
safety zone by selling a good percentage of long-margin 
items, minimizing costs and building volume through ag- 
gressive promotional methods. 

The following figures show clearly that margin must 
be included in any successful method of paying com- 
pensation to sales people and other employes. 
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Jeweler Jones 














Sales for the year........................... $50,000 
Margin on sales—50 per cent....... $25,000 
Payroll—including owner’s salary— 
25 per cent of sales............. 12,500 
$12,500 
Overhead expense ................ 10,000 
Net Profit on sales................ $ 2,500 
Jeweler Smith 
Sales for the year............ oo. ee ee. . . . 850,000 
Margin on sales—45 per cent...... . $22,500 
Payroll—including owner’s salary— 
25 per cent of sales............._ 12,500 
$10,000 
Overhead expense ................ 10,000 
Net profit on sales.._... -........ 00,000 


Jeweler Jones earned $2,500 net profit during the 
year, Jeweler Smith made no money at all, yet, they 
both had the same sales volume ($50,000). and the same 
payroll-to-sales ratio (25 per cent). Now, let us analyze 
the breakdown of margin earned by these jewelers. 


Jeweler Jones 








Payroll ........... $12,500... .50 per cent of margin 

Overhead expense .. 10,000... .40 per cent of margin 

Net profit ......... 2,500... .10 per cent of margin 

Total ............. $25,000. . .100 per cent of margin 
Jeweler Smith 

a $12,500... .55 per cent of margin 

Overhead expense ... 10,000... .45 per cent of margin 

i Pe er ee 

Total _............ $22,500. .100 per cent of margin 


Jeweler Jones can afford a 25 per cent payroll-to-sales 
ratio because he has the payroll-to-margin ratio that 
can stand it. Jeweler Smith, even with a lower overhead 
against the same volume, cannot afford a 25 per cent pay- 
roll-to-sales ratio because the payroll-to-margin ratio 1s 
too high. When the payroll-to-margin ratio, including 
the owner’s salary, exceeds 50 per cent, it is time to take 

(Please turn to page 152) 
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The Only System Completely Without Friction 


With Shock Resist No Repairs to Staffs Are Necessary 


ERISMANN-SCHINZ, S. A., Fabrique du Grenier, 
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1. Shock-Protected Alarm 





4. "Tuffy Watch 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] 1. Angelus style 390/A by Mercury Clocks, Inc., at 37 W. 
57th St., N. Y., has 8-day, 15-jewel alarm, a gold finish 
case with genuine leather pouch. Incabloc shock pro- 
tected. Bezel | 9/16" square. Retails about $64 with tax. 


[] 2. Miniature cup can be used in addition to an athletic 
award, or for school contests, favors, etc. Finished in 
gold-tone metal, it lists at $2 with band, $1.75 without. 
By A. C. Rehberger Co., 2134 N. Magnolia Avenue, Chicago. 


[] 3. 14K gold bracelet watch with 17-jewel Precisa movement 
comes in four widths from '/." to I'/y"': $246 to $456, 
Keystone. From Ostier, Inc., 724 Fifth Avenue, New York. 


[] 4. Yale "Tuffy" shock resistant watch has special feature 
that cushions balance against hard knocks, I-jewel move- 
ment, luminous dial, sweep second hand and a chrome case. 


Cronow Watch Co., 31 W. 47th St., N. Y. Retails at $6.95. 


ey 
to eee 


ut 
; Fey 


[] 5. Gold filled crown brooch and earring set with simulated 
cabochon moonstone, ruby or emerald surrounded by many 
small white stones. Brooch retails for $12: set $19.50. 
By Van Dell Corp., Providence. Sold through wholesalers. 


[] 6. Emblem tie holder has genuine snake chain with a hard 


: enamel emblem. Retail $2. Made by the Automatic Chain 
6. Emblem Tie Hoider Co., of Providence, R. |., it is sold through wholesalers. 
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Watch SALESMEN 


WANTED: 





Successful 

















WALTHAM WATCH COMPANY ° Waltham 54, Massachusetts 
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FOR DECEMBER, 1949 


1$50-Our 100th Anniversary-1950 


WALTHAM Plans 
for the FUTURE 


In January 1950, the Waltham Watch Company will inaugurate 
an Anniversary and Sales Program that will mark 100 years of 
quality watchmaking. This program will emphasize Waltham’s 
continuing position as one of America’s foremost watches. We 
have openings in several territories for top-notch salesmen who 
have a past history of substantial earnings. 


If you are one of these men, this is a wonderful opportunity to 
have a successful future with the nation’s first and oldest watch 
company. Waltham will present to the jewelers of America, through 
you, a line with a new standard of quality—new designs, and new- 
style packaging. All this will be backed by an intensive national 
advertising program which will create great dealer and consumer 
interest. 


Write (do not phone), giving complete business experience, 
territories covered, past earnings, and references to SALES 
MANAGER, WALTHAM WATCH COMPANY, WALTHAM 54, 
MASSACHUSETTS. Our representatives know of this advertise- 
ment. All replies held strictly confidential. 
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2. New 14K Watches 





5. Field Glasses 





6. Buffet Set 








1. Expansion Identification Bracelet 





4. Perfume Flacon 





3. "Trade" Tie Clip 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[J |. Expansion identification bracelet from Royal Admiral 





line of M.F.G. Watch Band Co., Inc., 98 Canal St., N. Y. 
has 1/20 I0K gold filled top and a stainless steel back. 
Also available in all stainless steel with Inconal plate. 


2. Two models of a new series of 14K 17-jewel watches by 


















Gruen Watch Co., Cincinnati, Ohio. Veri-Thin Mayfair at 


right, has decorative hand filigree work, retails for $135; 
the Curvex Ecstacy retails for $89.50, both tax included. 


3. Compass and Square combination, one from a series of | 


new styles in tie slides by Anson, Inc., Providence, R. |. 
Available in several combinations of tools for various 
trades, 'Midg-ettes" are in gold or white finish. $2 up. 


4. "Scent-Aide" perfume flacons are gold or rhodium plated, 
plain or jeweled, hold I!/ drams. Retail for $1.95 up. 
Skokie Products Co., 2930 N. Campbell Ave., Chicago, lll. 


5. Airguide field glass model 60A features 4-power achro- 
matic lenses, plastic barrel covering and a cowhide case. 
Coated lens, $22.50 retail: uncoated $21. From Fee and 
Stemwedel, Inc., 2210 Wabansia Avenue, Chicago 47, lll 


6. Master Bufiet Set by Reed & Barton Silversmiths, Taut- 
ton, Mass. Measuring I1!/2" in length, spoon and fork are 
designed for serving turkey dressing, tossed salads and 
other buffet uses. Each set is attractively gift-boxed. 
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Cal-0-Date! 












Date Changes 
Daily 


In The 


Automatic 
Window! 








CALENDAR ware 


WATCH 
e Guaranteed Imported 


Swiss Movement 
e Seven Jewels 
e Sweep-Second Hand 
e 24-Hour Military Dial 
@ Genuine Leather Strap 





TELLS THE TIME! 


TELLS THE DATE! 


You generally pay from five to ten times the price for custom calendar watches. Now 
for the first time in America, you can get Cal-O-Date at a price that is less than an 


ordinary watch. Look at the exciting features! 


Only a limited number of these watches are available. We are selling them 
at this sensational low price on a first-come-first-served basis. 


® Radium Hands To Tell 
Time In The Dark 

® Gold Color Numerals 

e@ Unbreakable Crystal 

® Beautiful Chrome Case 


YOUR COST 


$5.50 Each 






Only $6°° 


In Gross Lots, 








WHILE LIMITED QUANTITIES LAST 


K 1—Imitation Cameo pendants, 18” chain, 3 color gold frames, 


benwtiful @ift BOK wc ccceccecccesss eee eT Teer Doz. 

K 2—Extra heavy identification bracelets, flatted curb chain, 
rhodium or Hamilton finish ...........2.eeeeee08 . Doz. 

K 8—Ladies’ sterling silver birthstone rings, complete color 
P| ee Terrrrrecte eT rrrerT Te TTC OZ. 

K 4—Beautiful pin and earring sets, yellow finish, stone set, 
lO a re ae iene: ahaa wa -Doz. Sets 

K 5—Yellow or White expansion-Identification bracelets, gift 
OO POCO TC CTT OTE TT eT ee. Each 

K 6—Ladies’ gold plated expansion bracelet-locket sets, boxed 
Per Set 

K 7—Men’s yellow gold plated tie chain-collar pin sets, boxed. 
es OR TD an. a 0 + 06:0666.046668'00 4404060600 00080 08 Doz. 

K 8—Men’s mesh watch bands, ratchet catches, yellow or white, 
ree ree ee er eee Doz. 

K 9—Ladies’ snake watch bracelets, ratchet catches, yellow or 
white, carded i ckuae aa ‘p-obewedene aeeeeacdakenenned Doz. 

K 10—Men’s stone set cuff-link tie-slide sets, assorted colors, 
on eee «6 Sn. wna os bn snesdeensneees Doz. 


K 11—Three piece costume jewelry sets, stone set necklace, brace- 
let, and earrings, terrific seller, gift boxed for real 
a eee nee ara ee ey mea ore eee Per Set 


K 12—Silver charms, formerly $4.50 to $6.75 a dozen, large 
Ce sccveend ceeded edee see hall cea eens Doz. 
K 13—Nationally known Cloisonne Compacts, each boxed, for- 
Oo ek Pe ag ee ees we ee Each 
K 14—1/20 12K gold filled or sterling silver 18” neck chains, 
CE “0062s pees es oe @ oa ee ae adees nee waren anaes Doz. 
K 15—Large assortment of earrings for pierced ears, including 
fF fC rr rm ee area rns ae Doz. 


K 16—Men’s gold plated key chains to sell for $1.50 and up. .Doz. 
K 17—Ladies’ genuine Cameo Brooch set in gold filled frame, 


Ei so ene eee Oh i ee eed Some ...Each 

K 18—Men’s heavy sterling Identification bracelet, values $3.25 
| Rr ee ee ere Each 

K 19—O.B. initial rings, 10K solid gold sides, sterling shank, 
RI 2 aca igs i eae a ...Kach 

K 20—10K gold Baby and Children’s signet rings. $9.00 to 
$13.50 dozen regular .............00e- pee elas oD oe Doz. 

K 21—Hundreds of ladies’ assorted 10K solid gold Birthstone 
wee, wares SB.00 to STB... cccccccccccceccececcéa Each 

K 22—Plastic ring boxes, single or double, $4.50 a dozen value 
Doz. 

K 23—Nationally known men’s fancy 1/20 12K gold filled ex- 
pansion band, formerly $10.00 retail ..... ioncihwnde Each 

K 24—Men’s heavy sterling rings, initial or imitation Cameo, 
large assortment ......... bkaséecetea waekwewaseaaen Doz. 

K 25—Imported three piece set—table lighter, cigarette urn, 
and tray—red hot seller .........c..ccccccccecs ..Per Set 


ee 


$ 6.00 
6.00 
3.00 

12.00 
1.50 
2.25 
6.00 
6.60 
5.25 
6.00 


3.00 
1.00 
1.50 
4.50 


6.00 
6.00 


2.00 
2.00 
2.00 
6.75 
1.95 
3.00 
1.75 
9.00 
2.25 





F FAR KK HK KF 


A AK KH KF A AK RK AAA 


AF KR KR KR 


26—Baby and Children’s tubular bracelet, 1/20 12K gold filled. 

erat PererrT? Each $ 1.00 
27—-Beautiful locket assortment, 1/20 12K gold filled, 18” 

TS a a ee puawae Eac 1.00 
28—Three piece pen set, gold metal top, assorted colors, gift 

ME Fa. +4 bb ckhbdae been deeds ee keene ade eees Doz. 8.00 
29—-Three piece pen set, all gold metal, flash for fast sales, 

I ds ese Bie oe ee eee ee eae Doz. 9.00 
30—Baby lockets, 1/20 12K gold filled, gift boxed ........ Doz 6.09 
31—Men’s three piece snake chain set, key chain, tie chain 

and collar pin. Gift boxed with $5.00 price tag. Yellow, 

PP 64 c2Kk Cebaketdoeuaeherceeadn aan Doz. Sets 15.80 
32—Novelty bracelets including Heart and Key on snake chain, 

and Heavy curbed link chains with thermometers, Per- 

fume Jugs, and other clever gadgets ...............6.. Doz. 6.00 
33—-Earrings, screw back, values $6.75 to $10.50 a dozen..Doz. 3.00 
34—Men’s Imported white expansion bracelets ........... Doz. 5.50 
35—Men’s Imported yellow expansion bracelets.......... Doz. 6.60 
36—Thousands of gorgeous compacts, undersell the Depart- 

ment Stores. Twelve different numbers to each dozen. 

SeEe WOUEOSE, MOGGETUE GENE coc cccccccéécdccccccecce< Doz. 7.20 
37—-Genuine diamond cross, 1/20 12K gold filled 18” chain, 

Sn ccancccdéakennbe eakesbihe cece: aeeawaksoded Each 1.25 
38—-Genuine diamond baby locket 1/20 12K gold filled, luxu- 

SE cc dh eu eneechededees «seen cenneneneeenes Each 1.25 
39—Ladies’ expansion watch bracelets, 1/20 12K gold filled, 

Oe GS 540046 cbaendnesuaeeeknis kc eeeeennaneesneet Each 1.25 
40—Three piece Airplane Luggage Set—-Wardrobe, Overnight, 

and Pullman Case, in matching striped brown tweed 

Complete Set 20.00 
41—-Two button Chronograph Watch, 17J Beautifully boxed. 

Ee Es ge en nsncndasichdnckswodnaneean Each 18.00 
42—-7J P. L. Oris water-proof watch, boxed with guarantee 

Gl sacs s cecekedunsean db narees00eennnee dense Each 7.50 
43—-Ladies’ Swiss Watch, rhinestone case, silk band, 7 Jewels 

Each 9.95 
44—Ladies’ Swiss Watch, rhinestone case, silk band, 17 ——- — 
c , 
45—7 Jewel Men’s 8% ligne Schild watch, 10K R.G.P. top, 
ee ee ee Each 9.25 - 
46—17 Jewel Men’s 8% ligne Schild watches, 10K R.G.P. top 
Each 10.95 
47—Ladies’ 7 Jewel 6x8 Fonte watches, beautiful 10K R.G.P. 

top cases, silk band ........ Pe Pee eT Te eee Each 8.95 
48—Ladies’ 17 Jewel 6x8 Fonte watches, 10K R.G.P. top 

CC BE ink. 0 0.066 0066 0460066060600000K5 ...-Each 10.85 
49—Fine 17 Jewel men’s water-proof Inca-Bloc watches, stain- 

less stee] back, leather band, radium hands and dial..Each 12.50 
50—Fine Ladies’ 17 Jewel water-proof Inca-Bloc watch, stain- 

less steel back, leather band, a very small, thin model 

watch, radium hands and dial ............6... ~..--Hach 15.00 





10°%, DEPOSIT WITH ORDER—BALANCE C.O.D. 


WRITE FOR NEW XMAS CATALOG AND DETAILS ON AMAZING 
$1.00 SURPRISE PACKAGE SALE WHICH WILL JAM YOUR STORE 


TUCKER-LOWENTHAL CO. 


5 S. WABASH AVE., CHICAGO 3, ILL. 


OPEN ACCOUNT TO RATED FIRMS 
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2. Tag Expansion Bracelet 


















5. Automatic Watch 


6. Film Editor 


They re New 





4. 14 K Ball Watch 
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Swedish Wall Clock 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] |. Representative pieces from extensive line of imported 


garnet jewelry which includes rings, bracelets, brooches, 
necklaces, crosses, earrings and pendants. In gold plate 
or 8, 10 or 14K, price ranged from $1.50 to $80 abroad. 
Max Rujder, 34-45 64th St., Woodside, N. Y., sole agent. 


2. Tag expansion bracelet by Marvel Jewelry Mfg. Co., of 
46 Chestnut St., Providence, R. I|., are of 1/20 12K gold 
filled. The bracelet retails for $9.75 including federal 
tax, attractively packaged in velvet and plastic case. 


3. Swedish pendulum wall clock is made of hand-sculptured 
linden wood, gilded or in pastel shades. 14-day movement. 
Distributed by Porath & Magneheim, Inc., 95 Liberty St. 
New York; showroom 116 Nassau St. $104 retail, plus tax. 


4. 14K gold ball watch with 17-jewel Swiss movement, de 
signed to be worn as necklace pendant, is priced at $160 
Keystone, by Eric E. Seibert, Inc., 665 Fifth Ave., N. Y. 


5. New automatic Imperial watch for men by Bayer, Pret: 
felder and Mills, Inc., I! E. 48th St., N. Y., features 
17-jewel, shock-resistant, anti-magnetic movement, sweep 


second hand, 10K gold filled case. $71.50 retail, F.Tl. 


6. Perfect-Editor by Craig Mfg. Co., 1053 S. Olive St. 
Los Angeles, Calif., has new fold-away base that permits 
entire set to be carried in case measuring 16" wide, 14 
high and 15" deep. Available for either 8 or 16mm film. 
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an important new book on jewelry 






GEMS wwoJEWELRY TODAY 


by MARCUS BAERWALD 


nationally known jewel enthusiast 


and TOM MAHONEY 
noted author 


CALCULATED TO HELP YOU SELL 
by increasing your salesmen’s knowledge 


and your customers’ wants 


@ The major new book on jewelry, GEMs AND JEWELRY TODAY, by 
Marcus Baerwald and Tom Mahoney, was created with the specific 
purpose of providing an effective sales tool for the retail jeweler and 
his sales staff. By virtue of this planning, the book succeeds in estab- 
lishing liaison between clerk and customer that leads to heightened 
interest in the fascinating world of gems and jewelry. 


® Display this book on your counter, instruct your clerks to guide 
the customer's attention to its lavishly and beautifully illustrated pages 
... then watch a reluctant buyer of jewelry, his appetite whetted by 
the text and illustrations, become an enthusiastic purchaser! 


® A counter book of rare beauty and distinction, Gems AND JEWELRY 
topay is the product of the welding of knowledge, experience and 
talent. The authors have combined these qualities to fashion a book 
made to order for the jewelry industry. Entertaining, instructive, but 
above all a guide for the jewelry purchaser within the precincts of a 
retail jewelry establishment, GEMs AND JEWELRY TODAY will augment 
and crystallize your customers’ jewelry wants. 


®@ If you are not entirely satisfied with the book, return it within 
10 days and your money will be refunded. 











to make certain that you will receive 
your copies of GEMS AND JEWELRY 
TODAY. On your counter, consulted 
by you, your clerks and your cus- 
tomers, you will find it an effective 
sales stimulant. 


| 
| 
| 
Fill out, detach and mail the coupon | 
| 
| 





II 
lil 
IV 


VI 
Vil 
VIII 
IX 
X 
XI 
XII 
XIil 
XIV 
XV 





THE LURE OF GEMS AND JEWELRY 


THE LORDLY DIAMOND 
THE QUEENLY PEARL 


RUBIES, EMERALDS AND SAPPHIRES 


OTHER GEMSTONES 


GEMSTONES OF THE UNITED STATES 


MANUFACTURED GEMS 
BIRTHSTONES 
THE ROMANCE OF RINGS 


The chapter headings illustrate 
the scope of GEMS AND JEWELRY TODAY 


BRIDAL RINGS AND CUSTOMS 
JEWELRY FROM HEAD TO TOE 


JEWELRY FOR MEN 


WONDERS OF THE WATCH 


GOLD AND OTHER PRECIOUS METALS 


SILVERWARE TODAY 





381 FOURTH AVENUE 
NEW YORK 16, N. Y. 


Please send me 


copies of GEMS AND JEWELRY 
TopAY at $10 per copy. I am enclosing a check or money 
order for the full amount. 
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GLEAMING CHROME 
gr 


non-tarnishable 










non-taxable 





only § 09 






SUGGESTED RETAIL 7 
ea. 








Handy and handsome, 
this famous Bar Caddy has 
everything needed for mixing drinks 


)) re | Cc 


4. bottle opener 
















in a professional manner! Beautifully made, / 






costly looking, yet priced amazingly low! Attractively 





« 
? 
“7 


prey 






boxed! Loaded with dynamic sales appeal! : 


5. measurer 



































NATIONAL SILVER t COMPANY 
295 5th Avenue, New York 16, N. Y. 
Please send me ........ master deluxe chrome Bar Caddies @ 9.90 dozen. 
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Stars of David 


New Attractive 
Designs 


in 14Kt Yellow and White Gold ES ‘ 


HAND 
ENGRAVED 





ements Selection on Request 


ANTIQUE REPRODUCTION EARRINGS 
IN 14T GOLD 


M. MOROCH 


22 Eldridge St. New York 2, N. Y. 
Phone: Walker 5-4638 














FEATURE 


BATES GIFT KITS 


As Advertised In The 
December a quire 


For FREE mounted counter cards of the BATES 
advertisement write to: Esquire Merchandising 
Dept., 366 Madison Avenue, New York 17, N.Y. 
































Gem Studded Portraits 


(From page 110) 


Saint-Germain explains. “Diamonds are my choice 
a pigment of added scope.” 

Believing that gems may soon augment the colors of 
the artist’s pallette, Saint-Germain unveiled his revoly. 
tionary portraits in a special exhibit this summer at Th. 
Stage theatre in Hollywood. Occasion was the presents. 
tion of a portrait of Theodora Lynch, heiress and star ¢{ 
the theatre’s current production of “Marie Antoinette jy 
Pennsylvania. ” The artist plans to exhibit the paintings 
in San Francisco and, at some later date, in the East, 


A ballerina’s slipper danced the painter into the realm 
of precious stones. 

Attention in the theatre centers on the dancer’s feet 
To focus this attention in the portrait, Saint-Germain 
highlighted the slippers with sequins and rhinestones, 
The results were eye catching, but lacked the brilliance 
and purity of tone he sought. 

Hoping that gems might yield the scintillance he de. 
sired, the painter consulted Carl D. Lindstrom, prominent 
Los Angeles diamond merchant. Enthused with the ides 
of developing a new and dramatic setting for fine stones, 
Lindstrom set to work with the artist. Diamonds flickered 
on the ballerina’s dancing toes, and the rarest and purest 
of all pigments was born. 

Adapting precious stones for portrait use is a delicate 
business, requiring the utmost ingenuity of both painter 
and jeweler. 

For example, the star sapphire in the hat of an Irene 
Dunn portrait is easily identified as the actual jewel— 
but it takes a painstaking eye to recognize the tiny chip 
diamonds that highlight the airy lace at her throat. 

Similarly, the use of cabochon sapphires for the pupils 
of Ann Southern’s eyes, or diamonds to highlight the 
eyes in the Michele Morgan portrait, might be grotesque 
if applied by an unskilled hand. 

Unlike the early Italian painters, who weighed down 
their religious pictures with gold and silver to accent 
richness and value, Saint-Germain so deftly blends sap- 
phires, diamonds, and rubies with more mundane pig: 
ments that the viewer is conscious of their effect without 
realizing their presence. 

As each portrait nears completion, the artist and the 
jeweler chose the gems that will blend, in size, color, and 
mood, with the individual painting. The stones are care- 
fully embedded with transparent jewelers’ cement at the 
best angle to reflect the desired brilliance. 
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To achieve the genuine scintillance of jewelry, which he | 


says no conventional pigment can approximate, Saint- 
Germain utilizes true gems for miniature earrings, neck- 
laces, and bracelets. 

Reproduction of jewelry lends new value to portraits, 
he feels, when treasured adornments are reproduced in 
scale on portraits of their possessors. 

Exhibition of these gem-studded paintings are, how 
ever, a headache for any museum or gallery. 

Unless special arrangements are made for their pro- 
tection, an art lover with a small pen knife might, in a 
few minutes, augment his appreciation of portraiture with 
fifteen or twenty thousand dollars’ worth of rare stones. 
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| Get ready, retailers—here’s the second half of Esquire’s Giving. Timed for holiday promotions, it will be pre- 

| famous Twin Christmas issues! It’s the JANUARY selling top brands to top customers... more than 

, ESQUIRE ON THE STANDS DECEMBER 2nd... _7,500,000 shoppers in a mood to buy. IT’S A TIE- 

| picking up where the December Esquire left off... IN “NATURAL’”—and if you want to ring in those 
packed with more wonderful pages devoted to Gift holiday sales, you’// make the most of it! 


“OLD FASHIONED CHRISTMAS!” 


_...send for Esquire’s free promotion package! 


HERE’S HOW ESQUIRE HELPS YOU TO DO YOUR CHRISTMAS SELLING! 






For solid promotion follow-through, ESQUIRE gives you point-of-sale aids 
ABSOLUTELY FREE! To get these traffic-builders here’s all you have to do: 
t § (a) Check the list of brands below (b) Choose any four (c) Send in the coupon r eg —.. 
if with the numbers of the ads you want to feature. LOOK WHAT YOU GET: oe 
1 Ss, 


Four  — 








: Esquire ads! 
e 
p | 
§ ~ 
: FREE! FREE! 
me Mounted Cover Two 9”x 9” 
of the January Esquire! Counter Cards 
n f in Vivid Color! 
t F 
t | 
, FREE! an eye-catching 6” x 20” Window Streamer! 


ef STOCK, FEATURE, ADVERTISE AND DISPLAY THESE BRANDS 


a ADVERTISED IN THE JANUARY ESQUIRE! 
‘ 
oi 1J CHRISTY KNIFE Y2 page; 4 colors Wm. R. Whittaker Co., 
; “% page Jacques Kreisler Mfg. Ltd. 
The Christy Co. Corp. 10J “RHAPSODY” MUSICAL 
, | 2) FORSTNER KOMFIT 6J KREMENTZ MEN’‘S JEWEL BOX 
n | WATCH BANDS JEWELRY % page 
. % page “4 page Mele Mfg. Co., Inc. 
“ Forstner Chain Corp. Krementz & Co. 113 SWANK BELTS AND 
ri 3J HAMILTON WATCHES 73 NORELCO DRY SHAVER WALLETS 
full pane: 4 colors Ya page full page; 4 colors 


Hamilton Watch Co. North American Philips Swank, Inc. 


): Co., Inc. 12J SWANK DRESS JEWELRY 
if 4J oe ACCESSORIES 8J PARKER “51” % page; black & 1 color 
7. ull page; 4 colors full page; 4 colors Swank, Inc. 

Hickok Mfg. Co., Inc. The Parker Pen Co. 13J TISSOT WATCHES 

5J KREISLER CRAFT 93 “PIXIE’” FLASH CAMERA % page 

| ACCESSORIES Y% page; 4 colors Holzer Watch Co. 
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Reprints of January 





| OCF TTTTTTTTIS OF VOOV oT 


ee= ene ee 










Se eT 


~O0S 






oes 






= 
4, 


a 










PLO ILL YO 





Sere e Meee ewer ee es = =—Oigtetgeigee ee eee 


PTR Rd 


ESQUIRE (J) 
Merchandising Dept. 
366 Madison Avenue, New York 17, N. Y. 


Yes! I want the following ad reprints from 
the January Esquire. 


3 ( ) ( ) (  ) 


And please include my two free counter cards, 
window streamer and mounted Esquire cover. 


Name 





Store Name 





Address 
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Snap it’s on! 
(patented feature) 
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FARBER BROTHERS 
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nationally @X#© 
advertised Se f. 


spore. § 


No. 5990 Cock- ™ 

tail Set — Shaker, 
tray and six 3 oz. i 
cocktail glosses. git fr" daa ok eee.’ 


hospitality sets and 


table accessories 


av chngane ond dine iw 


Good reason why Krome-Kraft is 


No. 5569 Compote 
—5¥/,” diameter glass 
liner in amber or am- 
ethyst. Non-farnishing 
chrome holder. 





snapped up by discriminating host- 
esses and gift-seekers: it’s strikingly 


different. Lustrous quality chrome and 





fine hand-made colored glass are com- 


No. 5450 Salt and 
Peppers — Gay, jug- 
‘type containers. Snap 
‘on - off holders. 21/,” 


bined in modern beverage and table 
services of startling beauty and utmost 


— ere. utility. Patented holders protect the 







glass, snap on-off for easy cleaning. 
Send today for descriptions and prices 


of complete line. 


No. 5852 Wine Set — Ball-type 
38-0z. tilted jug, six 2-0z. wine 
glasses. Duchess filigree tray. 


REPRESENTED AT THE GIFT SHOWS 


Farber Brothers + 17 Crosby St., New York 
ee a a New York Showroom — 339 Fifth Ave. o 











Small Ads—Big Results? 


(From page 102) 





should include prices. The copy should be clear, easily 
read, fully descriptive and create desire. 


DOES YOUR AD HAVE EYE-APPEAL? 

On a crowded newspaper page your ad, regardless 
of size, must really stand out to command attention, |) 
most cases, the best one can hope for is a casual glance 
by the reader. As he is not looking for your ad, you must 
at least make it as easy as possible for him to find jt 
It is your job to see that he cannot miss it. When—and 
ifi—you have been fortunate enough to attract his atten. 
tion, there must be something in the ad to transform this 
casual glance to an attitude of interest. Perhaps it shows 
something that he currently needs; maybe it awakens an 
old desire for something in particular that he has always 
wanted, or perhaps it will start the “buying process” by 
suggesting action. Is the shape, appearance and general 
design of the ad different and attractive enough to draw 
the reader’s eye to it? Thoughtful consideration of this 
point will reveal the fact that reader-attention can be ob- 
tained with a small as well as a large ad. 

Some of the factors that can make a small ad success- 
ful and really “stand out” on a newspaper page are the 
use of such proven fine techniques as line screen back- 
srounds, the development of unusual designs and com- 
positions, plus striking, deep shadows behind the mer- 
chandise illustrated to create a “third dimension” quality. 
Such technique is practical for newspaper reproduction 
where mechanical limitations of the media present condi- 
tions, which if taken into consideration, can make one ad 
print conspicuously better than others on the same page. 


WILL YOUR AD APPEAL TO PUBLIC TASTE? 


It has often been pointed out that you cannot sell 
people anything they do not want, no matter how much 
you advertise! Surely, nothing truer has ever been said. 
Conversely, if you are fortunate enough to possess that 
fine (but rare) sense of being able to anticipate the 
current desires of the people in your community, and 
advertise the right merchandise at the right time, you 
will naturally increase the selling effectiveness of your 
advertising. This factor of “Public Taste” should be 
treated with a careful, scientific-like approach of what 
people are buying and asking for most frequently. Just 
make a periodic check among your salespeople—you 
may be surprised! Check these reactions and act upon 
them. Yes, if only this “customer reaction” received 
more careful and sympathetic attention on the part of 
the jeweler our merchandising problems would be re- 
duced. Because syndicated advertising services of neces- 
sity are in constant contact with many jewelers, week in 
and week out, such services naturally reflect public de- 
mand and their advertisements feature items which at 
the moment are in public favor. 


IS YOUR MERCHANDISE WELL ILLUSTRATED? 


It requires the services of a specialist to prepare art- 
work for newspaper reproduction of jewelry store items. 
High speed presses and rough surfaced newspaper stock 
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_o not designed to do full justice to the beauty of a fine 
- . f saccade. The soft warmth of gold or the gleam- 
ee highlight of silver are difficult to convey in a news- 
paper ad. Therefore, unless the art is skillfully prepared, 
the loveliness and “desirability of most jewelry store 
merchandise is lost. That is why, of all the art tech- 
niques thus far evolved, the “scratchboard technique is 
the most practical ever developed. So, never be satis- 
fed unless you feel that the merchandise shown in your 
advertising fulfills the standards of good illustration, even 
when the items are necessarily reproduced in much re- 


duced size. 


HAVE YOU INCLUDED PRICES IN YOUR AD? 

Your newspaper reader, a sales prospect, wants to know 
if the particular item he sees in your ad is within his 
reach. If you avoid the price angle, more often than not 
he will assume that it must be expensive and out of his 
reach. If the price represents an exceptional value you 
have no reason for hesitancy. On the other hand, if it is 
an expensive item, it may appeal to those who can well 
afford such luxuries and will serve to add to the prestige 
of your store. 

The question of whether or not to refer to easy 
methods of payment in store advertising has long been 
a tender spot with some ultra conservative jewelers who 
fear it is undignified, something which will tend to spoil 
a fine cash business they have enjoyed for years. On 
the other hand, many strictly “cash” businesses have not 
been as healthy or productive as they might have been 
had the payment problem been made easier for more 


people and advertised accordingly. Many good and hon- 
est prospects for quality stores have been hesitant to 
approach some jewelers because they suspect that credit 
policies are far too rigid. Department stores have set the 
pattern for some sound credit plans and it is to be noted 
thta the clerks in these stores are instructed to ask the 
customer “Charge, or cash, Sir?” It is especially im- 
portant that we fully understand and appreciate the cur- 
rent financial problems of the people in our community 
and advertise accordingly. 


IS THE COPY EFFECTIVELY WRITTEN? 


Should your copy be lengthy or briefly concise? It is 
our belief that it should be as brief as possible. In this 
streamlined age of speed and cryptic expression, brevity 
is the essence. Newspapers are a media of speed; thus, 
if you are fortunate enough to arrest the reader’s atten- 
tion for a few minutes it logically follows you should 
tell your story briefly and forcefully. 

So much, then, for making small ads pull big results 
as we have seen it proved by no less than 60 jewelers 
from coast to coast. 

Finally, we shall raise some pertinent questions that 
should be answered before selecting a syndicated ad ser- 
vice. Is the cost of the service in sensible proportion to 
the expected results? Are the ads the right size for the 
store budget? Will they lend themselves to the present 
popular technique of “pyramiding” one ad on top of an- 
other—and are they the right size so you can afford to 
use two or more ads in the same edition of the paper? Is 
the merchandise faithfully and attractively illustrated? 

















JOSEPH 


26 John Street 











FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


COOPER & SON unc. 


Phone COrtland 7-0360 - 


NEW YORK, N. Y. 
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Sufenio (hain (¢. 


Kers OF 


7 west 45 STM 


Fine (hains 


SUPERIOR REPRESENTATIVES: 


WESTERN: 


HUBERT A. WOOD 
649 So. Olive St. 
Los Angeles, Calif. 


SOUTHERN: 


MILTON F--FERRIS 
YE AVANT iclibiclac mst # 
Dallas 5, Texas 


MID WESTERN: 
T. J. TRACY 


55 East Washington St. 


Chicago, Ill. 


EASTERN: 


V. J. WOHLFERTH 
665 Fifth Ave. 
New York, N. Y. 











Do the offered ads feature ideas and items that h 
proven themselves successful? Are special promotions 
ads offered for use from time to time to increase ms 
trafic? Will the service provide you with enough ads : 
build a file backlog of ads for present and future aa 
Who is now using it—and what do they say about i}? 

We feel that “Small ads‘will produce Big Results” 
if the various factors outlined in this article are consid. 
ered and intelligent use is made of scientifically pre. 
pared material. 





Novel Display Dramatizes Repair Seryjcg 


A repair department in a jewelry store is an importan 
necessity. But one that you seldom see advertised, much 
less put on display. Perhaps this is because it is rathey 
difficult to present it to the public in an interesting map. 
ner. But Mrs. Icy Nelson, repair department manager of 
Rosenzweig’s Jewelers, 35 N. First Ave., Phoenix, Ari. 
zona, recently used such a clever idea in a window display 
that few people could resist stopping to study the details, 
and as a result it brought many new customers into the 
store. 





Rosenzwwigs Repay 











Doll models which Mrs. Nelson created from clothes 
pins and dressed by hand, were seated behind miniature 
work benches to convey a true idea of the methods em- 
ployed in the repair of all types of jewelry. For instance, 
the watchmaker’s work table was complete even to a 
small working lathe, and with the help of the watch- 
maker was constructed so that it was shown revolving. 

Small night lights made of plastic were mounted on 
each table model and these were very effective, as they 
“highlighted” that particular phase of work, such as the 
repair of watches, clocks, pens, lighters, diamond setting, 
bead stringing, replating and engraving. Methods of re- 
fashioning old style jewelry to meet the modern mode 
was also shown, as was a “before and after” job of clean- 
ing jewelry and silver. The latter display brought an 
increase in sales for the cleanser used. 

Other attractions in the window included a refrac- 
tometer for stone identification, and a completely dis- 
assembled watch. A balance staff enlarged fifteen times 
was shown alongside the tiny one in actual size displayed 
and encircled on a pocket mirror. 

Another interesting exhibit was an old Swiss clock that 
showed the time by the shuffle or flop-over of cards. 

Getting and keeping the good will of the customer in 
the repair department Mrs. Nelson believes is very impor 
tant, as it can make or lose sales for the entire store. 
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Credit and Collection 


(From page 108) 


fled with the fixture company and the money was paid 
to us which was enough to cover his account. 

It is better to go along with the debtor and it may be 
necessary to accept a number of promises until you find 
out how you can enforce collection. They will make 
promises, they will lie, they will say they have sent the 
payment or make any excuse. If you continue to contact 
them, either by phone or letter, always being pleasant, 
vou will have much better results than by trying to bull- 
doze or threaten them. | f the time comes when you have 
secured information whereby you can collect the account 
through taking a judgment, then that’s a different story. 
Still keep your temper and tell them you are sorry you 
have to garnishee their wages, or make a levy on their 
business, but they have forced you to do it. You dislike 
very much to do this, but you have no other alternative. 
After you have given them every break in the world to 
make an amicable settlement of the account and they do 
not do it and it becomes necessary to enforce collection, 
they will still be your friend if you handle them properly 
in the beginning. 

Some times good accounts go bad through adverse con- 
ditions over which the debtor has no control and, in cases 
of this kind, their goodwill should be retained by giving 
them due consideration. When they get back on their 
feet, they may again become a good account. Always try 
to put yourself in the other fellow’s place. 

Every person who intends to make a career of credits 





and collections should have a good knowledge of com- 
mercial, collection and bankruptcy laws. You will 
find this information invaluable in successfully making 
collections on hard accounts. You will know what your 
rights are in enforcing payment. You might say, “Let 
our lawyers or legal department handle these matters.” 
This may be all right as far as taking a judgment, but you 
still have a collection problem and it is up to the collection 
department to give the information necessary to get your 
money. Every lawyer is not a collection man nor does he 
know all the angles. 

To locate a skip get a lead or clue and follow it 
all the way through. A good many years ago I| started a 
system for locating skips and improved on it as new 
ideas came to me. It is systematized in such a way that 
it can be successfully used by anyone with intelligence. 
Through this system, the majority of all the skips can 
be located; when you get to the hard ones, that is a differ- 
ent proposition. To be successful in locating the hard 
skips, you must not overlook anything. The simplest lead 
may be the means of your success—a memo of an ad- 
dress or a telephone number that has been jotted down 
by someone, for instance. The principal clues are the 
easiest ones to overlook. It requires ingenuity, foresight 
and thoroughness. You may not find this clue the first 
time you handle this account, or the second or third, but 
eventually something will turn up that will enable you to 
get a lead and locate your skip. 

After locating the skip, then begins the problem of col- 
lecting. Your approach should always be polite. Courtesy 
costs nothing. Never put yourself in a position where 
you will have to apologize or be on the defensive. You 
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old silver. 


either new or used. 


MEMPHIS 1 
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Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 





TENNESSEE 












have a legitimate bill to collect and to be pleasant about 
trying to collect it will get you much further thay by 


: . . 
L AIG LON B RACE LETS ae caged bayer 
After you have found a job, car, place of business ‘ 


something tangible whereby you can enforce collection 
_ . ; . at ° — 

— Better then, of course, youl task of collecting IS much easier 
a In contacting the debtor for the first time after locatins 

you will find many surprises, especially on accounts where 
Wear Better ek no action has been taken for a number of years, Onee 
a man was located in a suburban town. There had been 
no contact on the account for six years. His name wa 


9ASs . 
L’Aiglon watchbands are first in appearance found in the suburban directory and he was called, | 


with lasting beauty, outstanding quality and told him my name and said, “Mr. Jones, what about tha 
perfect fit. old account of yours that is six years past due?” He yp. 

plied, “How much is the balance on that?” I told him ang 
Created in yellow, pink or white gold with he said, “I’ll have a check in the mail today.” He kept 


his word. 

Many people who have skipped and left their accounts 
unpaid have had reverses. Their first thought is to pro. 
beck. vide for their families, not to pay any old bills, and many 
when they get back into better circumstances still forget 
to pay them. After you locate them and they are cop. 
tacted in the proper way, you will find you will be sue. 
cessful in almost every case in getting your money. Neyer 


L && be JEWELRY MFG CO lose your temper. Never let them get you behind the 


eight ball. Always be on the offensive. 


stainless steel back in 1/20 12K gold filled. 


Also available in stainless steel front and 


Sold Through Wholesalers Only 


Makers of Watch Bracelets for 25 years The hardest skips to locate are single girls who get 
36 Garnet Street Providence, Rhode Island married and move to another city who only had a few 


casual acquaintances and the married couples who sepa. 


Representatives in rate and go their different ways. 























NEW YORK CHICAGO LOS ANGELES When the balance on the account makes it worth while, 
never give up. As long as the skip is still alive, the 
—— chances are ninety-five to one you will locate him. 

* * A. M. Tannrath is an authority on credits, collections and skip 
a USH RD PROMPTLY tracing and is the author of a book on this subject entitled “How 
FILLED! to Locate Skips and Collect.” Copies of the book are available 

> . } 75 . 4 B a } } ag > i]. 
Good mows foc feet eiieete Gihdne . . . Pheto- from the author at 75 W. Van Buren St., Chicago 5, Iil., at 


genic Sochard Travel Clocks can help you $5.00 a copy. 


build volume by fast turnover at gift time. 
VANITY 


ALARM 
CLOCK 





‘Tablecloth’? Ads Promote 
Crystal, Sterling 







Here’s a simple idea which Louis Sunshine. head of 
Sunshine Jewelers, 15th and Welton, Denver. Colorado, 
has found exceedingly effective in promotion of cut crys- 
talware and sterling flatware along the counters of his 
store. 


Beene 






Handsomely encased in Mo- Carrying a large crystal department and a wide choice 
rocco finish cowhide leather. of sterling flatware, Mr. Sunshine uses periodically one- 
Only 234” square with radium : . ith special 
dial and hands and space for calendar or aen.06 half page or one-third page newspaper ads with specials 
picture in flap. Retails for os » on one or both. Whenever these ads are run, a 3 x 3-foot 








FOTO | square of high-quality white paper is cut out and the ad 
ALARM pasted in the center, or on occasion, a series of small ads 
CLOCK pasted together to form a “centerpiece” in the white 
Top grain square of paper. Then, samples of the crystal stemware 
sowlihde cess under promotion, the sterling flatware, etc., are grouped 
yer : Pe around the outer borders of the paper, to form “place 
Clock is fit- 


Spotted along the counter where customers moving 
through the store are bound to see them, these “paper 
tablecloth displays’ ’get a lot of attention, inasmuch as it 

— ee  digdeeure” makes the case-top appear as if set for a luncheon. Mov- 


HENRY SOCHARD Manufacturer of Traveling and ing closer, customers read the details of special sales, pro- 


Boudoir Clocks Since 1912. ° ° . ° 
1 offers, etc. connection with the flatware and 
435 FIFTH AVENUE, NEW YORK 16, N. Y. motional offers, etc., 1n n 


* % | stemware, and thus, many additional sales are made. 


ted with a 
radium dial and hands and main- * 
spring alarm. Holds two pic- "4 
tures in flaps. Retails for... 














150 THE JEWELERS’ CIRCULAR-KEYSTONE 





















Who’s the Silver Kid? 
(From page 134) 


the music faded into the background and two voices 


were heard. , 

First voice: “Who lives here?” 

Second voice: “I do.” 

First voice: “Like it?” - 

Second voice: “Well, it’s all right, I suppose.” 

First voice: “Tt’s colorful.” 

Second voice: “Oh, no. It has no color at all.” 

Then the music again, to complete the clue. 

Since Weismuller means “white miller” in German, 
the clue was intended to tell the listener that a miller 
was involved. through use of the tune “Down by the Old 
Mill Stream.” The last line of the dialogue was to tell 
the listener that white. or no color, was part of the Kid’s 
identity. 

Other clues followed the same pattern of association. 
It took about six weeks for listeners to identify the first 
“Silver Kid.” Now it takes about four. While the first 
prize was $1.500 worth of merchandise, the policy now 
‘s to start at $500 and increase the prizes at intervals. 

The “Silver Kid” program is on its fourth mystery 
name now. All the contests have been successful. In 
fact. the first one drew such a crowd that police had to 
be called to handle the blocked street car and automobile 
traffic in front of Silver’s. 

The program serves a dual purpose for the Silver 
Jewelry. It attracts customers and it keeps the store 
name in the public mind. In both it has been outstand- 
ingly successful. According to Silver’s, the zoom in sales 
has more than compensated for the cost of the program. 
The “Silver Kid” is now one of Silver’s regular salesmen. 


Personalized Christmas Promotion 


Sending out “personal” Christmas cards, which bear no 
advertising whatsoever, are a direct contrast to the usual 
jewelers’ Christmas merchandising methods which annu- 
ally harvests much goodwill and holiday sales volume for 
Rex Carter, owner of Carter’s Jewelers, in Fresno, Calif. 

While the Carter jewelry store uses all of the standard 
types of holiday promotion, including newspaper adver- 
tising, billboards, direct-mail, radio spots, window dis- 
plays and store decoration, Carter himself has adamantly 
refused to tie together “Christmas greetings” and “adver- 
tising” as he interprets it. An extremely popular business- 
man, a member of many clubs, civic associations, etc.. he 
depends instead on “personalization” to make his direct 
mail effective. 

“Each year I send out more than 5,000 Christmas 
cards,” Carter said. “These cost me an average of 15 
cents apiece. Each card is as handsome and as different 
as possible and each bears only my personal Christmas 
greetings to the recipient with no mention of the store 
or any of its products. I send out the cards to all names 
in the open and closed accounts, with the feeling that 
most of my customers will remember me by name and 
actually appreciate the fact that no advertising is in- 
volved.” 

Since this program went into effect two years ago, it 
has shown consistently good results, according to Carter. 
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Mc. FINE SWISS WATCHES. gil 
Obtainable through "your Wholesaler or 
RODANA WATCH COMPANY, INC. 
745 Fifth Avenue, New York 22, N. Y. : Plaza 9-6346 








PARTNERSHIP 


WITH 


WATCH IMPORTERS 


Excellent opportunity for partnership with watch 
importers; exclusive agents for well known Swiss fac- 
tory. Nationally advertised, with country wide cov- 
erage on retail jewelers. We enjoy highest reputation 
and our products receive fine public acceptance. 


Interested only in thoroughly qualified man of high 
caliber and established record with long and proven 
experience in administration, sales wromotion and 
merchandising in watch or jewelry field. 


Initial arrangements to be discussed and when abil- 
ity has been demonstrated, the person who qualifies 
can become {ull partner. Must be financially respon- 
sible, but no immediate investment required. 


Give full details regarding past activities and con- 
nections. All information will be held strictly con- 
fidential. 


Box “A., 3923" 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street New York 17, N. Y. 















New! Fraternal Rings.... with meaning 


MASONIC RING* | Compensation Plan 


Here's a Masonic Ring with real (From page 136) 


meaning, rich symbolism, elab- — 
orate detail, fine craftsmanship! steps to reduce it. Some jewelers cannot stand this ratio 


10-Kt. gold . . . . $35 and earn maximum profits. It all depends upon the lines 
14-Kt. gold . . . . $42 sold, managerial efficiency and other internal factors 
7 reyes If a jeweler sells merchandise that gives a high aver 
Write Arts & Crafts for free mats age 
of tested newspaper advertisements. | margin, he can aflord a_ bigger payroll- to-sales ratio 
rat a jeweler who sells his wares at lower Margins, 
We do not offer standard ratios for jewelers to follow. 
ARTS CRAFT There are none. The jeweler must set up standards syjt. 
b . LU. able to his operations from a study of experience fig. 
FINE MEN'S RINGS ures and check results with the formulas given in this : 
article to see that the ratio of payroll-to-margin js kept 
in the safety zone and not allowed to become excessive, 
Our purpose here is to point out an element of busi. 
ness analysis that must be watched carefully, particularly 2 
in a buyer’s market, because it has a big influence upon 
iNet ultimate profit. 
ad lL. 3 ‘ 9 The foregoing figures, which are merely illustrative and 
eu LLOYD S are not intended to represent the ratios of any group of 
“en | jewelers or individual jeweler, show clearly that some 
P. O. BOX 559 _ jewelers can afford to pay a larger payroll percentage on 
PROVIDENCE 1, R. I. sales than others, yet, in paying employes or when analyz. 
ing the results of operations, compensation is usually 














































































*Patents Pending 







106 ANN STREET 
HARTFORD, CONN. 
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All 

shapes computed solely on the basis of sales and checked against 
and the average figures in the jewelry field, if these figures 
sizes N. Y. Representative: are available, when the varying margins earned by dif- 


GILBERT CAHN, 110 W. 34th St. _ ferent jewelers make such procedure hazardous. Even 
the difference of only one or two per cent in margin may 
increase or decrease net profit 30 per cent or more. 


Anal cin, using the f las given here, 
DIAMONDS ror EXPO SUNIL | coGahoss chen cunpuacton pon ons Gihed x pay aal 


don’t depend upon the other fellow’s figures. 


BARBER «» SLUIS 


ST ANDREW'S HOUSE Billboards Pay Dividends at Holiday Time 


Colorful billboards, featuring simply the suggestion 


32/34 HOLBORN VIADUCT “Holiday Gifts” along with the slogan “A Safe Place 

















R@) | 3) @)\\ ma aemm to Buy Diamonds,” have proved a most effective Christ- 
mas advertising medium for Selle Jewelry Company, St. 
CABLES: SRC eee IONE | | ouis, Missouri. 
POR eT While Selle’s makes regular use of newspaper adver- 
ALL QUALITIES AND SIZES POLISHED AND ROUGH tising through the Yule season, the store credits the bill- 
FROM: boards, 100 of which are distributed through St. Louis 





EO) NOC) NPN IRAs ae UhSeeeretigs | and St. Louis County, for a major part of their holiday 
store traffic and mail order business. Each billboard 
N ; ; . is located on the basis of traffic past the point at which 
ew! Fraternal Rings Jeet with meaning it is erected, with from 25,000 to 50,000 people per day 
“exposed” to suggestions, according to the management. 
Kn hts Of Columbus Rin | Billboards are done in flat, primary colors, each con- 
g 9.” > PF tity 
mee ; ' taining the store trademark, which combines a 58-facet 
Here's a K of C Ring with real | © ; ; 4 ; 
meaning, rich symbolism, elab- | diamond with the store name. Old English lettering 1s | 
orate detail, fine craftsmanship! | frequently used for the “Holiday Gifts” message, which 
10-Kt. gold . . . . $35 | Selles’ feels make a more lasting impression than at- : 
14-Kt. gold . . . . $45 , list 3 f ' i eel 
Prlees Uovatene tempting to list jewelry giit suggestions on the boara. 
? : : 
Write Arts & Crafts for free mats Second only to the billboard program, which Selles 
of tested newspaper advertisements. | management believes “saturates” the St. Louis area, are 
steanaasslidaaians sides the store’s beautiful windows, including six which face 
on a heavily traveled arcade inside the downtown office 


building in which the store is located. 
TecryT AMan CRAFTS LU. "Following a ain prewradky by Oliver Selle, late 


FINE MEN’S RINGS 
president of the firm, each window contains a complete 
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ages and members of the family, 


ifts for all 
lection of cifts to “ i 
_— dian 26 or more items per window, with a 
imc or ro) if P , ‘ ; ai 
oo atmosphere provided with dignity throug 
“Chris s . 


olass ball ornamen | stars 
. etc., suspended on white satin ribbons 
., Sus} 


Not a single Santa Claus or rein- 
e simplicity of the decorations 


f ts, delicate tinsel stars, glass 
means 9 
filigree figures, ¢'¢ 
vr the merchandise. 
ever used, th 
ndows “stand out” sharply. 

Selle’s windows are closed in at the rear 
es, an Old English motif is thus pro- 


and attention is concentrated on 


over th 7 
deer figure 1s 
making the w1 

Inasmuch as 
with leaded glass pan 


; h window, 
vided in eac ied meng” 
the merchandise, rather than on the “trimmings. 





“Give as Well as Take” 


(From page 132) 

This past year it was illustrated with a photo of Mr. 
Arkin handing the trophy to the troop leader. - 
Another community participation program that = S 
enjoys in bringing to the public is their amateur nights 
at a local theater. All local talent registers in the theater 
for participation on Monday and Wednesday evenings. 
Any community residents may receive tickets to this show 
by dropping into the store for them. . 

“All amateurs are awarded prizes based upon audience 
applause. The first-prize winner is given an opportunity 
to participate on radio station WJZ, which conducts a 
nationwide radio amateur program. The second and third 
winners receive jewelry gifts donated by the Arkin store. 

Just recently, Arkin’s put on display a large diamond 
selection which brought in thousands of local residents. 
Every woman attending the display was given a fresh cut 
rese and by noon on the day of the event, every woman 
shopper in the center of town had a rose pinned to her 
coat. 

“We gave out a few thousand roses,” says Arkin, 
“which caused quite a bit of comment throughout town. 
We did not attempt to sell merchandise during this ex- 
hibit, but only wanted to acquaint the public with our 
full stock of diamonds. It proved very successful as we 
made numerous sales during the following weeks.” 

This display was tied in with a full page ad in the 
Paterson Morning Call newspaper. Large frames with 
copies of the ad were placed in the store windows and 
attracted the attention of shoppers passing by the store. 

The store is located on the busiest traffic corner in 
Paterson. In order to get the most from the street traffic 
the front has been made circular. The windows near the 
corner were formerly in the form of a square. If window 
gazers desired to keep looking into the window from the 
side of the street that they were on, it meant that they had 
to walk around the corner. This was done away with 
during the store’s modernization and the corner windows 
were made into a circular effect. Now customers can look 
into the entire show windows without being aware that 
they were walking around the corner. 

The store’s interior follows the same circular pattern. 
Air conditioned with ceiling spotlights and fluorescent 
tube lighting, the store is completely modern down to the 
circular counters and self-lighted wall cases. A winding 
staircase at the rear leads to an upper floor where a watch 
repairman is on full-time duty. He is located directly 
above a circular opening in the store ceiling that attracts 
attention as customers come in. 
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Send for Folder R 


get a 


NEW HERMES — pay out of profits 


13-19 University Pl. New York 3 











ero NEW HERMES 


— pay out of profits 








Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 } 














CASH IN ON THE REVIVAL FAD FOR 


Souvenir Spoons 


For Plus Sales and Profits 






This timely revival of Sou- 
venir Spoons is a sales sensa- 
tion, already proven by eager 
public response to promotion 
tests in several cities! 























Scores of designs in ster- 
ling teaspoons and demitasse 
(or toddy) spoons to sell singly 
or in sets—over 2000 dies avail- 
able. Favorite glamour spots of 
every State—famous cities—na- 
tional parks—historic landmarks 
— major colleges — gay holiday 
designs—PLUS cute creations in 
Baby Spoons! 


Popular prices with a gen- 
erous profit. Free newspaper 
mats, display helps and promo- 
tion suggestions. Write for full 
information now! 
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ATTLEBORO, MASS. 
DISTINCTIVE METAL CRAFTSMEN SINCE 1892 


























Chelsea Figures 


3. Pressed Glass Console Set 











Modern Hurricane Lamps 








4. Royal Jackson Pattern 


CJ 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Bethwood china dressing-table lamps—20" tall, painted 
with spiral of tiny roses and coin gold; coin gold base and 
neck. Perfume bottles, powder jar and tray match the lamps. 
Created by Beth Weissman, Inc., 49 West 23rd St., N. Y. 


2. Spode Chelsea figures made from the original old Chel- 
sea molds—delicately detailed and naturally colored. They 
are "Richard Quinn" and "Mistress Robinson," 9" tall, retail 


$35. From Copeland & Thompson, Inc., 205 5th Ave., N. Y. 


3. A part of the popular "Century" line of pressed pieces 
is this console set consisting of an II" footed bowl with 
rolled edge, retail $3.50; and two 4!/"" candlesticks, retail 
$3 a pair. From Fostoria Glass Co., Moundsville, W. Va. 


4. "Fairfax''—a Royal Jackson pattern in the "Shadowlawn’ 
series, with soft-toned stylized center floral and _ pastel 
shoulders in gray, green, or peach. In Jackson china from 
Vogue Ceramic Industries, Inc., 2 East 26th St., New York. 


5. Dorlyn brass hurricane lamps, part of American Modern 
line designed by Tommi Parzinger. They are 16" in height 
with footed base and perforated lids, and retail at $30 4 
pair. From Vincent Lippe Co., 225 Fifth Avenue, New York. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of TIFFIN and GLASSPORT fine glassware 








1. Tiffin Console Set 


2. Silverplate Service 








. Franconia China 


w 





4. Porcelain Madonna 
CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. Unusual in design and practical in use are these flat- 
on-the-table candleholders with 13" bowl in the Pearl Edge 
shape. In Tiffin glass, they are etched with the "Tiffin 
Rose" pattern. From United States Glass Co., of Tiffin, O. 


[] 2. New in the hollowware field, this "Spring Garden" tea 
or coffee service is in heavy silverplate made by process 
recently perfected by company. With footed tray, retails 
at $147.50 tax inc. By Holmes & Edwards, Meriden, Conn. 


[] 3. “La Princesse" pattern in Franconia china by Krautheim 
from U. S. Zone of Bavaria. Gadroon embossment on ivory 
rim touched with fine gold; 5-pc. place setting, $11.05 retail. 
Stocked in N. Y. by Herman C. Kupper, Inc., 39 W. 23rd St. 


[] 4. Sculptured in Bonzi Porcelain by Wilna Splivalo, this 
Madonna figure stands 16" in height and it is finished in 
either a bisque or glaze finish. Retail, $32 and sold by 
Robert L. Coslette, 710 West 7th St., Los Angeles, Calif. 


[] 5. Smartly styled and popularly priced are these pieces in 
the "Serpentine" line of ceramics from California. They 
are done in chartreuse or forest green touched with gold. 

5. California Ceramics From The Bennetts, 8353 Sepulveda Blvd., San Fernando, Cal. 
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modern hand-crafted 
crystal stemware 


© 9-OZ. WATER GOBLET 
®12-OZ. FOOTED TUMBLER 
@ SAUCER CHAMPAGNE 

© CLARET 

® WINE 

© COCKTAIL | 

@ CORDIAL 

© 6-IN. AND 8-IN, PLATES 


For immediate sales franchise write to 
our Sales Department JCK and our 
representative will contact you promptly. 








Our number 903, China Rose 
pattern is hand-cut on hand- 
crafted crystal stemware. De- 
signed to complement any tradi- 
tional or contemporary rose- 
pattern china. Equally beautiful 
for contrast with plain table- 
ware. A pattern that “sells itself” 
making quick turn-over and 


profits for alert dealers. 


IMPERIAL GLASS CORPORATION 


FOR DECEMBER, 1949 


Bellaire, Ohio 
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1. Matched Stemware 





2. Hand-Cut Vases 





3. Ceramic Miniatures 





4. Pottery Dinnerware CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Two new stemware designs—left, engraved cutting, the 
“Dolly Madison Rose,’ $45 a dozen, matching Castleton 
China pattern; cutting "Botticelli," $60 a dozen, matching 
Frank Whiting silver pattern. From A. H. Heisey & Co., 

Newark, O. 


[] 2. Quartet of hand-cut glass vases set on sterling silver 
bases include, left to right: 12" vase, retail $15 each; 
10", retail $12; 9", retail $9; and 8!/." bud vase, retail 
$9. Created by the Silver City Glass Co., Meriden, Conn. 


[] 3. Amusing new ceramic miniatures made in California are 
these swans and their cygnets. The swans may be retailed 
for 50¢ each and the cygnets for 25¢ each. They are made 
by the Hagen-Renaker Potteries, Box 32, Monrovia, Calif. 


[] 4. “California Apple," newest addition to Poppytrail Pot- 
teries line, in natural color against cream. Blends with 
"Ivy" pattern; 16-pc. starter set retails at $12.95. From 
Metlox Pottery, 1200 Morningside Dr., Manhattan Beach, Cal. 


[] 5. Fish swim through the handle and back down into bowl of 
this “Aqua-Loop" aquarium, made in clear plastic, 9!/4"' tall. 
Individually boxed, it retails for $3.98. From Nosco Plas- 

5. Loop Aquarium tics, it is sold by Breslauer-Underberg, 225 5th Ave., N. Y. 
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ESTABLISHED (642 


INCORPORATED 


CHICAGO NEW YORK 


LOS ANGELES 











Reed-Wrapped Ice Bucket 









4. Aluminum Condiment Set 


# & o an. 


7 


5. Packaged Gifts 
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. Hand-Painted Bowls 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. From the studio of Miksch of California come these ca- 
pacious hollow-stem champagne saucers. They are decorated 
with bands of non-tarnishable silver and retail at $18 « 


doz. From T. R. Schott & Co., 901 Brack Shops, Los Angeles. 


([] 2. Wrapped in genuine reed with brushed brass base and 
handle and vacuum liner, this two-quart ice bucket may be 
retailed for $32.50. Open by lifting center rod and tilt- 
ing lid. From Maxwell-Philip Co., Inc., 551 5th Ave., N. Y. 


[] 3. Part of a wide assortment of accessories decorated by 
Charlton is this series of six glass bowls in the modern 
style, richly hand-painted in various patterns and colors. 


Made by Abels, Wasserberg & Co., Inc., 23 E. 26th St., N. Y. 


[] 4. Gift-boxed 4-pce. condiment set in satin-finish aluminum 
in Bali-Bamboo design includes holders for horseradish, with 
jar and spoon; Worcestershire sauce, mustard, and ketchup. 


Wholesale, $2.75. From Everlast, 225 Fifth Ave., New York. 


[] 5. Packaged in acetate "'clear-view" boxes, these items in 
the Fleur de Lis line include demi-tasse cups, retail $60 
a doz.; ceramic slippers, $3.50 and $5 each; powder box, $10. 
From Russell Ragland, 2414 West Seventh St., Los Angeles. 


THE JEWELERS’ CIRCULAR-KEYSTONE 























Warmest Greetings 


To Our 
Many Good Friends 


We think the most enjoyable thing about 





the holiday season is the opportunity it 


gives us to sincerely wish you much personal 





happiness in the coming year. 


We will meet you at the 
Pittsburgh Show — William Penn Hotel, Parlor D 
Chicago Show — Palmer House, Room 810 
Los Angeles Show — Biltmore Hotel 











CASTLETON CHINA 


Incorporated 


212, Fitth Avenue, New York 10, N. Y. 
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amd Pnice List today. 
Batt Weissmam. ne, 44 West 23nd S treet How York 
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by MADELINE LOVE 


— IRVING, a director of the Paragon bone ching 
factory in England, displays the new glost oven to 
Princess Elizabeth during her recent visit to the plant, 
The Paragon factory has been appointed “china potters 
to the queen” by both Queen Mary and Queen Elizabeth, 
and during her inspection, the princess was shown ap 
order ‘wed produced for her mother and grandmother. 


Princess Elizabeth is conducted on a tour of the Paragon 
factory by Leslie Irving, director of the company. 


A set of six tankards was given to her for presentation 
to the Duke of Edinburgh, and she was also given some 
jumbo cups and saucers and a mug which had been 
painted by 7-year-old Barrie Irving, Mr. Irving’s son. 
Paragon china is carried in this country by the firm 


of Fondeville & Co.. Inc. 


* 


— added to the list of Spring gift shows are 
these: Florida China and Glass Show, January 8 
to 10 in the San Juan Hotel, Orlando; New York State 
Gift Show, January 22 to 25 in the Hotel Lafayette, 
Buffalo; Mid-Winter Market Week, January 29 to Febru- 


ary 3 in the Parker House, Boston, Mass.; the San 


Francisco Spring Show, February 5 to 9 in the Civic 


Auditorium; Western Winter Market, February 6 to 10 
in the Western Merchandise Mart, San Francisco; Port- 
land Gift Show, February 12 to 15 in the Portland Hotel, 
Portland, Ore.; Cleveland Gift and Art Show, February 
12 to 15 in the Hotel Statler; Seattle Gift Show, February 
19 to 23 in the Olympic Hotel; St. Louis Spring Show, 
February 26 to March 1 in the Hotel Statler; Detroit 
Gift Show, February 26 to March 2 in the Hotel Statler 
and Book Cadillac; Philadelphia Gift Show, March 13 
to 17 in the Benjamin Franklin Hotel; the Pittsburgh 
Gift and Art Show, March 19 to 22 in the William Penn 
Hotel; and the National Capitol Gift, Art and Housewares 
Show, March 26 to 30 in the Willard Hotel, Washing- 
ton, D. C. 
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To satisfy the great demand this new card game 
is creating . . . famous Guild plastic coated play- 


ing cards are now presented in Canasta sets. Gilt RETAIL AT “ | ¥ 5 > 


edge decks are packed in beautiful crystal-clear 
plastic case, complete with official rules. No. 1802 
—$13.24 per dz. sets (Pkd. 12 dz. sets). PER SET 


GUILD 


Fw Deekue 


SET 


Four decks—companion Canasta sets—of 
OTTH [om ol(oh dire Moe [co Mm ololel ¢-to MEL Me MM [UD AU a foltT S 
rayon-moire box with crystal-clear plastic lid. 
Plastic coated cards with gilt edges. No. 1849 
—$25.44 per dz. sets (Pkd. % dz. sets). 


OFFICIAL 


AND Sur Vde 


Aiko Mee) o}(-+ Meo) Meodiilelle] Mavis Millom ol-Molcel-ta-to Ml 0) 

ol Yelle Mol muleMoslelcel-Mia(oha-B ellis mele acl e- olo lel: 

in stock to sell at 10¢ each (No. 451—-72¢ per 
P F R S ET fob Pkd. 3 dz.). 


WESTERN PLAYING CARD CO. ¢ WHITMAN PUBLISHING CO. 
RACINE, WISCONSIN 


DIVISIONS OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, ONE OF THE WORLD'S LARGEST COLOR LITHOGRAPHERS 
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FRANCONIA CHINA 


made by Krautheim Bavaria (U.S.A. Zone) 


Harmony Perfection 


dlbntanil in 
View DINNERWARE Yttemn 





Meadow Flowers 


A grand total of 94 beautiful flowers of hill and dale are 
interchanged on the various pieces in this new and inter- 
esting pattern on a graceful “contemporary” shape. 
This originality in design, gives each piece an individuality 
all its own. Combined, the flowers blend to perfection, form- 
ing a most unusual and attractive dinnerware suite. 


The name of each flower is printed on the back of all 
pieces in English and German, together with the Botanical 
name in Latin. 


5 pc. PLACE SETTING £0 retail for $9.15 
Available in Open Stock for March delivery 





eweters—a cordial invitation is 


extended to view our complete lines 
at the 
KEYSTONE CHINA & GLASS SHOW 


January 5 to 12 
ROOM 442, FORT PITT HOTEL 
PITTSBURGH, PA. 











Send for illustrated pamphlet. 


HERMAN C. KUPPER, INC. 


39-41 WEST 23rd ST., NEW YORK 10, N. Y. 
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| nae HAMBRO, director of the Hambro Tradin 
Co., of London, and Edgar Lawley, head of . 
Lawley Group of Potteries (England), have announced 
that their joint subsidiary, Ridgway & Adderley, Jn. 
will have exclusive sales rights here for china and earthen. 
ware produced in 10 potteries in the Lawley group be. 
ginning January 1. A modernization plan is now under 
way at the potteries and the group is setting its pro- 
duction sights high. All of the ware will be sold unde 
two trademarks—“Adderley” for the bone china and 
“Ridgway” for earthenware. Headquarters for the outfy 
will be at the Hambro House of Design, New York. 


% % % 


USTIN THARAUD & SON, INC., New York jn. 

porters of English tableware and Holland glassware 
will be representative for the new co-ordinated group of 
modern tableware designed by Russel Wright. These 
lines, which will include new forms and new processes 
in the treatment of both earthenware and glass, will be 
ready for the market about January |. 


3 % % 


a of English china and earthenware in this 
country are expected to put up considerable re. 
sistance to the projected plan for a mail order export 
business announced recently from England. Word has 
reached here of such a program to be put through by 
the British Export Trade Association, with pottery from 
certain selected sources to be sold here at prices from 
25 per cent to 30 per cent below lines offered by the 
stores. It is believed that door-to-door selling may also 
be a part of the plan. 

Importer-wholesalers of such merchandise discount the 
importance of the move, expressing the belief that only 
small lines not already sold here will be involved. And 
they believe, too, that British exporters will meet problems 
of breakage and consumer dissatisfaction with merchan- 
dise which will do much to counteract any benefits re- 
sulting from the scheme. 


+ % *% 


UGENE L. FONDEVILLE, president of Fondeville 

& Co., Inc.. New York importers, has appointed 
Frank M. McNiff, 695 Prospect Boulevard, Pasadena, 
Cal., to represent the company in ten western states. 
Mr. McNiff has covered this territory for the past ten 
years, having previously represented the Worcester Royal 
Porcelain Co., Inc., and Franciscan China. He was for- 
merly manager of the Los Angeles Gift Show and domes- 
tic trade commissioner of the Los Angeles Chamber of 
Commerce. Fondeville & Co. are American agents for 
the Paragon, Embassy, and Floral lines of English 
bone china; Simpsons, Susie Cooper, Burgess & Leigh, 
Crown Devon and Wade, Heath & Co. lines of earthen- 
ware; and are sole distributors of the Royal Tettau and 
Royal Coburg lines of china. 


*% % % 


INCENT S. LIPPE, recently resigned as sales man- 

ager of Sun Glo Studios, has formed his own giftwares 
company under the name of Vincent Lippe Co., with 
showrooms in Room 1219 at 225 Fifth Avenue, New 
York. He is representing certain short lines in Royal 
York China from the Midhurst Importing Corp., as well 
as Parzinger brassware and Dorlyn sterling silver hollow- 
ware. 
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GO d e since 1770 


THE WFINE ENGLISH 


DINNERWARE 





corel. AND 





Fine English Earthenware 





‘ SPOUVE 
, COPELANCS CHINA 
English Bone China LANDS Ct 


sxc] 
Lowestoft Stone China ‘SPODE 


Stone- 


Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 














AMERICAN PRODUCERS OF 


GLASS and POTTERY 
FOR EVERY PURPOSE 
INVITE YOU TO COME 


In Hotel William Penn in Pittsburgh from 
Thursday, Jan. 5th, through Friday, Jan. 
13th, American manufacturers of table 
glassware, art pottery, dinnerware, deco- 
rated glass, hand-crafted pottery and 
glass, china specialties and fancy items of 
all kinds will make their annual exhibit. 


Nowhere else than in Pittsburgh in Janu- 
ary can there be such a concentration of 
lines direct from the producers. 


HOTEL WILLIAM PENN 
Jan. 5 to 13, 1950 


Associated Glass & Pottery Mfrs. 
Box 227, Knox, Pa. 
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DECEMBER, 1949 


we wish you whe 
a holiday ~ 


ughl 


with happiness 
Aa and cheer 


Visit us 
y January 5-13 
4 at the Pittsburgh 
- Glass Show 
_" Hotel Wm. Penn 


| ™,, Room 488 4a" 
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. popular 
Gold -on- Crystal 


Sterling - on - Crystal 


Fine Arts Crystal 


Cut Crystal 


Silver Citi ly 


GLASS COMPANY 


MERIDEN © CONNECTICUT 
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0" Calfarnia Sift Dhow 


CHINA - GLASS - LAMPS - STATIONERY 
JEWELRY - DECORATIVE ACCESSORIES 






Preview Item Market of the World... featuring thou- 
sands of newly designed and smartly styled products 
created especially for your department...and unveiled 
at this event... Look for the “‘PREVIEW TAGGED” items. 








_ - MANAGED BY LOS ANGELES TRADE FAIR INC. + WOODY C. KLINGBORG, SHOW MANAGER 





hr 











Chinese Jade— 


| 14kt gold and silver gilt assortment in jewelry, good 
jade and workmanship. 
Ask for small memo 








== “THE BEST FROM — | ASIATIC ART JEWELRY CO. 
ALL THE WORLD” 225 Fifth Ave. New York 10, N. Y. 
KEYSTONE | 
\ CHINA & GLASS SHOW | For immediate delivery, from Germany 


HOTEL FORT PITT, PITTS., PA. 
no JAN. 5th-13th, 1950 
———: J. A. SQUIRES 1165 B'WAY, N. Y. 


JEWELRY CHAIN MAKING MACHINES 


manufactured by the renowned, old established plant of 
FISCHER & CO., Pforzheim 


These precision machines of high production manufacture auto- 
matically: Cable, Rope, Curb, Ball, Foxtail, Snake and Specialty 
Chains. Address inquiries to U. S. A. representative 


ERIC R. BACHMANN, 507 Fifth Ave., New York 17, N. Y. MU 7-4859 





























It's New! It's Fascinating! It's Profitable !y 
Now Learn Gem Setting By Mail Today 
Write for FREE Booklet 


| BEAUDET’S JEWELER’S ARTS, INC. 
1940 North Third Street 





MILWAUKEE 12, WISCONSIN 
The Onyinal School of Correspondence in Gem Setting 




















HOWARD AUCTION ASSOCIATES 


will buy you out or sell you out. Sales conducted from coast to 
coast. You have no expense until you show profit. Interviews at our 
expense. Bank and trade references. All correspondence confidential. 
Staff of experienced auctioneers. 


HOWARD AUCTION ASSOCIATES 


E. M. AUSLANDER, Director 


823 BOARDWALK ATLANTIC CITY, N. J. 
Phones: A.C. 5-0007 — A.C. 2-2043 
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Rise in Gold Price 
Deemed Unwise 


During the past six weeks countless 
rumors have been chasing around about 
gold, its price and convertibility. These 
rumors brought forth wide-spread and some- 
times hasty comment. 

We are herewith reporting what re- 
spected authorities and government offi- 
cials have said recently on the subject of 
increasing the price of gold. 

President Truman, on November 10th, 
emphatically denied that there was any in- 
tention of raising the dollar price of gold. 
He went on to say that, as long as he was 
President of the United States, the value 
of gold was fixed. Gold officially has been 
priced at $35 an ounce since President 
Roosevelt raised it to that price from $20.67 
in 1933. 

Rumors about boosting the U. S. official 
price of gold from the present level of $35 
an ounce have been consistently denied by 
Secretary of the Treasury John W. Snyder. 
In the course of an address before the 
American Bankers Association, Secretary 
Snyder said he was unwilling to comment 
on such suggestions regarding the gold 
price since they would not materialize and 
reiterated his statement that the price would 
not be advanced. 


PAPER DISPUTES TRUMAN'S CLAIM 


Commenting on their statements, The 
New York Daily News stated editorially 
that “Messrs. Truman and Snyder couldn’t 
perform such a niece of financial rassmatazz 
if they wanted to.” The paper pointed out 
that the power to regulate the value of 
money, which Congress delegated to Presi- 
dent Roosevelt in January, 1934, expired on 
June 30, 1943. 

“Since then,” the editorial advises, “Con- 
gress has again had sole power under the 
Constitution to coin money and regulate 
the value thereof. Legally, then, the price 
of gold could not be jockeyed either up or 
down without an Act of Congress, preceded 
by plenty of debate and publicity.” 

The closest and most competent attention 
given the subject of increasing the price of 
gold was during the annual convention of 
the American Bankers Association. All the 
delegates that attended agreed that it would 
be unwise and even dangerous to increase 
the price of gold above the present level 
of $35 an ounce. 

Among the authorities who discussed the 
matter in the convention’s sessions were the 
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Three-Man Committees From JITC and JRF 
Planned for Continuance of United Tax Fight 


When the 81st session of Congress re- 
cessed, all hopes of securing relief from 
the jewelry excise tax this year ended. 

While Congress was in session, the in- 
dustry gave a good account of itself on 
all levels. Retailers cooperated with the 
Jewelry Industry Tax Committee who had 
its “Minute Men” stir-up retailers to con- 
tact Senators and Representatives. Leon 
Engel, chairman of the JITC. worked 
zealously in the fight for tax relief and 
maintained daily contacts with legislators 
in’ Washington. The Jewelry Research 
Foundation, through Beardsley Rum! and 
Leon Henderson, worked with Engel and 
made efforts to bring the true economic 





ABA’s retiring president, Evans Woollen, 
Jr. Mr. Woollen declared that it was “dis- 
turbing” that there were so many reports 
that the price would be raised. He added 
that the source of such reports was fre- 
quently “surprising” and emphasized that 
such action would do great harm. 

Allan Sproul, president of the Federal 
Reserve Bank of New York, who also ad- 
dressed the ABA convention, stated that an 
increase in the price of gold would have 
two major results. He observed that it 
would provide the gold-producing countries 
(and domestic gold producers) and coun- 
tries which have sizable gold stocks with a 
“windfall.” And it would provide the basis 
for a manifold expansion of credit in this 
country which could be highly inflationary. 

Thomas B. McCabe, chairman of the 
Federal Reserve Board of Governors, added 
his voice to those of the President and the 
Secretary of the Treasury in deploring 
rumors of a mark-up in the official price of 
sold. He said that an increase in the price 
of gold would have the same effect as an 
arbitrary issue of “greenbacks” and would 
“expose the economy to great inflationary 
dangers.” 

In an editorial entitled “Don’t Boost Price 
of Gold,” that appeared in the October Ist 
issue of Forbes magazine, B. C. Forbes de- 
clares that the United States Government 
should not boost the price it is willing to 
pay for gold from $35 to $50 an ounce or 
any other inflated figure. “Since some 20 
countries have revised, downwards, their 
currencies, in relation to the U. S. dollar,” 
Mr. Forbes observes, “we must expect to 
witness keener bidding for gold in various 
countries.” 





facts of the bad effects of the excise tax 
to the attention of various members of 
government bureaus. 

Shortly after Congressmen and Senators 
left Washington, there were several devel- 
opments in the industry picture which 
have a bearing on the effectiveness of the 
tax-fighting forces in the jewelry industry. 


JITC MEMBERS RESIGN FROM JRF 


Seven members of the Jewelry Indus- 
try Tax Committee tendered their resig- 
nations as members of the board of di- 
rectors of the Jewelrv Research Foundation 
alt a meeting of JRF trustees held on 
October 27th. Those’ resigning were 
Maurice Adelsheim, immediate past presi- 
dent of the American National Retail 
Jewelers Association: James B. Dickey; 
Leon J. Engel, chairman of the JITC; 
(;. H. Niemeyer, chairman of the Jewelers 
Vigilance Committee; William B. Ogush. 
director of the JVC; W. Waters Schwab, 
director of the JVC. and Kenneth [. Van 
Cott, president of the ANRJA. 

These former JRF directors, in a joint 
statement giving their reasons for resign- 
ing, pointed out that the Foundation “had 
deemed it politic to operate independently.” 
Secondly, it was stated that the collection 
cf monies for the same purpose by more 
than one organization “has created a 
state of confusion in the industry.” 

“We think that our concentration of ef- 
fort on the activities of the Jewelry Indus- 
try Tax Committee,” the statement read, 
“will provide the vitally necessary single- 
ness of purpose and cooperation which 
will produce the most effective action in 
obtaining complete elimination of the tax 
at the earliest possible date. We can cer- 
tainly speak for the Jewelry Industry Tax 
Committee in saying that, as in the past, 
it will welcome any and all help which 
any individual or organization can give.” 

The JRF accepted the resignations of 
Messrs. Niemeyer and Schwab as Trustees 
and Dickey, Engel and Ogush as directors. 
(Van Cott and Adelsheim had not com- 
municated their desires to resign at the 
time when the JRF release was made, 
but a spokesman for the JRF said that no 
effort would be made to refuse any resig- 
nation.) A panel of directors for the JRF 
will be selected at an undetermined date 
and a meeting of the new board of di- 
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rectors will be held some time in January. 


In a release distributed after the JRF 
meeting, trustees of the Foundation con- 
cluded “that an error had been committed 
in making the organization a federation 
by selecting a majority of the managing 
directors solely because they were repre- 
sentatives of various existing organizations 
in the industry.” 


In the future, the release stated, the 
Trustees of the JRF will select as directors 
“members of the industry as individuals 
with capacity and willingness to give time 
and effort wholeheartedly to its objectives 
of conducting research and educational 
programs bearing on economic and related 
phases of the jewelry industry and assur- 
ing that the resulting programs are avail- 
able beneficially for all segments of the 
industry.” 

The release re-emphasized that the foun- 
dation “stands ready to supply the JITC, 
as well as all other organizations in the 
industry, with economic materials which 
may be useful to them in their respective 
activities.” 

The day after the above-mentioned meet- 
ing of JRF trustees, Leon J. Engel, chair- 
man of the JITC, issued a statement de- 
claring that the Foundation in many in- 
stances “has taken steps without advising 
or consulting with the Jewelry Industry 
Tax Committee.” 


The text of his 


follows: 


statement, in_ part, 


“I think that you, as a member of the 
gewelry Industry Tax Committee, should 
know of action which is being taken by a 
few of us. 

“Experience has shown that as far as 
‘Washington’ is concerned an_ industry 
should be unified in its efforts to secure 
consideration in any matter. This is par- 
ticularly true when it comes to a fight 
such as we are in to secure relief from 
the excise tax.” 


JITC HOLDS MEETING 


Two weeks later (November 10th) the 
Jewelry Industry Tax Committee held a 
meeting at which the following jewelry 
trade associations were represented: 
American Jeweled Watch Manufacturers 
Association; American Stone Importers 
Association; American Watch Assemblers 
Association; American National Retail 
Jewelers Association; Associate Jewelers: 
Chicago Jewelers Association; Diamond 
Manufacturers & Importers Association; 
Educational Jewelry Manufacturers Asso- 
ciation; Fountain Pen & Mechanical Pen- 
cil Manufacturers Association; Jewelers 
Vigilance Committee; Jewelry Crafts As- 
sociation; National Association of Credit 
Jewelers; National Wholesale Jewelers 
Association; New England Manufacturing 
Jewelers & Silversmiths Association, and 
the Sterling Silversmiths’ Guild. 


During the course of the meeting, two 
national jewelry associations, the National 
Association of Credit Jewelers and the 
New England Manufacturing Jewelers & 
Silversmiths Association, offered prepared 
statements which expressed the belief that 
the JRF is a necessary complement to the 
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efforts of the JITC if it is to successfully 
wage its fight for excise tax removal. 


Excerpts of a statement read by H. A. 
Goldberg, president of the NACJ, were: 


“We of the NACJ strongly feel that there 
is no conflict whatsoever between the 
activities of the Tax Committee on the 
one hand, and the Jewelry Research Foun- 
dation on the other, and, in fact, without 
both organizations supplementing each 
cther, neither organization can do the 
job.” 


CITES SENTIMENTS OF NEMJ&SA 


In expressing the sentiments of the 
NEMJ&SA, J. Carlton Bagnall declared 
that the New England group feels that 
“the JITC is. ard sheuld continue to be 
the lobbying organization for our indus- 
try.” He added, “We have long felt that 
the ‘Minute Man’ program, if qualified 
people are appointed and carry out their 
responsibilities properly, is a sound ap- 
proach in the direction for tax relief.” 

Mr. Bagnall said that the NEMJ&SA 
feels strongly that the “JRF is a ‘must’ 
for our industry in that it performs a 
function which the JITC is not equipped 
to do.” He cited the information, research 
analyses and statistics that the Foundation 
obtains and presents to the government 
and to economic advisers in the adminis- 
tration, which “should produce a fairer 
and more progressixe tax policy.” 

“For the reasons cited above,” Mr. 
Bagnall asserted, “we feel that it is in- 
cumbent upon the JITC, in order to 
achieve the unity in the industry which 
we all believe so vital to our well being, 
to re-double its efforts.” He also said that 
the JITC should work closely with the 
industry's much needed JRF. 


McCHESNEY OFFERS SUGGESTION 
After the NACJ and NEMJ&SA sstate- 


ments had been read at the meeting, 
William McChesney, of the Sterling Sil- 
versmiths Guild, quoted excerpts from the 
above-mentioned statements which had 
been issued by the recently resigned mem- 
bers of JRF and the statement issued by 
the JRF the day following the _ resig- 
nations. 


He directed the attention of the as- 
semblage to the fact that both statements 
emphasized the willingness of each group 
to work together toward a common goal. 
Interpreting these as sincere expressions 
by industry-minded men, McChesney said 
that he believed there was no real conflict 
regarding purposes and that the only dis- 
agreements seemed to be on the methods 
of procedure to be followed in making 
the tax fight a success. That being the 
case then, McChesney felt that any minor 
difference could certainly be resolved by 


better understanding between the two 


groups. 

In order to work toward this complete 
understanding and subsequent unqualified 
cooperation between both groups he recom- 
mended consideration of the advisability 
of appointing a committee composed of 
three men from the JRF and three from 
the JITC to get together and clarify their 





respective positions, so that a united front 
could be presented in Washington, 


A result of this suggestion was the fol. 
lowing resolution which was adopted at 
the meeting: 


“That a committee of three from the 
Jewelry Industry Tax Committee he ap. 
pointed and that a request be made to 
the Jewelry Research Foundation to ap- 
point a similar committee; the two com. 
mittees to confer with regard to a basis 
for cooperation between the two groups 
in their work on the excise tax situation.” 


FORMING NATIONAL TAX COMMITTEE 


It was announced at the JITC meeting 
that a National Committee for the Repeal 
of Wartime Excise Taxes is being formed 
under the auspices of the American Retail 
Federation. This committee is to be com. 
posed of “principals in the industries and 
trades affected.” It was decided by the 
JITC that the various segments of the 
jewelry industry be asked to submit the 
names of individuals to serve on this 
committee. 


Leon Engel, chairman of the JITC, at 
the November 10th meeting, asked jewelers 
throughout the country to intensify their 
efforts during the current recess of Con. 
gress. He requested they see their repre. 
sentatives and senators while these men 
are at home and impress upon them the 
need for relief from the jewelry excise tax, 





Philadelphia 24-K. Club 
Holds Second Annual Banquet 


On the evening of Tuesday, November 
15th the Philadelphia 24-Karat Club held 
its second annual banquet at the Hotel 
Benjamin Franklin in Philadelphia, where 
the club maintains its regular headquarters. 

Dinner was served in the Franklin Room. 
A cocktail party in the club’s own rooms 
preceded the banquet. A success in every 
sense of the word, over 80 members at- 
tended. 


Josef S. Milner, chairman of the Banquet 
Committee, seemed to enjoy the party most 
of all. Edward Sickles and Robert Shifren, 
members of the Entertainment Committee, 
seemed proud of the results of their efforts. 

Before the serving of the meal, a hasty 
meeting was held by President A. Leon 
Sickles amidst the excitement of the fes- 
tivities, to elect some new directors. After 
a delicious dinner and entertainment, the 
activities moved back to the club rooms on 
the second floor where they tapered off as 
the evening wore on, and tired but happy 
members left for home. 





Wilsdorf Visits New York 


Hans Wilsdorf, general director and 
owner of the Rolex Watch factory in 
Geneva, Switzerland, spent ten days at the 
firm’s New York office, 580 Fifth Ave., 
prior to leaving on November 21st for 
Mexico where he will establish a branch 
office in Mexico City. He will also make 
an extended business trip to South America 
before returning home. 
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Jewelry Accessories Lead 1950 Fashion Parade 


A new mood in jewelry accessories for 

the coming Spring and Summer takes its 
cue both from a growing simplicity and a 
contrasting dynamic, draped silhouette. 
A panoramic preview of new style devel- 
opments was presented at the Eighth Edi- 
tion of “Fashions of The Times” which 
was held in Times Hall, New York, early 
last month. The show is a full-scale stage 
production presented and produced by 
The New York Times, and dramatizes one 
of America’s great industries. 

Glitter a-plenty adorned the costumes 
featured in the Eighth Edition of “‘Fashions 
of The Times” as can be seen by the 
photographs on this page which were 
taken at the show. 

Of particular interest at the show was 
a scene called “Razzle Dazzle,” which 
exemplified woman’s desire to bedeck her- 
self in jewels. Six glamour girls dazzling 
with crowns and tiaras, chandelier earrings, 





Sparkling black jet jewelry by Coro con- An elaborate light-in-weight necklace by 
trasts beautifully with this dress of joy- Trifari lends dramatic emphasis to this 
ous flame red chiffon. Lustrous pearl superb chiffon gown. Sparkling matching 


drop earrings and pearl bracelets by earrings highlight the new and popular 
close-cropped hair-do. A glittering rhine- 








bib necklaces, serpentine anklets and glit- 
tering heels flashed heads, arms and legs 
through black velvet curtains. 

Pearls in six-strand chokers, interspersed 
with colored beads picking up dress colors, 
became Times’ show news. Short single 
or double pearl chokers complement 
dresses for college crowd and _ sophisti- 
cates alike. 

Festive fill-ins for evening-low decolletes 
were sparkling bibs—softening influences 


on sharp-angled asymmetrical fashions. 


New one-shoulder decolletes brought forth 
a shower of balancing rhinestone and gold 
colored metal scatter pins. 


A magnificent rhinestone brooch by De 

Rosa adds a touch of Victorian elegance 

to this exciting Spring ensemble. Hand- 

some braided and clustered pearl brace- 

lets by La Tausea complement this lat- 
est college fashion. 
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La Tausca give an added filip to this 
colorful summer costume. 





The soft lustre of creamy simulated pearls 

with the sparkle of crystal are combined 

in this necklace by La Tausca that adds 

a lush look to this strapless date dress of 

cocoa crepe. Added glitter is provided 

by the rhinestone buttons on the little 
fitted jacket. 








Large pearl earrings and a triple strand 
pearl choker by Richelieu accent this 
smooth gray worsted suit. Handsome 
gold bracelets by Monet are stunning 
additions to this suave town ensemble. 


stone bracelet completes the ensemble. 





Unique gold costume jewelry by Monet 
and Napier. adds gaiety to this striking 
linen dress. Of particular interest are 
the solid colored beads by D. Lisner that 
highlight this smart yet casual style. 
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Helptul Talks on Christmas Merchandising 


Highlight Annual Conference of N. J. RJA 


New Jersey jewelers met with whole- 
salers and manufacturers at the Annual 
Pre-Christmas Conference and Merchan- 
dising Clinic at the Essex House in Newark 
on Sunday, November 6th. 

Following an introductory address by 
President Henry C. Gelula, the jewelers 
listened to remarks by leaders in the indus- 
try, obtained valuable information for in- 
creased Christmas business as well as all 
year-round sales. 

Oscar Kind, Jr., vice president of the 





ANRJA, emphasized the necessity of better 
merchandising. “Too many of us,” said 
Mr. Kind, “have become bound by custom. 
Our stores are often operated in the same 
manner as they have been for years—fol- 
lowing a standard pattern. We in the 
industry have lots to learn and can benefit 
by the activities of our national associa- 
tion.” 

NJRJA’s newly appointed legal counsel. 
Col. Daniel DeBrier of Atlantic City, in a 
brief message to the jewelers, emphasized 
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the importance of good merch 
from the layman’s viewpoint and Robert 
J. Gunder, sales promotion manager of 
Hamilton Watch, pointed out the benefits 
to be obtained from following up a usin 
national advertising campaign. 


andising 


Mr. Gunder cited tests to prove that the 
merchant benefits materially from the con- 
sumer’s demand for nationally advertised 
items. He emphasized the importance of 
cashing in on national advertising by tie. 
ins and condemned the merchant who at. 
tempts to switch a customer from a de. 
manded national brand. “The average jn. 
telligence of your consumer has increased 
from what it was years ago,” stated Mr. 
Gunder. “Your customer of today is edu. 
cated, has confidence in nationally ad. 
vertised merchandise, and it is to your 
benefit to reap as much profit as possible 
from merchandise that is backed by na. 
tional promotion.” 


A leader in the field of advertising 
counsel, Jacques Meyer of Cramer-Tobias. 
Meyer, Inc., pointed out that the jewelry 
industry today is faced, more than ever 
before, with keen competition. In order 
to combat sales efforts in jewelry from 
other fields, the jeweler is compelled to 
give serious consideration to his advertising, 


“Thought as well as experience should 
combine in every phase of your advertis- 
ing,’ Mr. Meyer advised. “Too many 
jewelers are behind the times today in 
their form of advertising and should exert 
every effort, every trick to assure that they 
obtain their fair share of sales.” 

A. E. Haase, executive director of the 
Jewelry Industry Council, wound up the 
program with pertinent remarks on “The 
Benefits of Planned Promotion.” 

“Promotion should be planned in ad- 
vance,” counselled Mr. Haase. “A hit or 
miss program never pays off and the jewel- 
er will do well to follow a regular pre- 
arranged campaign, whether it be news- 
paper, radio, direct mail or other media. 
Most important, too, is to keep a record 
of appropriations as well as a record of 
experience. 

Mr. Haase outlined the helps available 
through the Council for jewelers desiring 
to prepare definite promotion. 


A round table discussion followed with 
an exhibit in Christmas Packaging staged 
by the Art Paper Co. of New York. The 
evening session was social with another 
of NJRJA’s famous cocktail parties, ban- 
quet and entertainment under the direc- 
tion of the program chairman, William 
Schoppy. 


S. Nathan and Victoria Pearl 
Move West Coast Headquarters 
S. Nathan & Co., Inc., and its affiliate 


organization, Victoria Pearl Co., Ltd., have 
transferred their Pacific Coast headquar- 
ters from Los Angeles to 420 Market St., 
San Francisco, Calif., where their repre- 
sentative, Al Fischer, maintains an office. 


Mr. Fischer has been their representa- 
tive in the San Francisco area for the 
past several years and now will include 
Los Angeles, thereby covering the entire 
Pacific Coast area. 
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UHAA's Executive Board Names 
Swartzendruber President 


George Y- Swartzendruber of Cedar 
Rapids, Iowa, succeeded to the office of 
president of the United Horological Asso- 
ciation of America on November 4th by 
‘he unanimous vote of the members of the 
Executive Board in accordance with the 
constitution and by-laws of the association. 

Swartzendruber, former vice president of 
the association, replaces F. A. Morey of 
Cleveland whose resignation had been 
accepted by the Executive Board. 

In taking over the leadership of the 
association, Swartzendruber stated, “As 
president of the UHAA, I repeat the 
pledge I made to myself and to the UHAA 
when elected vice president, which is 
sincere loyalty to the members of the 
profession; any service I may render in 
behalf of the UHAA will be for the best 
interests of the watchmakers of America.” 

Speaking of the importance of the asso- 
ciation to its members, Swartzendruber 
declared, “In the future, UHAA will be 
recognized by the fact that more and more 
attention will be given to the business 
side of the association as it affects our 
watchmakers. This organization will have 
a strong and practical financial basis; 
every member will be a definite part of 
this fast-growing association.” 

The new president stressed that “the 
fundamental principles of our association 
have taken on renewed importance and 
with these principles has come more con- 
fidence in the United Horological Associa- 
tion of America.” 

Swartzendruber has been national trustee 
of Iowa and national vice president of 
UHAA for the past two years. He has 
served continuously as secretary-treasurer 
of the Horological Association of Iowa 
since January, 1945. He is a member of 
the ANRJA and the Iowa Retail Jewelers 
Association and the Jewelry Industry 
Council. 


o- -- 


British Jewelers To Again 
Exhibit at Canadian Fair 


After a successful initial participation 
in the 1949 Canadian International Trade 
Fair, British jewelers have announced a 
much larger and more comprehensive rep- 
resentation for the 1950 show to be held 
from May 29 to June 9 at Exhibition 
Park, Toronto. 

Under the aegis of the Jewellery & Silver- 
ware Council, a number of manufacturers 
will have booth displays, while nearly one 
hundred individual window displays will 
provide the setting for products of dif- 
ferent firms, 

The goods exhibited will include fine 
diamond jewelry made in the craft work- 
shops of London, as well as less costly 
ornaments, gold jewelry and_ costume 
jewelry. 

Hand-made sterling silver from London, 
Sheffield and Birmingham will be shown, 
as well as silver-plated wares, including 
Sheffield plate, small wares, smokers’ req- 
uisites, dressing-table appointments, powder 
compacts and men’s jewelry. 
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Only *°2.98 helps put new “sell” 
in television advertising 
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Sponsor of television show had to refilm his commercials to meet a new selling 


problem. New films picked up at studio 4 p.Mm., delivered to TV station 800 
miles away 8:47 P.M. same evening. Air Express cost for 11-lb. carton, $2.98. 
(In undramatic fashion Air Express keeps radio, television or any business rolling.) 
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Remember, $2.98 bought a complete 
service in Air Express. Rates include 
door-to-door service and receipt for 
shipment — plus the speed of the world’s 
fastest shipping service. 











Every Scheduled Airline carries Air 
Express. Frequent service—air speeds 
up to 5 miles a minute! Direct by air 
to 1300 cities; fastest air-rail to 22,000 
off-airline offices. Use it regularly! 


Only Air Express gives you all these advantages 


Nationwide pick-up and delivery at no extra cost in principal towns, cities. 


One-carrier responsibility all the way; valuation coverage up to $50 without 
extra charge. And shipments always keep moving. 


Most experience. More than 25 million shipments handled by Air Express. 
Direct by air to 1300 cities, air-rail to 22,000 off-airline offices. 


These advantages make Air Express your best air shipping buy. S 
regularly. For fastest shipping action phone Air Express Division, 


ify and use it 
ailway Express 


Agency. (Many low commodity rates in effect. Investigate.) 











ESS 


GETS THERE FIRST 








Rates include special pick-up and delivery 
door to door in principal towns and cities 








AIR EXPRESS, A SERVICE Of RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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NYU and Bulova School of Watchmaking 
Offer Jewelry Store Management Course 


As a result of the enthusiastic response 
given the initial Jewelry Store Manage- 
ment and Merchandising Course last sum- 
mer, an intensive winter training program 


sponsored by retail jewelry stores and 
commencing Monday, January 23, 1950, 
for their employees, was made known 


recently by a joint announcement from the 
New York University School of Retailing 
and the Joseph Bulova School of Watch- 
making. Both the American National Re- 
tail Jewelers Association and the National 
Association of Credit Jewelers have coop- 
erated actively in the formulating of this 
second jewelry training program. 
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This winter meeting of the course has 
been designed along the same basic lines 
as the initial program, however many 
refinements and improvements have been 
incorporated into the course. It is to 
provide intensive and comprehensive train- 
ing experience for the retail jewelry store 
representatives attending, by familiarizing 
them with the essentials of conducting a 
successful modern retail jewelry store. 

Store Policies, Customer Relations, 
Buying, Merchandising, Advertising, Sales 
Promotion, Credit Managing, are but a few 
of the topics to be discussed and presented. 


Lectures, demonstrations. and _ informal 
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PROBLEMS 
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MANUFACTURERS, WHOLESALERS, 
ASSEMBLERS, AND WATCH 


MATERIAL HOUSES. 


Glycine movements are now available for 
assembling your diamond and fine quality 
gold cases. These supreme 17 jewel and high 
quality movements have gained a reputation 


for excellent timekeeping since 1900. 


Available in the following sizes: 


33%, ligne 6x8 ligne 
5 ligne 83/4 ligne 
5%, ligne 8x9 ligne 


For your better and regular priced watches which require the 
replacement of movements, we recommend HYDE PARK move- 


ments—famous for their efficiency and dependability. 


Available in the following sizes: 


3% ligne—17J 
*6x8 ligne—7 and 17J 
8% ligne with Sweep Second—17J 
8% ligne—7 and 17J 
104 ligne—17J - 


*5 ligne—17J 
6x8 ligne with Sweep Second—17J 


8x9 ligne—17J 
11% ligne—7J 


*17J models also available with Incabloc. 


RETAILERS: CONSULT YOUR NEAREST WHOLESALER OR WATCH MATERIAL SUPPLIERS 





EMIL LEICHTER WATCH COMPANY, INC. 


551 FIFTH AVENUE ° 
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round-table discussions will be the basis of 
the program which will involve field trips 
to large retail jewelry stores, jewelry and 
watch manufacturing plants. In addition 
specialized tours to precious stone exhibi. 
tions and diamond cutting establishments 
will be included in this winter meeting, 

Accepted trainees of the winter Jewelry 
Store Management and Merchandising 
course will be expected to bring materia), 
and information concerning practices fo}. 
lowed in their stores, so that they may 
apply instruction received to their own 
particular store problems and adminis. 
tration. 

Advertising and sales promotion litera. 
ture, accounting records and credit cop. 
trol forms, stock control systems, used jp 
the trainees store, will be indispensable 
tools from which the trainee can obtain 
maximum benefit and use. 

Any retail jewelry store may submit 
applications on behalf of one or more em. 
ployees, providing that the employer wil] 
certify that their candidates are persons 
possessing the ability and the experience 
to profit by the training program. 

A unique feature of the Jewelry Store 
Management and Merchandising course is 
the use of a day-by-day manual. A sum. 
mary of the day’s work will be given to 
each student. Combined with the students’ 
own notes and tour material this manual 
will be an accurate and invaluable refer. 
ence book for use when the trainee re- 
turns to his place of employment. The 
copyrighted material contained in the 
manual will be available only to those 
attending the training program as only 
one copy of the manual will be available 
to each student. 


WILL LIMIT CLASS TO 25 

Only 25 applications will be accepted, 
as the results of the summer training pro- 
eram indicated that close contact with 
the instructing staff and personal inten- 
sive training can only be accomplished 
when the class is kept to this size. 

Both Dr. Charles M. Edwards, Jr., Dean 
of the School of Retailing, and Dr. Elmer 
O. Schaller, professor, will give personal 
supervision to the course. Authorities from 
the jewelry industry will supplement the 
Retail School faculty from New York Uni- 
versity. The total tuition cost to the em- 
ployer for the Training Program is $125. 

Application for the two week training 
program must be made on or before De- 
cember 16, 1949, to the Admissions Com- 
mittee. Applications and further informa- 
tion can be obtained by addressing the 
request to Admissions Committee, Retail 
Jewelry Store Training Program, New 
York University School of Retailing, 100 
Washington Square East, New York 3, 
New York. Each application will be re- 
viewed by the Admissions Committee which 
will notify the applicant of its action not 
later than December 28, 1949. Instruction 
will be conducted at the New York Uni- 
versity School of Retailing building in 
daily sessions starting at 9 a. m., Monday 
through Friday, January 23 to February 3, 
1950. 


For all students that maintain a satis- 
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ry level of performance a Certificate 
oY" ‘npletion will be awarded. Experi- 
: re ‘ndicated that housing the group 
Se nit will encourage discussions and 
ae s which are extremely valuable. 
| of Retailing expects to make 


as 
association 


Schoo 
potion to accommodate the group 
a a moderately priced hotel located near 
a 


sity. It is not mandatory the 
use these facilities. 

programs are presently being 
developed in the anticipation that two 
Training Programs will not satisfy the 
great demand for a program schedule of 


this type. 
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Mrs. Carlos P. Romulo, wife of the President 
of the General Assembly and Philippine Am- 
bassador of the UN, pours tea for Mrs. 
Warren R. Austin, wife of the chief of the 
UY. S. Mission to the United Nations, at a 
birthday party marking the fourth anniver- 
sary of the UN. Guests were the 4-year-old 
children of foreign embassies, UN delegates 
and their parents. Community silver services 
graced the center table, and birthday cakes, 
one for grown-ups and one for the children 
were placed at ajoining tables. The party, 
given Thursday, October 20th, was held in 
the delgates dining room at Lake Success. 


Members of Arizona RJA 
Elect Smolak President 


Pete Smolak of Phoenix was elected 
president of the Arizona Retail Jewelers 
Association at the annual convention of 
that group held on October 9th at the 
Hotel Westward Ho in Phoenix. Mrs. 
Blanche F. Bernstein, wife of Superior 
Judge Charles C. Bernstein, was the out- 
going president. 

Other officers elected were: Malcolm 
Straus, Phoenix, vice president, and Albert 
Firestein, Phoenix, secretary-treasurer. 

Approximately 100 jewelers from all 
parts of the state attended the one-day 
meeting, which opened with a welcoming 
address by Mayor Udall. 

Charles E. Hoover, advertising director 
of Phoenix Newspapers, Inc., was the prin- 
cipal speaker at the convention. In his 
discussion on “How to Make Advertising 
Pay,” he advised the jewelers that adver- 
tising should reflect the personality of the 
store. “It should be planned in advance,” 
Mr. Hoover stated, “and should offer 
merchandise at the right time, at the 
right price, and in the right manner.” 

Superior Judge Charles Bernstein, hus- 
band of the association’s outgoing presi- 
dent, discussed the Arizona Fair Trade 
Act of 1936, which, as an attorney, he 
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helped push through the legislature. 
The act, he explained, permits the manu- 
facturer to restrain the sale of his com- | 
modity when offered for less than the | 
minimum price, and to recover any dam- 
ages resulting from any wrongful sale. 
During the business session members 
pledged wholehearted support of the Cen- 
tral Arizona Project Association in _ its 
fight to push through the water bill in 
Congress. The resolution passed by the 
group pledged the jeweler membership to 





stand behind the current campaign to 
raise funds for securing supplemental 
water for Arizona “in the interest of seif- 
preservation and the economy of the 
state.” 

Other resolutions which met with favor- 
able action by the jewelers were: 


1. A resolution condemning the _prac- | 


tice 
county, 


of permitting jewelry auctions at 


city and state fairs. 


2. The retailers authorized and directed 
the Legislative Committee of the associa- 


tion to 


draft the proper city ordinances 


and state legislative bills to properly regu- 


late and control 


itinerant merchants en- 


gaged in house-to-house canvassing. 

3. The association passed a resolution 
commending the Horological Association 
of Arizona in its efforts to have a watch- 


makers 


’ licensing act enacted for the state. 


Johnson Opens New Store 


Enth 


the Oc 


usiastic customer response featured 
t. 22 opening of the new Johnson 


Jewelry store at 1017 Main Ave., Durango, 


Colo. 


Owned and operated by Earl S. 


Johnson, Johnson Jewelry was formerly 
located at 1523 S. Pearl St., Denver, Colo. 














ENGR 


you CAN'T 


Tracer controlled engraving is the most 


modern way of personalizing — any 


guide letter and the New Hermes 

does the rest — a beautiful monogram 
or name engraved on any kind of 
precious jewelry, flatware, fountain pens 


— even stainless steel watches. 


USE OUR 
TIME PAYMENT PLAN 


~— and pay out of profits. 
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Baker Elected President of NEMJ&SA; 
Frankovich Outlines Program for 1950 


Edward QO. Otis, Jr., whose name has 
been synonymous with the New England 
Manufacturing Jewelers & Silversmiths 
Association for 18 years, recently stepped 
down from the presidency of the organi- 
zation and was succeeded by Edgar E. 
Baker, an association affiliate for 25 years, 
14 of them as treasurer. 

Otis, executive secretary for 17 years and 
president for one year, declined re-election 
with the explanation that his business, 
Otis & Co. of Providence, demanded more 
of his time and attention. His knowledge 
of the industry will not be lost to the 





association in that he will, as past presi- 
dent, be a life-long member of the board. 

The new president is general manager 
of W. R. Cobb Co. of Providence. 

Elected at the annual stockholders’ meet- 
ing, Oct. 20, in the Sheraton-Biltmore 
Hotel were: First vice president, J. Carlton 
Bangall, Sr. of Swank, Inc.; Second vice 
president, Howard H. Sweet of Sweet Mfg. 
Co.; Third vice president, Paul Levinger 
of Speidel Corp.; Secretary, William E. 
Smith of Irons & Russell Co., and Treas- 
urer, Edson W. Sawyer of Improved Seam- 
less Wire Co. 









































Announcement! 





After a quarter of a century in the heart of the down- 





WE’VE MOVED UPTOWN 
TO SERVE. YOU BETTER 


town jewelry district we follow the uptown 


trend of the trade. Our new and bigger show- 





rooms are now located in the heart of the 


growing new jewelry district . . . so much easier 


for the buyer to reach .. . so much more convenient 


DIAMONDS t 


PRECIOUS 


for us to serve you better. We invite you to visit 


our new home soon... the “welcome” mat is out! 


QUALITY STONES 


a 





ee 


SYNTHETIC 


LEo WOLLEMAN, « 


New Address 


31 WEST 47th STREET & 


NEW YORK 19, N. Y. 


New Phones 
JUdson 6-5787, 88, 89 


. 3 
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Directors for three years, Max Kestep. 
man of Kestenman Bros. Mfg. Co.; Ben. 
jamin E. Rossman of the A & 7 Chain 
Co.; Edgar E, Baker, Frank J, Ryder, Jr. 
of Walter E. Hayward Co., Inc.; Car] 
Beresford of the Webster Co.; Gustavo 
Trifari, Jr. of Trifari, Krussman & Fishel 
Inc.; Donald LeStage, Jr. of LeStage Mig. 
Co., and Herbert A. Denton, Sr. of Denton 
Precision Casting Co. 

The dinner meeting was attended by 
300 members and guests, the largest attend. 
ance since the foundation of the associa- 
tion 69 years ago. 

Guest speakers were Beardsley Rum, 
chairman of the board of directors of the 
Jewelry Research Foundation, and Leop 
Henderson, who has been retained by 
ihe Jewelry Research Foundation to direc 
its economic research activities. 


EDGAR E. 
BAKER 


New 
President 
of NEMJ&SA 





Executive Secretary George R. Frank- 
ovich reported on the association’s activ- 
ities of the past year and outlined its 
program for the year ahead. 

In regard to the future, he said: 

“Several new projects are already under 
consideration, which promise — sustained 
activity for 1950. 

“ Association-sponsored lectures on metals 
and processes in the jewelry industry are 
already planned for this winter. Discus- 
sion is under way on the matter of indus- 
try research, to be conducted possibly by 
one of our local colleges. 

“Recognition should be given, also, to 
a continuing service offered by this asso- 
ciation which occupies a very substantial 
portion of the staff’s time. Our office has 
truly become an information center for the 
industry. Inquiries from all parts of the 
world constantly flow to our office. Every 
effort is made to keep the answers to 
these questions flowing from the office. 
Inquiries as to proper marking of mer- 
chandise, job opportunities, excise tax reg- 
ulations, buyers and buyers’ service, and 
so on, offer a valuable personal every-day 
contact with our membership and _ others 
in the industry. 

“This past year has shown us several 
caps in this industry picture that should be 
filled in, 

“One of the most glaring and most 
pressing is the lack of adequate statistical 
data upon which to judge the scope and 
the size of the industry, the jewelry mar- 
ket, and other important factors that should 
be the basis of many industry decisions 
and that could be the basis for many in- 
dustry cases that are presented to both 
governmental authorities and others. 

“This coming year we shall try to fill 
these gaps.” 
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E. KRAUSE 
V.P.-Gen. Mgr. 


N. ANITOLE 
V.P.-Sales Mgr. 

The appointment of Edwin Krause as 
vice-president and general manager of Ostby 
& Barton Co., Inc., manufacturing jewelers 
of Providence, R. IL, has been announced 
by Eugene A. Kingman, chairman of the 
hoard of that company. Mr. Kingman also 
announced the appointment of Nicholas 
Anitole as vice-president and sales man- 
aver: Stephen J. Siner as vice-president in 
charge of manufacturing, and Alexander 
McWhirter as treasurer. 

Before joining Ostby & Barton Co., Mr. 
Krause was executive assistant to Paul P. 
Johnson, former president of the Waltham 
Watch Co. He and Mr. Johnson were pre- 
viously associated with the Thompson Prod- 
ucts Corporation, Cleveland, Ohio, manu- 
facturers of automotive and aircraft parts. 

The resignation of W. Irving Wolf as 
president and general manager of Ostby & 
Barton Co. was also reported by Mr. King- 
man. Wolf will continue with the company 
in an advisory capacity until the end of 
the calendar year. 





George Flemming Retires 
After 48 Years in Trade 


George Flemming, well known sales rep- 
resentative of the Acme Ring Mfg. Co., 
Inc., with offices at 29 E. Madison St., 
Chicago, IIl., has retired after 48 years 
in the jewelry business. Mr. Flemming 
will make his home in Fort Lauderdale, 
Fla. 

He entered the employ of the old firm 
of Cross & Beguelin, well known New 
York wholesale jewelers, in 1901 and in 
later years represented a number of well 
known jewelry manufacturers including 
the Wadsworth Watch Case Co. 

George was familiarly recognized by the 
white carnation boutonniere that he always 
wore and which became his own personal 
trademark. 

Mr. Flemming has been succeeded by 
James G. Flatau who will represent the 
Acme Ring Mfg. Co., Inc., in the Middle 
West, South and on the West Coast 


L. A. Club Admits New Members 


Since its recent inception, the Diamond 
Club of Los Angeles has made _ steady 
progress due, in great part, to the ener- 
getic and wholehearted effort of its foun- 
ders. Many members of the jewelry in- 
dustry in the Los Angeles area have rec- 
ognized the advantages of membership in 
the club and have added their names to 
its roster. 
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The most recent applicants who have 
been accepted as members in the club 
are: Leon Heller, Frank Goodman, Joe 
Heller, Irving Zimmelman, Max Laube, 
Sol Levy, Charles Golon, Leo Albeck, Sol 
J. Lightman, Louis Rose, Abe Toplitt, 
A. Diamant and Abraham Adler (formerly 
of the London Diamond Bourse). 





Southern California AGS Guild 
Elects Houston President 


George Houston of Kreuger Stone 
House, Los Angeles, was elected president 
of the Southern California Guild of the 
American Gem Society ot the October 
meeting of that group. David Widess of I. 
Widess & Sons, Los Angeles, became vice 





president and Bain Alexander of Van 
Deusen’s Jewelry, Santa Ana, treasurer. 
Ysabel Carden and Kay Swindler were 
retained as secretary and publicity director, 
respectively. 

Following the regular educational por- 
tion of the program, which was conducted 
by Lester Benson of the Gemological In- 
stitute of America, retiring president Don 
Wight, Ontario, and Alfred Woodill, ex- 
ecutive director of the American Gem 
Society, conducted an instructive forum 
on the grading of diamonds, pointing out 
the advantages of using gem testing in- 
struments in the modern jewelry store 
establishment. 

Two films on diamond mining concluded 
the evening’s program. 








SALESMAN WANTED 











because of: 


and sales helps. 


Established 1878 





To Cover most of Indiana and IIlinois— 
Starting, January 1950 


A rare opportunity for a seasoned wholesale Jewelry 
Salesman who has a good established following among 
Indiana and Illinois Retail Jewelers. 


You will find easy entree with your old and new accounts 


(1) Our exclusive Franchise Plan on LOYALTY Dia- 
monds and FAITH Diamonds, Watches and Jewelry, 
backed by unique and highly effective advertising 


(2) Our many nationally advertised Lines. 


(3) Our reputation in the industry for ethical, pro- 


gressive customer relations for more than 70 years. 


Your reply will be held in Strict Confidence. Make appli- 
cation as early as possible. Address: 


Julian C. Schwab, President, 
A. G. Schwab & Sons, Inc. 
229 East Sixth Street 
Cincinnati 2, Ohio 


A. G. SCHWAB & SONS, INC. 


WHOLESALE JEWELERS 


Seventy-First Year 
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COMING EVENTS 
January, 1950 


5-12—The Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh, Pa. 

5-13—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 


Dinner Meeting, Hotel Alms, Cincinnati, 
Ohio. 
22-25—-New York State Gift Show, Hotel 
Lafayette, Buffalo, N. Y. 
22-26—Southeastern China, Glass & 
Gift Show, Atlanta Municipal Auditorium, 


Atlanta, Ga. 





7—Chicago Jewelers’ Association, An- 22-27 —-California Gift Show, Hotel 
nual Banquet, Hotel Sherman, Chicago, Alexandria, Brack Shops, Merchandise 
Ill. Mart, Biltmore Hotel, Los Angeles. 
8-10—Florida China & Glass Show, San 23-27—New York Lamp Show, Hotel 
Juan Hotel, Orlando, Fla. New Yorker, New York. 
9-20—International Home Furnishings 29-February 3— Mid-Winter Market 
Market, Merchandise Mart, Chicago, III. Week, Parker House, Boston, Mass. 
14—Twenty-Four Karat Club of the City 30-February 10—Chicago Gift Show. 
of New York, Annual Banquet, Waldorf- Palmer House, Chicago, III. 
Astoria Hotel, New York. 30-February 11—Merchandise Mart Gift 


19—Town Criers of Cincinnati, Annual Show, Merchandise Mart, Chicago, III. 
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in checking your watch: 
Scientific Quartz Crystal 
Control. Nothing man has 
Bats: gy made can compare with 
Nature's own Crystal Precision. 


Mesdereeattaleline 


O Send information on no risk trial on Paulson Time-O-Graf., 

O Send Paulson Time-O-Graf at $490.00 less 2% for cash. 

O Enter order for Time-O-Graf-$100,00 with contract. Bal- 
ance $24.27 per month for 18 months. 
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February 


o-8—Buffalo Gift Show, Hote} 

Buffalo, _ os 
5-9—San Francisco Spring Show, Ciyie 

Auditorium, San Francisco, Calif. 

6-10—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif 

12-15—Portland Gift Show, Portland 
Hotel, Portland, Ore. 

12-15 — Cleveland Gift & Art Show, 
Hotel Statler, Cleveland, Ohio. 

18-24—Allied Gift and Jewelry Show, 
Adolphus Hotel, Dallas, Texas. 

19-23—Seattle Gift Show, Olympic Hotel, 
Seattle, Wash. 

20-24—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

26-March 1—St. Louis Spring Show, 
Statler Hotel, St. Louis, Mo. 

26-March 2—Detroit Gift Show, Hotel 
Statler and Book Cadillac, Detroit, Mich. 


Statler, 


March 


5-8—Denver Gift Show, Albany Hotel, 
Denver, Colo. 

6-10—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

6-10—Parker House Gift Show, Parker 
House, Boston, Mass. 

12-16—Northwest Gift, Art and House. 
wares Show, Hotel Radisson, Minneapolis, 
Minn. 

13-17—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

19—Executive Board of Retail Jewelers 
Associations of Greater New York, Annual 
Dinner-Dance, Hotel Astor, New York. 

19-22—Pittsburgh Gift & Art Show, 
Hotel William Penn, Pittsburgh, Pa. 

26-28—American Gem Society, Annual 
Conclave, Detroit, Mich. 

26-28—California Retail Jewelers’ Asso- 
ciation, 17th Annual Convention, Biltmore 
Hotel, Los Angeles, Calif. 

26-30—Greater National Capitol Gift, 
Art and Housewares Show, Willard Hotel, 
Washington, D. C. 


April 
23-28—Allied Jewel ry 
Hotel, Los Angeles. 


Show. Biltmore 


JIC Promotions For 1950 


Following are the dates for four nation- 
wide promotions which the Jewelry In- 
dustry Council will sponsor and coordi- 
nate in 1950. They are: 


“The Diamond Jubilee” 
March 23 to April 12, 1950 


“The Silver Parade” 
April 20 to May 6, 1950 


“It’s Watch Inspection Time” 
September 7 to 16, 1950 


“The Watch Parade” 
October 26 to November 1], 1950 


In 1948, for the first time, the JIC 
sponsored and coordinated a nation-wide 
Silver Parade promotion and a _ nation- 
wide Watch Parade promotion. In 1949, it 
added to its Silver and Watch promotions, 
its Diamond Jubilee promotion and _ its 
Watch Inspection Time promotion. 
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Leading Horological Officials 
Form New Watchmakers Ass'n. 


A new national watchmaker association, 
the American National Watchmakers As- 
sociation, Was founded by top ranking 
oficers of the United Horological Asso- 
ciation of America on October 3rd at a 
meeting at the Hotel Statler, Cleveland, 
Ohio. Temporary president of the new 
organization is F. A. Morey of Cleveland, 
president of the UHAA. 

Other temporary officers chosen are: 
John J. Nooyen, Encinitas, Calif. (chair- 
man of the executive board and a past 
president of UHAA), vice president; Wm. 
Ramisch, East Cleveland, Ohio (vice 
chairman of the UHAA board of trustees), 
treasurer; B. W. Heald, Milwaukee, Wis. 
(past president and legal adviser of 
UHAA and secretary of the Wisconsin 
Retail Jewelers Association). secretary, 
and J. P. Sommer, Pittsburgh, Pa. (chair- 
man of the board of trustees and past 
president of the UHAA), member of the 
board of directors. 

These men have incorporated the new 
non-profit organization under Wisconsin 
statutes and chosen temporary officers to 
serve until the first meeting of members. 
Wisconsin resident incorporators (required 
by Wisconsin law) include, besides B. W. 
Heald, Orville Oestreich, Horicon, Wis., 
president of the Wisconsin Watchmakers 
Association, and C. G. Anderson. Mil- 
waukee, secretary. 

Dues were set at five dollars per year, 
three dollars to be devoted to maintenance 
of the national office and two dollars for 
other national functions. The plan _pre- 
sumes extensive membership and support. 

According to a recent release, the new 
organization will place special emphasis 
on strong state associations and demo- 
cratic representation of all American 
watchmakers. An invitation is extended 
to all watchmakers to support this new 
national association. 


Swiss Watchmakers Appoint 
Merchandising Coordinators 
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Robert H. Russell (left), John McManemin 
(center) and Wallace H. Goldsmith II have 
joined the staff of Foote, Cone & Belding 
International Corporation. They will serve 
as field merchandising coordinators for The 
Watchmakers of Switzerland. Russell, who 
will be in charge of Western United States 
activities, will headquarter in Los Angeles; 
Goldsmith, covering the Midwest, will have 
offices in Chicago; McManemin, Eastern 
coordinator, will work from New York City. 
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California 24-K Club Banquet 
Draws Record Attendance 


The fourth annual dinner dance of the 
24 Karat Club of Southern California was 
held in the Embassy Room of the Ambas- 
sador Hotel in Los Angeles on Thursday, 
Oct. 27. 

Always outstanding, this year’s event ex- 
ceeded those of the past in food, entertain- 
ment and attendance. Over 300 members, 
their wives and guests, filled the room to 
eat, dance and watch the antics of three 
of the world’s finest comedians. Benny 
Rubin acted as master of ceremonies, in- 
troducing “Speidel’s Super Salesman,” Ed 
Wynn, who, in turn, brought to the micro- 
phone the beloved Victor Moore of stage. 
screen and radio. 





As though this were not enough, songs 
by Gale Robbins, star of “Berkleys of 
Broadway,” and Bill Shirley of the El 
Capitan Theater were augmented by the 
dances of Lolita and Aldo. 

Surprise of the evening was the un- 
scheduled appearance of the “Sportsmen,” 
quartet of the Jack Benny show, who sang 
a half-dozen songs with requests for more, 
ending the star-studded show. 

Favors for the ladies were black suede, 
gold fitted evening bags by Wadsworth. 

A special vote of congratulation is due 
Jules Lindenbaum, president, and Frank 
Stirling and his dinner and program com- 
mittee for one of the finest events to 
take place in Southern California jewelry 
history. 





Designed for the Ove . a: 
to make customers buy 





Here’s the newest Dennison ,ring 
box... combining modern design and 
sturdy construction. The sparkling 
clear plastic cover, with its attractive 
fluted effect, is set off by a subtle gold 
background. This gives an appearance 
of depth which further enhances the 
beauty of the box. 

The opaque plastic base is available in 
a variety of shell-like tones: Blue Pearl, 
Light Green Pearl, Pink Pearl, White 
Pearl. 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and plastic; 
findings; supplies. Sold by leading whole- 
salers throughout the country. 





There’s more eye-appeal inside... 
Open the sturdy spring-hinge cover 
and you ll see a soft ring pad in a com- 
plementary shade, accented by a cool 
white satin cover cushion. The pad is 
slanted to display the rings at an easy- 
view angle. 

This newly styled ring case, 7550TX, 
can be used for one or two rings. It 
is packed in individual white packers, 
one dozen to a carton. Order by 
number, 7550TX. 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases for 
manufacturing Jewelers. Consult Dennison 


about your packaging problems. 


Designers and manufacturers of 


fine jewelry boxes for 105 years 


Dernwmioon 





Manufachuring So. 


JEWELERS DIVISION 


FRAMINGHAM, 


——- 
MASSACHUSETTS 


169 








5S eS ee 


Whitelaur 
Brothers. 








Extend to Dou 
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Importers of 


Diamonds 
in all 


SIZES and SHAPES 


Vemorandum Selections Upon Request 


WHITELAW BROTHERS 


Diamond Importers & Cutters 


48 WEST 48TH $T..N.Y.C. BRYANT9 O123 



































An atmosphere of efficiency and friendliness pervades the greatly enlarged offices of J, R 
A partial view of the modern and attractive offices js shown 
above. 


Wood & Sons in New York. 


A vast expansion and renovation pro- 
sram—in itself a symbol of confidence 
in the jewelry picture of the immediate 
future—has just been completed by J. R. 
Wood & Sons, Inc., New York, creators of 
Artcarved diamond engagement and wed- 
ding rings. 

J. R. Wood now has one of the most 
modern and attractive jewelry manufac- 
turing plants in the world, in the opinion 
of scores of jewelers from all parts of the 
country who have visited the building at 
216 East 45th St., in midtown Manhattan. 
In this connection, W. Waters Schwab, 
president of the firm, has extended an in- 
vitation to retail jewelers everywhere to 
visit the plant when in New York. 

Until the expansion program, the sev- 
enth floor of the building, where Wood 
is located, housed both the ring manufac- 
turing plant as well as the executive of- 
fices, sales, diamond, advertising and 
merchandising departments. Even as far 
back as the early days of the war, the 
need for enlarging its office and plant 
quarters became evident but the acute 
shortage of space in midtown Manhattan 
prevéhted this. 

About a year ago Wood took over the 
floor below and began the task of moving 
its factory which now occupies the entire 








J. R. WOOD COMPLETES EXPANSION PROGRAN 








In the new modern manufacturing plant of J. R. Wood & Sons, partially shown above, highly 
skilled craftsmen set diamonds in engagement and wedding rings. A feature of the entire 
factory is "light", both daylight and artificial. 








sixth floor. At the same time modern ma. 
chinery was installed and the whole many. 
facturing process, from the checking-in 
of pure gold ingots to the diamond et. 
ting and polishing of rings, was given 
greater scope and efficiency. 

The “office” floor, now entirely occy. 
pying the seventh, has been so decorated 
as to enhance the beauty that previously 
had made it generally considered as one 
of the most attractive and modern of its 
kind in the jewelry industry. A new color 
motif—blue, buff and red—dominates and 
this, together with the neon and indirect 


lighting, afford a_ strikingly impressive 
view to the visitor and the employee alike. 
The enlarged office space was made 


necessary by the increase in sales, adver- 
tising, merchandising and clerical staffs, 
It was less than two decades ago that 
both the Wood factory and general offices 
were moved to the present location in 
East 45th St., chiefly because it was and 
is in the center of activities, convenient 
both to employees and jewelers. Today 
the Wood firm also maintains its own 
diamond cutting plant—one of the finest 
in the world—in Amsterdam, Holland, 


and has representatives located in all stra- 
tegic cities of the United States. 


is a 
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q Hayim Sorin, diamond dealer located al 
576 Fifth Ave., New York, and Mrs. Sorin, 
are leaving the middle of this month for 
Florida where they will spend the winter 
season. During Mr. Sorin’s absence, the 
frm’s New York office will remain open 
for business under the direction of Mrs. 
Vivian Berman. 

q William Goldrich, son of Charles Gold- 
rich, jeweler located at 4405 13th Ave., 
Brooklyn, became engaged to Miss Frances 
M. Sharlach, daughter of Mr. and Mrs. 
Moses Sharlach, on September 16th. Mr. 
Goldrich and his fiancee, who both gradu- 
ated from New York University, plan to be 
married on January 29th. William attended 
the University of California after his gradu- 
ation from NYU to further his studies. He 
assists his father in the operation of the 
jewelry store. 

q Kittay & Blitz, Inc., recently announced 
that they will be installed in their new 
and larger quarters located at 48 West 48th 
St. New York, on December 9th. An in- 
vitation is extended to all their customers 
and friends to attend their official opening 
on that date. when cocktails will be served 
between the hours of 2 P.M.-5 P.M. 

qd Irving X. Fabrikant of M. Fabrikant & 
Sons, Inc., 580 Fifth Ave., New York, sailed 
for Europe on November 19th for a six 
months tour of the diamond centers in 
Antwerp, Amsterdam and London. 

q Murry Masin of the Masin Watch Co., 
Inc., 15 Maiden Lane, New York, recently 
returned from Switzerland in time to at- 
tend the annual dinner-dance of the Retail 
Jewelers Association of Philadelphia & 
Eastern Pennsylvania which was held in 
Philadelphia on November Ist. 

q Guglielmo Cini, Inc., fashion jewelers of 
Boston, recently announced the opening of 
their New York display rooms located at 
366 Fifth Ave., New York. The firm has 
extended a cordial invitation to buyers to 
visit these display rooms and inspect the 
well-known line of Jewelry by Cini. 


q The regular monthly meeting of the New 
York Guild of the American Gem Society 
was held on Tuesday evening, October 18th 
at the offices of J. R. Wood & Sons, 216 F. 
45th St., New York. The topic of the eve- 
ning was birthstones and zodiacal stones and 
comparison was made of various lists used 
through the ages. Emphasis was placed on 
birthstones for October—opal, beryl and 
tourmaline. Dr. Ralph J. Holmes brought 
along numerous specimens to pass around 
the group for inspection. 

q Bertram R. Levy of Lawrence Boden- 
heimer, Inc., 1650 Broadway, New York, 
will sail on the Queen Elizabeth on Decem- 
ber 10th to visit the European diamond 
markets, 

q Jack Ruderman, secretary and treasurer 
of Kaufman & Ruderman Co., Inc., costume 
jewelry manufacturer, of 411 Fifth Ave., 
New York, recently completed one of the 
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most comprehensive and detailed sales 
training manuals in the costume jewelry 
field. More than 10,000 copies of the 24- 
page sales training booklet, entitled 
“Jewelry Selling—Know More—Sell More,” 


will be distributed. 


American Jewelry Distributors 
Send Out Christmas Display 


An attractive display card, suitable for 
window or counter display, was recently 
mailed by the American Jewelry Distribu- 
tors to approximately 8000 of their retail 
jeweler customers. 

Measuring 742 by 10% inches, the litho- 
vraphed card is three dimensional with a 
foil paper tree and tub standing out in 
relief, 





No advertising appears on the face of the 
card, which is available to other jewelers 
on request, until the supply is exhausted. 
Address requests to American Jewelry Dis- 
tributors, Inc., 681 Fifth Ave., New York 
22, N. Y. 


Swank Making Record Shipments 


Swank, Inc., manufacturers of men’s 
jewelry, leather and other accessories, 
set a new daily shipping record during 
one week in November, with 1888 packages 
shipped from the Attleboro plant. 

The packages, containing men’s jewelry, 
wallets, belts and other items in the 
Swank line, went out to retailers in 48 
states, Hawaii, Alaska and foreign coun- 
tries. 

Swank is enjoying its best fall season 
in the company’s history, with orders run- 
ning ahead this year over the same period 
in 1948. The increased demand for Swank 
merchandise has caused the company to 
expand to almost five times its size at 
the close of World War II. 

There are approximately 275 persons 
employed in the Packing and Shipping 
Departments alone compared with about 
50 on V-E day. The company now em- 
ploys 1600 persons in its Attleboro and 
Taunton plants. 
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DIAMONDS 


All Sizes - All Qualities 
Imported from Belgium, Holland and 
Israel, sized and classified. Muil orders 
filled promptly. Ask for Price List No. 16 
of Sept. 1949. 


ORIN sew vork 19. N.Y 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


4 heiilic Ae 


NE vv YORK 


Cp? 
LOY. 


65 NASSAU STRE 





SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 





























ENCRUSTERS 


and Drillers 


Special Order Work 


PAUL FINGERMAN & CO. 
35 Maiden Lane New York 7,N. Y. 

















Fully protected 
by U.S. Pat. ¢ 
D 109,626 _ 






CAPITAL, Custom-Made 


INITIAL RING 


*‘An initial success.’’ In 2 
or 3 letters. Plain or stone 
set. Prompt delivery. Pop- 
ularly priced. Write for il- 
lustrated price list. 


‘CAPITAL MEG. CO., 15 W. 47th St., N.Y. 19 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 











ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 
Drilling 













Braunfeld & MehIman 
108 Fulton St., New York 7, N. Y. 

















F 10 JEWELERS 


OFFICIALLY 
i ADOPTED 
* BIRTHSTONE 
: LIST AND 
COSTUME 
JEWELRY 
CATALOGUE 


WRITE FOR 
ONE TODAY 


MFGR. TO RE- 
TA TILLER 
SPECIALISTS 
in RHINESTONE 
Jeweled Creations. 
Necklaces, Bracelets, Brooches, Dress Clips, Scatter Pins 
ond Earrings (Pierced, screw or clip) Hand made, 
Prong set. 


Fantasy of Jewels 
MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 

















ONYX-STEEL ‘ 
MAINSPRINGS = 


Longer lasting — Accurate timing — Pro- 
tected against rust—Individually packed 
in double envelope—marked with model, 
size, metric and dennison. 


YOUR JOBBER WILL SUPPLY YOU 
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In celebration of the 80th anniversary 
of J. W. Johnson, Inc., directors, officers 
and employees of that firm attended a 
dinner at Whyte’s Restaurant on Fulton 
St., New York, on October 27th. 

Honored guest at the anniversary cele- 
bration was John D. Shaw, sales manager 
of 1847 Rogers Brothers and Wm. Rogers 
& Son Divisions of International Silver 
Company, whose remarks were received 
by those attending with great enthusiasm 
and with great inspiration. 
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J.W. JOHNSON CELEBRATES 80TH ANNIVERSApy 
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H. C. “Hap” Perry, manager of sales in 
the metropoditan district for Oneida, Ltq 
also made some timely remarks and ~ 
ticipated in the entertainment. 

During the course of the dinner, enter. 
tainment was provided by the Richard 
Young Trio, well-known radio artists. 

After brief addresses by H. B. Tagg 
president of J. W. Johnson, Inc., and 
director Dominick Infantino, the assem. 
bled diners repaired to the Broadway 
Theatre to see the show “As the Girls Go” 





Rare Jewelry Prints and Books 
On Display at N. Y. Gallery 


Of exceptional interest to jewelers is a 
unique collection of drawings, prints and 
books on jewelry, ranging from the 16th 
to the 20th century, and gathered during 
his lifetime by the late Henri Vever, famed 
Parisian jeweler, which will be on display 
until December 17th at the gallery of 
Pierre Berés, Inc., 6 West 56th St., New 
York. 

Monsieur Vever’s collection, never before 
exhibited in the United States, represents 
one of the largest and most diverse of its 
kind, including excessively rare prints and 
texts on the history of jewelry, gold, sil- 
verware and related subjects. 

M. Vever, who died a few years ago, 
was known throughout Europe for his 
jewelry establishment on the Rue de la 
Paix. In his long and successful career 
as head of the firm of Vever, he was 
carrying on a tradition several centuries 
old. 

M. Vever was an inveterate collector of 
many interests, gathering from far lands 
rare Chinese and Japanese prints, lac- 
quer and jade, rare volumes and objets 
d’art. 





New Lock Defies Safe-Crackers 


A manipulation-proof combination lock 
—one that would stump the fictional Jimmy 
Valentine himself—has been incorporated 
into the new line of Remington Rand Safe- 
Files, the company announced recently. 

The lock completely eliminates the tiny 
but tell-tale “click” in the tumblers by 
which a smart manipulator using a stetho- 
scope can often feel out a combination 
sequence, according to Walter Ward, man- 
ager of Remington Rand’s Safe-Cabinet 
Department and president of the Safe 
Manufacturers’ National Association. 

Described as the first revolutionary de- 








parture in locksmithing since the combina. 
tion principle was developed some 75 years 
ago, the new lock is encased in a highly. 
tempered steel box, providing further 
security by thwarting attempts at drilling 
from any angle. 





Encanto Mfg. Jewelers 
Change Name and Location 


Encanto Manufacturing Jewelers re. 
cently made two changes—a change in 
name and a change in location. The firm 
is now known as Encanto Jewelers and is 
located in new quarters at 313 N. Central, 
Phoenix, Ariz. The business was formerly 
conducted at 39 W. Adams St., Phoenix. 

In addition to doing special order work 
for the trade in their new quarters, the 
firm also intends to cater to the public. 





WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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LOST AND FOUND | 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary port. 
Found, a complete supply house that specializes ! 
in “Hard-to-Get"’ watch parts. If you are hav- 

ing difficulty in obtaining a Swiss or American ' 
watch part, try JOHN A. POLTOCK & CO., 15 
Maiden Lane, New York 7, N. Y. Write for 


. 
FREE catalogue, ligne gauge and stationery. 














LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
l have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Werk 
61 Beekman Street New York 7, N. Y. 
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Board of N. Y. RJA's 


Executive 
Re-elects All Officers 

f the Executive Board of 
ag sn of Greater 


, Associations 
og heen re-elected at the business 
yao of that organization held at the 
mete el on the afternoon of Sunday, 
November 6th. They are: Phineas Peters, 
Brooklyn, chairman; Sol Charak of Brook- 
lyn, Joe Levin of the Bronx, E. M. Bel- 
van of Manhattan, and Harry Neutra of 
vice chairmen; Samuel Horowitz, 
xecutive secretary; I. Hirschhorn, 
x Siegel, Bronx, 


ma 
Queens, 


Bronx, e 
Bronx, treasurer, and Ale 


-at-arms. 
aie Phineas Peters opened the 
stimulating business session by giving a 
capsule report on current developments of 
‘nterest to the jewelry trade. He sounded 
a call for cooperation from all members 
‘n the fight for elimination of the jewelry 
excise tax and reviewed what has been 
accomplished to date. 

The need for a New 
York auction law has become more and 
more apparent. Joe Levin, president of 
the Bronx RJA, cited examples of abuses 
taking place in that borough and reported 
on what his group had done to correct 
these abuses. A motion was made and 
passed instructing the Legislative Com- 
mittee of the association to write the 
mayor, the five borough presidents, the 
licensing commissioner, and the heads of 
the borough chambers of commerce and 
point out that a stricter auction law 
should be legislated to protect all New 
York merchants. 

E. M. Belman, president of the Metro- 
politan RJA, showed members attending 
a drawing of a handsome association em- 
blem to be distributed to all paid-up mem- 
bers. The proposed emblem is eight inches 
wide by four inches high and will be 
printed on a permanent bronze plaque. 
When an appropriate inscription for the 
emblem has been decided upon, they will 
be made-up and distributed. 

Before the meeting closed, plans were 
made for the coming annual dinner-dance 
of the association to take place at the 
Hotel Astor on Sunday, March 19, 1950. 


Albert Walker Co., Inc. 
Under New Management 


Edward S. Page and his son Edward 
F. Page, of M. S. Page Co., wholesale 
jewelers in Boston, are now treasurer and 
president respectively of Albert Walker 
Co., Inc., long established and highly 
regarded wholesale jewelers of Providence, 
R. I. Edward F. Page is now residing 
in Providence and is in charge of the 
Walker Co. which will operate as an en- 
tirely separate organization. The Albert 
Walker Co., Inc., will continue to carry 
the same line of merchandise with which 


more stringent 

















Complete Courses in 
WATCHMAKING — ENGRAVING 
JEWELRY REPAIR % MANUFACTURING 


Our Catalog, “The Door of 
Opportunity,” Free on request 
A. W. THACKER ACADEMY 

423 Federal St., Pittsburgh 12, Penna. 
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it has long been identified. 

Howard Carpenter, former president of 
the National Wholesale Jewelers Associa- 
tion, who has operated this business for 
many years, remains a member of the 
board of directors and comes in every day 
to offer his sage advice and encouragement. 


Bowen Joins Wolfenden Corp.; 
Bliss Bros. Appoints Lincoln 


William F. Bowen, for 27 years super- 
intendent of Evans Case Co., North Attle- 
boro, and recently superintendent of the 
National Silver Co. factory in Taunton, 
Mass., is now superintendent of J. W. 
Wolfenden Corp., Silversmiths, of North 
Attleboro. 

John W. Wolfenden, who recently ac- 
quired ownership of the Bliss Brothers 
Co. of Attleboro, announces that William 
P. Lincoln, formerly superintendent of 
Walter E. Hayward Co. of Attleboro, is 
now general manager of the Bliss Brothers’ 
plant. 


‘To Peggy’ and ‘To Jim’ 
Come to Television 


On the afternoon of November 17th, the 
press witnessed the preview of two new 
T-V films entitled “To Peggy” and “To 
Jim.” These were produced for Batten, 
Barton, Durstine and Osborn, advertising 
agency for Hamilton Watch Co. They 
mark a new departure in the field of video 
advertising, in that they are among the first 
direct translations of a printed media ad to 
the television screen. 

Based on the well-known Hamilton Watch 
(Company ads, the first four minutes of each 
film is devoted to the presentation of a 
dramatic story with only the last 30 seconds 
devoted to the commercial which is worked 
into the story itself. BBD&O will place the 
two films on an extensive list of television 
stations in principal markets across the 
country during the Christmas shopping sea- 
son. 





These two five-minute films, featuring 
Harvey Stevens and Jeanne Sheppard as 
Jim and Peggy, will be seen alternately 
three times per week for four weeks in 16 
marketing areas over 28 television stations. 


There are over 2,000,000 T-V sets within 


these 16 marketing areas totaling approxi- | 


mately 8,000,000 viewers. 


| 
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Your diamonds 
look better 





A FULL LINE 
GOLD and PLATINUM ~ 
~ MOUNTINGS - 

: to the 
WHOLESALE TRADE 


‘WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY 4 
LOS ANGELES 12, CALIF. Am 











GEM STONE 
ENGRAVING 


* FINE PORTRAITS - CAMEOS 
* INTAGLIOS - SEAL ENGRAVING 
¢ WARRIOR HEADS - REPAIR WORK 


* Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 

















Ceylon 


Genuine Cut Gems 
Can supply Star Sapphires, prices from $2.50 to 
$10; Blue Sapphires $5 to $20; Tourmalines and 
Spinel from $1 and Moonstones from fifteen 
cents; all per carat. All orders should be ac- 
companied with bank draft. Airmail shipments. 


M. N. M. Mohideen 
77 Ferry Street, Colombo, Ceylon 

















SMELTERS & REFINERS 


Specialists in 
Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 


244 WATER ST. NEW YORK 7, N. Y. 
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Ring shown, #1308, can be fur- 
nished with Masonic emblem 
countersunk, encrusted, or applied 
to either ruby, blue spinel or onyx, 
—in 10K gold, side emblems raised 


and enameled. 
Ask for a memorandum selection 


of Gran Emblem Rings. 


GRAN and COMPANY, INC. 
546 So. Meridian St. ° Indianapolis 4, Ind. 
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SEASON'S 
GREETINGS 
FROM 





Ss: a 


Hotel King Edward 
120 W. 44th St., N. Y. 18 
Your HEADQUARTERS 


Situated in the Center of 
THE JEWELRY TRADE 


BLOCK FROM FIFTH AVENUE 
BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 


All 300 rooms with private bath and radio. 
Television available. 

Modern 1I7-story fireproof building. 
Singles from $4.00 and double rooms 
from $6.00. 

For reservations write or phone: 

Miss J. Engle, LUxemburg 2-3900 

Milton Finke, 


HOME OF GOLDEN CIRCLE 


Manager 
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The annual dinner of the Maiden Lane 
Historical Society was held on Thursday, 
Oct. 27, at the Hotel Warwick, New York 
City. 

It was marked by the introduction of 
Benjamin F. Biffar, as the present historian 
for the Society succeeding the late Albert 
Ulmann who so well dispatched that duty 
during the many years between 1911 and 
1948. 

Following the usual custom of the So- 
ciety, all of the older members were intro- 


NEW MLHS TREASURER INTRODUCED AT DINNER 








duced, the youngest of those being intro. 
duced having been in the jewelry industry 
for 45 years. 

Maurice Tishman, president of the Sp. 
ciety, who during the past year celebrated 
his 50th anniversary in the business, made 
the introductions and delivered an appro. 
priate talk on the benefits of the organiza. 
tion. 

An excellent dinner was followed by ep. 
tertainment. 


a 





Kay and Prager Appointed 
in ‘March of Dimes’ Drive 


Dave Kay of 93 Nassau St., New York 
City, will be chairman of the jewelry 
and allied trades division of the commerce 
and industry section of the fund-raising 
campaign for the National Foundation 
for Infantile Paralysis. 

Mr. Kay’s acceptance of the chairman- 
ship of the jewelry division was announced 
by Emil Schram, chairman of the Greater 
New York 1950 March of Dimes, following 
a luncheon meeting with business leaders. 

The costume and novelty jewelry division 
of the commerce and industry section of 
the Greater New York 1950 March of Dimes 
will be headed by Sigmund Prager of 
Du Boyes, Inc. 

Mr. Prager has been in the jewelry 
field for 30 years and has been active in 
past fund-raising campaigns for the United 
Jewish Appeal, Boy Scouts, Girl Scouts 
and Federation of Jewish Charities. 

He will be assisted by two co-chairmen, 
Milton J. Heller of L. Heller & Son, Inc. 
and Edgar Roedelheimer of Accessocraft. 


Both Mr. Heller and Mr. Roedelheimer 


have given a great deal of time to phil- 


I 


anthropic causes and fund-raising drives. 





VA Ruling on Tuition Rates 
Upheld by Federal Court 


A Veterans Administration ruling re- 
quiring privately-owned trade schools to 
negotiate contracts with the VA and charge 
tuition rates determined by a VA formula 
has been upheld by the Federal District 
Court for the District of Columbia. 

The issue arose from a suit filed by the 
Metropolitan Training Center, Inc., a New 
York jewelry and watchmaking school, 
against the Veterans Administration in 
July, 1948. 

Judge Matthew F. McGuire ruled re- 


cently (on October 17) that since the Fed. 
eral Government had not consented to be 
sued, an injunction sought by Metropolitan 
Training Center to block promulgation of 
the disputed VA regulations could net be 
granted. 

VA revised its regulations providing for 
reimbursement of schools with veteran stu- 
dents on July 1, 1948, in what it termed an 
effort to provide “firmer control” cver tui- 
tion rates charged by private schools. The 
agency said it wanted to “make certain” 
that the Federal Government was not pay- 
ing for more than the veteran actually re- 
ceived during his training. 

Prior to the VA regulations. the Federal 
Government had little control over the tui- 
tion rates charged by vocational . schools 
established since the war. VA said that in 
many cases the rates charged by postwar 
schools were “several times higher” than 
the charges made for similar instruction by 
older, well-established private schools in 
the same area. 

More than 4,000 private training schools 
have been established since the war, ac- 
cording to VA. 


Pen Syb Ltd. Opens in L. A. 


Pen Syb Ltd., a new accessory firm, has 
recently begun operations in Los Angeles, 
at 8827 Beverly Blvd. The firm will spe- 
clalize in “conversation cuff links.” 

The unique links, executed in enamel 
and gold plate or in plain gold _ plate, 
feature playing card motifs, animal figures 
and heraldic designs. 


— $$$ re 














GENUINE FRENCH MARCASITE 


For the Latest Creations in 
Earrings — Pins and Rings 


VIJOBEN 


2 Allen St. New York 2, N. Y. 
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Gilliam Named Ass't. Director 
Of Elgin Watchmakers' College 


James J. Gilliam, nationally known hor- 
ologist and former watch and optical in- 
“ ith the U. S. Navy, has 


strument expert wl 
been appointed assistant director of Elgin 


Watchmaker’s College, it was announced 
recently by William H. Samelius, director 
of the school and “dean” of American 
ists. 
goa operated by Elgin National 
Watch Co., has during the past 29 years 
trained thousands of watchmakers and is 
one of the nation’s ranking horological 


schools. . 
Prior to joining the Elgin faculty last 


spring upon retirement from the Navy, 
Gilliam was for three years in charge of 
the Navy watch repair school in Washing- 
ton which trained approximately 150 men 
a year. During this period he outlined 
and developed complete curricula for 
primary and advanced watchmakers’ train- 
ing courses for the service. 


JAMES J. GILLIAM 
Appointed to 
Key Horological 
Post 
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Last year he made the second highest 
rating in the nation on the certified master 
watchmakers’ examination conducted by 
the Horological Institute of America, of 
which he is a member. Gilliam was or- 
ganizing chairman and first president of the 
Washington Watchmakers Guild, and he 
is a member of the National Watch and 
Clock Collectors Association. 

A native of Omaha, the new assistant 
director took up watchmaking out of 
curiousity while still a boy. He joined 
the navy when 16 years old, and for 17 
of his 20 years in the service specialized 
in watch and optical repair work in con- 
nection with the Navy’s highly essential 
precision-instrument program. 

During this time he invented and gave to 
the Navy a boresight for the 20- and 40- 
millimeter anti-aircraft guns. 

In announcing the appointment, Same- 
lius explained the new assistant director 
would be responsible for the general con- 
duct of instructional work at the college, 
which this year has a capacity enrollment 


of 190 students. 





S. Nathan & Co. Names Kruger 
Providence Sales Manager 


S. Nathan & Co., Inc., has appointed 
Arthur L. Kruger manager of their Provi- 
dence office at 40 Fountain St. Mr. Kruger 
will represent the firm in Providence, 
Attleboro, North Attleboro and Plainville. 
He will be assisted by Mrs. E. Hamilton, 
who has been employed by the firm for 
the past few years. 
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Mr. Kruger was associated with Albert 


Lorsch & Co. for 30 years. Upon the liqui- now here's a clever idea! 


dation of that company’s business, he 
represented the Shepard Co. Since the STERLING SILVER 
death of Mr. Shepard and the liquidation 

of his business, Mr. Kruger has been act- S LT S 
ing in the capacity of a stone broker. A AND PEPPER 


a Look Like Early American Cand?esticks! 








Saint Louis Jewelry Firm 
Names Drosten Board Chairman 


William G. Drosten, Sr., has given up the 
presidency of the St. Louis jewelry firm 
bearing his name to become chairman of 
the board. 

“Pll be working just as hard as ever,” 
the veteran jeweler said. “I’ll be watching 
the younger people make the mistakes and 
then try to correct them. One learns a 
lot of the answers after being with a firm 
45 years.” 

Mr. Drosten has been president of the ‘ 
Drosten Jewelry Company at 901 Locust | 





St., St. Louis, Mo., for 26 of those 45 years. Glistening, bench-made pieces, 
His father, Frederick W. Drosten, was 2!/," tall. For Christmas selling 
founder of the firm that is now the second ...and they move f-a-s-t! 


oldest jewelry concern in St. Louis. The 


Drosten store opened in 1880 at 619 Olive 3 5” doz prs RETAIL at *B or. 


St., just four short blocks from the pres- 


ent location. Orders filled p.d.q.! 


After Mr. Drosten was named chairman 


of the board, his son, W. G. Drosten, Jr., 
was elected president. Another son, Henry Lof 


G. Drosten, was elected vice president to- 


gther with Ervin A. Cornelison, who has LEWIS KIRSCHMAN CO.. Inc. 
been connected with the firm for many 501 MADISON AVENUE, NEW YORK 22. W. Y 


years. 


CRISTOBALITE 


@ Unquestionably the finest investment for gold and silver 
jewelry casting. Cristobalite is accurate. 


























@ Easy to mix, dependable, easy to clean. Just wash or 
steam from castings. Jewelry manufacturers use 
Cristobalite invariably for high quality work. 


@ You can depend on Saunders to supply you with 
Cristobalite from recent shipments in any quantity you 
need from a drum to a carload. Storage arrangements 
made. Write for quantity prices. 


ALEXANDER SAUNDERS & CO. 


PRECISION CASTING EQUIPMENT and: SUPPLIES 
95 Bedford Street WA 4-8880 New York 14, N. Y. 





A SUPERIOR 
SILVER POLISH 
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CAMPBELL’S 
SILVER 


SELLS FOR 
50c 

A BOTTLE 

You pay less 

: than half 
CLEANS that! 

with little 

effort... 

Safe too. 

Nothing to 


#7 iT PLEASES! 
Anda 
pleased customer 
always 
\ comes back 
>» for more. 


TRY IT! 
Only $3.25 
per dozen 
Order No. 
18265 


"Bree 
nd 


a ns ae ee —- ES 


C.& | 


_—— so —_ 


YOUR NAME 
HERI, 


. MARSHALL CO. 


BOX 7737, CHICAGO 80, ILLINOIS 











14 KT. GOLD 
BANGLE WATCHES 
LINK BRACELET WATCHES 








STYLED AND MANUFACTURED BY 


ERIC E. SIEBERT, INC. 
665 FIFTH AVENUE 


NEW YORK 22, N. Y. 
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Pennsylvania Jewelers 
Attend Dinner-Dance 


A record crowd of over 450 attended the 
tenth annual dinner-dance of the Retail 
Jewelers Association of Philadelphia & 
Eastern Pennsylvania at the Bellevue Strat- 
ford Hotel on Tuesday, November Ist. 

The program, which many declared was 
the “best yet,” opened with an invocation 
by Charles H. Heine, substituting for Louis 
Jagielky, Jr., who has been ill. In his wel- 
coming address, Jack K. Green, president 
of the association, told the assembled din- 
ers that the organization is proud of its 
record of achievements during the past ten 
years. 

After the usual sumptuous dinner, a 
large number of attractive door prizes were 
drawn for and distributed. An entertain- 
ing and varied floor show, emceed by Eddie 
Roecker, famous Broadway star, followed. 

The floor show went under the double 
descriptive titles: “Jewelry Jollities of 
1949” or “Lady, There’s No Down Payment 
Required.” It featured: Paul Rich, the 
“‘Heifitz of the Harmonica”; Leslie & Law- 
rence, comedy dancing stars; The Vander- 
bilts, dancers and acrobats who star in 
the Milton Berle T-V show, and Canfield 


Smith, ventriloquist. 
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Officers of the Retail Jewelers Association 
of Philadelphia and Eastern Pennsylvania, 
pictured at the 10th annual dinner-dance of 
the group, are, from left to right: Samuel 
Kind, treasurer; Edwin S. Malmed, executive 
secretary and general counsel; Jack K. 
Green, president, and Philip Kind, Sr., gen- 
eral chairman of the committee on arrange- 
ments for the affair. 


Seated at the head table were: Past 
President Ralph Huberman, and Mrs. 
Huberman; Past President Myer Simon, 
and Mrs. Simon; Past President Charles H. 
Heine, and Mrs. Heine; Past President 
Lester Sauter, and Mrs. Sauter; President 
Jack K. Green, and Mrs. Green; First Vice- 
President Louis Jagielky, Jr.; Second Vice- 
President Edwin K. Welch, and Mrs. 
Welch; Treasurer Samuel Kind, and Mrs. 
Kind; General Counsel Edwin S. Malmed, 
and Mrs. Malmed, and Secretary Milton E. 
Smith, and Mrs. Smith. 

Philip Kind served as general chairman 
of the committee on arrangements for the 
affair. Alan Gurwood was the chairman of 
the entertainment committee; Joseph Simon 
headed the door prize committee; Herman 
C. Sonnheim led the publicity committee, 
and Lewis De Wolf was in charge of the 
ticket committee. A general committee of 
16 members was credited with much of the 
work which went into making the dinner- 









dance such an outstanding success. 

Joe Simon of M. Simon and Sons ve 
efficiently stepped in and substituted for 
the effervescent George Lyons, Whose re. 
cent illness has curtailed his Activities, 





Greater Washington RJA 
Holds Second Annual Banquet 


Approximately 400 persons attended the 
second annual banquet of the Greater 
Washington Retail Jewelers Association 
held on Thursday, October 20, in the Ter. 
race Room of the Washington National 
Airport. 

To contribute to the success of the affair 
many leading jewelry manufacturers and 
wholesalers donated gifts which were dis. 
tributed as door prizes. 

Chairman for the affair was Harry 
Koenigsberg. Others who assisted Mr . 
Koenigsberg on the banquet committee 
were George Falkenstein, Sol Lynn, Mel 
Foer, David Tulkin, Harry Greenberg and 
Harry Brott, all retail jewelers of Washing. 
ton, D. C. 
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Mail Invites for L. A. Show 


Invitations have gone in the mail for 
the first Los Angeles jewelry show to be 
held the week of April 23, 1950, at the 
Biltmore Hotel. Complete details of the 
show are available from Allied Exhibitors, 
Inc., 712 S. Olive St., Los Angeles 14. 
Allied Exhibitors have also sponsored suc. 
cessful shows in Dallas, New Orleans and 
Denver. 














14 kt. Gold & Platinum 


Cigarette Cases 
Lipsticks 
Rings 
Clips 
Cuff Links || | 


Powder Boxes 
Bracelets 
Brooches 
Earrings 


Necklace Clasps | 


GUTENSTEIN BROTHERS || | 
18 East 53rd Street 
NEW YORK. N. Y. : 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 
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ONEIDA MOVES PACIFIC COAST HEADQUARTERS 





Gray paneled walls and luxurious rose beige 
carpet are part of the modern decor used 
‘2 the magnificent showroom of Oneida’'s 


The Pacific Coast headquarters of 
Oneida Ltd., formerly located at 209 Post 
St. were moved July 5 to the Jewelers 
Building, 657 Mission St., San Francisco. 
Occupying Suite 200 of the building, the 
new offices and showrooms are smartly 
designed and stylishly furnished. 

The new headquarters were designed by 
Seward Flynn of Oneida Ltd., Oneida, 
N. Y., who made a special trip to the Pa- 
cific Coast to plan the offices and show- 
rooms. 

An all-glass entrance leads into the 
showroom, which is of oak paneling with 
recessed wall cases for displaying the 
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REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
11 West 45th St. Mew York 19, HY 


Est. since 1918 
AT THE SAME ADDRESS 
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new Pacific Coast headquarters. No detail 
has been spared to make the showroom com- 
fortable and serviceable for Oneida's clients. 


firm’s silverware. The paneling itself is 
finished in light gray complemented by 
beige carpeting. 

The offices, occupied by Ivan L. Smith, 
Pacific Coast manager for the Community 
Division, and Fred Yaeger, Pacific Coast 
manager of the Wm. A. Rogers, Ltd., Di- 
vision, are paneled in walnut, with con- 
trasting green tone carpet. 

The overall effect is modern, yet digni- 
fied. The latest in lighting fixtures have 
been used both for the general lighting 
and for the silverware displays. All con- 
struction was supervised by Mr. Yaeger. 

Operating out of the new headquarters 
are Mr. Smith, Mr. Yaeger, James Crow- 
ley, salesman for the Community division; 
Paul Hart, representative for Heirloom 
Sterling; and Robert Stebbins, Hotel and 
Restaurant Division. Also in the new of- 
fices are Mrs. Marie Soracco, secretary, and 
Miss Geraldine Newport. 


VA Renews GIA Contract 
For Another Three Years 


On October 20 the Gemological Institute 
of America signed a renewal of its contract 
with the Veteran’s Administration which 
makes the courses of the Institute available 
to veterans under the GI Bill of Rights for 
another three years. 

The contract, which was signed by the 
GIA on October 20 and returned to Wash- 
ington on that date, bears the same num- 
ber as the contract which expired during 
October and covers both Correspondence 
and Resident Classes. 

Although the veteran planning to enroll 
for the gemological courses is now assured 
of immediate attention to his needs by the 
Institute, the Veteran’s Administration has 
advised that due to necessary governmental 
procedures and paper work, it may be as 
long as one month before notice of the 
contract’s renewal will reach the great 
number of Regional Boards throughout the 
country. 

During this period if any veteran en- 
counters any difficulty regarding enroll- 
ments he is invited to write to the Gemo- 
logical Institute, 541 South Alexandria 
Ave., Los Angeles 5, for instructions on 
how to proceed. 











LET Us HELP 


Raise Cast 
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MAX JUROW 


(President Mid-Town Auction Center, Inc.) 


Recent sales conducted 
for these jewelry stores:— 


I. Rhoad’s Jewelers — Louis- 
ville, Ky. 
2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 
ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against money 
that will he realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 


on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 
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PRISM BINOCULARS 
Microscopes Lenses 


C. BECK & SONS — KASSEL, GERMANY 
Founded 1892 





All Beck binoculars are light as a feather. 
Lenses and prisms are completely coated with 
the finest optical fluoride coating. Prisms 
are made of the purest precision ground Jena 
optical glass, and are set in brackets (not 
cemented). Magnesium body. Mechanical 
high precision hinges and parts. Center focus 
plus right eye individual focus with graduated 
engraving scale. Fully guaranteed. A TOP 
QUALITY LINE OF INSTRUMENTS MODER- 
ATELY PRICED. 


Ask us for prices and 
descriptive illustrat- U.S.A.—Prompt 
ed literature. | Delivery. 

Reliable Representative wanted for selected 
territories. Exclusive district dealerships 
available. 

+ * * 


Exclusive distributors for the U.S.A. 
COMMERCIAL COMMODITIES CORPORATION 


1807 E. Olympic Blvd., Los Angeles 21, Calif. 
Tel.: Michigan 0721 


Ample stocks in 

















Current mutual problems relating to the horological profession were discussed by memb 
of the Horological Institute of America and the Canadian Jewellers Institute at in 
meeting of the two groups held on October IIth in Niagara Falls, Ont. Present ot th 
meeting were, seated, left to right: George T. Gruen, treasurer of the HIA; Paul K. Niienas 
member of HIA Advisory Council; F. E. Peters, regional vice president of the HIA: Ralot 
E. Gould, executive secretary of the HIA; M. T. Ellis, chairman of the CJI: A. S. Rowe 
president of the HIA; Howard L. Beehler, past president of the HIA; John J. Bowman end 
Col. Harry D. Henshel, both members of the HIA Executive Committee, and R. E. Day, Cj 
Standing, left to right, are: P. A. Meggs, editor of the Trader and Canadian Jeweller: Adam 
Purves, CJI; R. H. Zelke, managing editor of National Jeweler; A. Chetter; Dudley Roden: 
J. Peacock; H. Williams; C. K. Saalmans; A. Amell; D. W. Kettlewell; H. V. Wilkins; C. p 
Keedwell; G. W. Reeves; E. Schoeni; C. Reymond; R. C. Huddart; N. J. Leach, and W 
Jackson, all of CJI. 


Members of the Canadian Jewellers In- 
stitute and the Horological Institute of 
America gathered at the General Brock 
Hotel in Niagara Falls, Ont., on October 
llth, in a joint meeting described by 


most delegates as “historic.” It was the 
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To mention a few points of superior- 
ity, the crucifixes and centers are of 
such substantial weight that twice the 
ordinary number of machine blows and 
other operations are required to de- 
velop the design, while the wire used 
in their making is over twenty five per- 
cent heavier, AND STRONGER, than 
standard. A leaflet describing these su- 
perlative rosaries and demonstrating 
their superiority accompanies each 
pair of beads. You may have a copy 
by mail. 


FIDELIS rosaries are not intended to 
compete in price with ordinary stand- 
ard rosaries. Their quality is such, and 
the attention to every detail of their 
manufacture is so closely supervised, 
that they naturally place themselves in 
the price range of the most exclusive. 


You cannot buy a more artistic ro-— 


sary than FIDELIS. 


In addition to the FIDELIS Rosaries, 
in hundreds of numbers, we also manu- 
facture their companions in the popu- 
lar-price field—DEVO Rosaries. 














50 Aleppo Street # WHITAKER CGO _Providence 9, R. I. 
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first international conference to be held 
by the two groups, and concerned itself 
mainly with the discussions of mutual 
problems associated with watchmaking on 
the continent. 

In his opening remarks, Chairman M., T. 
Ellis of the Canadian Jewellers Institute 
welcomed the American group and empha- 
sized that both the CJI and the HIA held 
common aims concerning the elevation of 
trade standards, and that this mutual inter- 
est could possibly contribute to close co- 
operation between the two bodies. 

Mr. Ellis further outlined the history 
and aims of the Canadian Jewellers In- 
stitute. He pointed out that the Institute 
was working towards the elevation of trade 
standards through educational means and 
the recognition of the watchmaker’s art 
as a profession of the highest sort. 

Following Mr. Ellis’ remarks, Alfred S. 
Rowe, president of the Horological Insti- 
tute of America, outlined the formation 
of that group. He stated that the Institute 
was formed after World War I in answer 
to a need for qualified mechanics in the 
United States. The HIA began by grant- 
ing certificates for watchmakers in_ two 
categories, Junior Watchmaker and Certi- 
fied Watchmaker. These categories were 
later changed to Certified Watchmaker 
and Certified Master Watchmaker. 

According to the standards of the HIA 
the Certified Watchmaker’s examination 
requires the submission and repair of one 
watch, together with a ten-question written 
examination. To qualify for the Certified 
Master Watchmaker’s certificate the candi- 
date must repair two watches, make 4 
staff, repair a jewel plate with screws, and 
complete a written test. The work is 
marked according to the percentage sys 
tem and rated by the National Bureau of 
Standards. Mr. Rowe stated that the aim 
of the Institute, through examination and 
education, was primarily the same as that 
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held by the CJl—to elevate and maintain 

1e 

standards of the trade. 
In answer to questions irom members of 


the CJI, Mr. Rowe and John J. Bowman, 
chairman of the Educational Committee of 
the HIA, outlined the educational facilities 
of the Institute. One of these iacilities, 
the HIA Journal, had played a large role 
in raising the membership in the Insti- 
tute from 500 to 4700 in four years. Per- 
mission was granted the CJl to reprint 
material from this journal which would be 
of interest to the trade in Canada. 

The meeting disclosed that the two 
Institutes held common aims and objec- 
tives, and that their examination standards 
were similar in many respects. It was 
also agreed that close contact should be 
maintained between the secretaries of both 
organizations in the future with a view to 
the possibility of further joint meetings 


being held. 


Brasfield Jewelers is New Name 
For Superior Watch Company 


In order to perpetuate the name of its 
founder, the late Wm. B. Brasfield, the 
name of the Superior Watch Co., Wichita, 
Kan., has been changed to Brasfield Jewel- 
ers. 

Founded in 1927 by the late Mr. Bras- 
field, the Superior Watch Co. grew from 
a modest watch repair shop to a jewelry 
store carrying a complete line of jewelry 
store merchandise. 

The late Mr. Brasfield served as secre- 
tary-treasurer of the Kansas Retail Jewel- 
ers Association from 1939 until his un- 
timely death in April, 1948. Through his 
foresight and tireless efforts while in of- 
fice, the Kansas RJA has grown to one of 
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MODEL 7 


STAMPING JEWELRY 
and SMALL PARTS 


© MINIMUM HEAD 
ROOM RE- 
QUIRED 


® QUIET — EX- 
HAUST AIR 
IS SILENCED 
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the largest jewelry trade associations in the 
industry. 

Mrs. W. B. (Teresa) Brasfield, his 
widow, has been associated with the Su- 
perior Watch Co. for 19 years as assistant 
to Mr. Brasfield in charge of Finance and 
Records. Mrs. Brasfield announced that 
Brasfield Jewelers will continue to operate 
under the policies established by her hus- 
band during the years he was owner and 
manager of the Superior Watch Co. 


Industrial Diamond Stockpile 
Increased by 15,000 Carats 


Some 15,000 carats of industrial dia- 
monds for the national stockpile have been 
purchased from the Netherlands through 
use of Marshall Plan counterpart funds. 
The purchase was through normal trade 
channels in Amsterdam. They have been 
shipped to this country where, after inspec- 
tion by a government expert, they will be 
added to the stockpile. 


Swiss Make ‘Lightest Watch’ 


When an American aluminum manufac- 
turer asked technicians in a famed Swiss 
watch factory if they could produce “the 
lightest watch on earth,” fabricated of 
aluminum, the answer was, “Of course, 
but it will take a little time.” 

The result of this request has been the 
production of a pocket watch weighing 
seven-tenths of an ounce, so light that 
it could float on water. However, this 
water treatment is not recommended for 
the owner of one of these timepieces, since 
the watches, which cost about $600 each, 
are not waterproof. 








A jeweled-lever watch made almost entirely 
of aluminum and weighing only seven-tenths 
of an ounce has been produced by the tech- 
nicians of a horological factory in Switzer- 


land. 


All its parts, except its Swiss movement, 
are made of aluminum alloy. The case, 
the dial, the hands—all but the pinions, 
wheels and jewels—are aluminum. 

A year of research and preparation was 
required to create the watch, since special 
hard-metal alloys are generally used in 
ordinary watches. 

To date approximately 200 of these 
unique timepieces have been made for 
executives of aluminum companies in 


| Canada, the United States, and elsewhere. 








Some “offers” 
have a string... 





... Dut there's 
no “string” to 
this offer! 





To offer the kind of fire in- 


surance that brings you peace of 
mind ... and in addition to tell 
you that you will save 30°. —that 
sounds too good to be true! 


But there's no "string" to it. 


This sound mutual company in- 
sures only jewelers and those in 
related industries—a good risk 
class. Losses are lower. The re- 
sulting savings are passed on to 
you as a policy-owner. 


Write for full details. 
man will call. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


Jewelers Insurance Bldg., Neenah, Wis. 
Offices in: Milwaukee, New York, Chicago 


No sales- 
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CIGARETTE CASES 


Sterling silver, finely made. Heavy weight. 


Distinctive and unusual decorations. 


One shown has flags in color—holds 12 
International code also avail- 


cigarettes. 
able. Send for illustrated price list. 


CHAS. THOMAE & SON Inc. 


15 Maynard St., Attieboro, Mass. 


Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS 


ONLY 








THE 
Lesher SPORTS LINE 
CHARMS AND MEDALS 


FOR 


ALL EVENTS 
7O YEARS OF 


QUALITY AND SERVIC 
THROUGH THE WHOLESALER 


SPORTS CATALOG ON REQUEST 
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J. M. FISHER COMPANY 
MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 




















FiNE STERLING 
HOLLOWWARE 


and 


AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 











Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 











NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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4 To properly service an increase in busi- 
ness volume, David Migdal & Co., 109B 
Summer St., Boston, is hiring more help. 
Mr. Midgal and his assistant, Harry Feld- 
man, are rearranging the firm’s quarters 
to accommodate the new personnel. 

q Joseph Byer, for the past 13 years asso- 
ciated with the I. Alberts’ Sons firm in the 
Jewelers Building, has opened his own 
ofice and showroom at 333 Washington 
St., Room 746. For the past few years he 
worked in the Alberts’ firm showroom as 
an inside salesman. Mr. Byer is_ well- 
known in Boston trade circles particularly 
by jewelers with offices in the Washington, 
Jewelers and Province Buildings. 

q As this issue went to press, the post- 
poned dinner-meeting of the Diamond Pea- 
cock Club, originally set for October 28 at 
the Parker House was shaping up for the 
same location on November 18. At that 


| time, election of officers, action on by-laws, 





and other items were to be taken up by the 
various officers included in last month’s 
report. 

¢ Considerable favorable publicity for 
jewelry lines has been given in various 
Boston papers recently which have printed 
short items on various subjects as covered 
by the Jewelry Industry Council. 

q Hitting the front pages of the Boston 
papers, as they did during the pre-election 
week, the Silver Parade advertisements of 


_ Shreve, Crump & Low Co. attracted wide 
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attention. The 94 choice patterns on dis- 
play at the store were announced in the 
striking front-page ads. 

q Leo Kaplan of Lazare Kaplan & Sons, 
New York diamond house, was the speaker 
at the November 9 meeting of the New 
England Guild, American Gem Society, at 
The Smorgasbord. Mr. Kaplan, who had 
recently returned from a trip to the dia- 
mond-cutting centers of Europe, gave a 
very informative talk on conditions as he 
found them, as well as on diamond cut- 
ting itself. A laboratory period followed 
the talk. 

€ Michaels, Inc., 705 Main St., Hartford, 
Conn., opened a new store on the corner 
of Main and Pratt Sts. on Nov. 1. 

q A second bulletin was sent recently to 
members of the Massachusetts and Rhode 
Island Retail Jewelers Association by John 
H. Peterson of Needham, Mass., president. 
Dealing with the subject of diverting ster- 
ling silver into improper channels, Mr. 
Peterson said. “We hired a ‘shopper’ from 
Pinkerton Detective Agency. He shopped 
eight or ten upstairs stores in Greater 
Boston and found that practically any 
standard pattern of silver could be bought 
at from 30 to 40 per cent off, with deliv- 
ery immediately or within a few days. Our 
directors called a meeting,” Mr. Peterson 
continued, “and invited the sales managers 
from all the manufacturers to meet with 
us and talk the matter over.” Generally, 
it was shown that manufacturers are doing 











NEW ENGLAND 


all possible to stop such practices, My. 

Peterson went on to say that “your qi. 

rectors have discussed at great length the 

question of insurance firms, banks, manv- 

facturers, and others that buy jewelry ang 

kindred lines for their employees, We are 
going to try to do something about it, 
If you can give us any proof or informs. 
tion on this matter,” he added, “pleas 
write us. Meantime, we are making plang 
for a larger and better convention pey 
spring—an all-day convention with win- 
dow displays, gift-wrapping, and a buffe 
lunch.” 

q.A “dollar picture in a 29-cent frame, 
but worth a million bucks” to David ¢ 
Percival, Jr., of the D. C. Percival Cp, 

graces the top of his desk. It’s an si 
view of Marblehead Harbor during the 
annual yacht race week, and besides shoy. 
ing the Percival summer home on Marble. 
head Neck, Dave can pick out his boat and 
that of his cousin Peter, on which Dave's 
children, Sally and David III, are cruising, 
q Carmen and Joseph DeVita of 100] 
Jewelers Building are now carrying on the 
business of the Boston Jewelery Manufac. 
turing Co. formerly conducted by thei 
father, the late Frank DeVita who was as 
sociated with the firm for many years, 

q Attractive displays—month by month— 
of birthstones and their jeweled alterna. 
tives are being shown currently by the 
Nathaniel I. Goodman Co., Jewelers Build- 
ing. Paul Lifset of the firm is touring 
Maine, and “Nat” is making final arrange. 
ments for a West-Coast trip. 

q Myron Beylick, diamond setter with 
Harry Solomon of the Washington Build. 
ing for the past 19 years, has just taken 
quarters in Room 903, Jewelers Building, 
with the Joseph M. Lansky firm. 

q Roy S. Brooks of Mauran Watch Co, 
712 Jewelers Building, spent the month 
of November in Maine. 

q A recent Associated Press item from 
Dallas, Tex., told of John Williams, Fall 


River, Mass., jeweler, arriving there ona 
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had boarded at Newark, N. J., 
headed for Providence, 
R. I. He found, after soaring aloft, that 
: om on a special American Airlines 
ae Mexico City. He left the plane at 


plane he 
thinking it was 


ig and was transferred to another 
AA plane which brought him to New 
England. 


q Mr. and Mrs. Michael Mahar of Mahar 
& Engstrom, 4th floor, Jewelers ‘Building, 
will celebrate their 20th wedding anni- 
yersary on January 1, 1950. 

q Searles & Co., Newport, Vt., moved to 
a new store at 38 Main St. and held a for- 
mal opening on Nov. 16. 

4 Formal opening of the new and larger 
Lionel L. Tardiff jewelry store at 40 Main 
St., Waterville, Maine, was held on Nov. 3. 


4 Doris Lofchie, bookkeeper with the Bella 
A. Glass Co., 609 Jewelers Building, is on 
a Florida winter vacation trip. 


4 Mr. and Mrs. Lawrence H. Pearlstein, 
wholesale diamonds, 502 Jewelers Build- 
ing, celebrated their 15th wedding anni- 
versary on Nov. 6. 


4 Tempting juicy apples on the counter 
of the David J. Dannahy & Co. quarters, 
403 Jewelers Building, are from the down 
east Maine farm of L. H. Porter, the com- 
pany’s watch repairman, who is becoming 
quite an agriculturist. 


q Miss Catherine A. Egan of the Edmund 
W. Kirby Co. was honored recently by be- 
ing named financial secretary of the Eire 
Society of Boston, which was “organized 
and functions for the purpose of spreading 








SALES AND MERCHANDISE 
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awareness of the cultural achievements of 
the Irish people.” 

q Alfred LaBounty held a formal opening 
of his new jewelry store at 9 North Main 
St., Newport, Vt., on Oct. 29. Prior to 
moving to the new street-level location he 
had occupied upstairs quarters on Main 
St. 

q Richard J. Browne, son of John Browne, 
Dedham, Mass., jeweler, after spending 
more than six years in Uncle Sam’s Navy, 
joined the Waltham Watch School on Nov. 
15. Following his studies, he plans to join 
his father’s business. 


q Welcomed back after two years’ absence 
to Jewelers and Washington Building 
offices is “Jerry’—Mrs. Geraldine O’Neil 
Arnold, formerly with Hub Materials, and 
now with Henry J. Solomon, 3rd floor of 
the Washington Building. 


q James Bridges, Jr, of Smith & Zaft, 
Jewelers Building, is back after a deer- 
hunting sojourn in Maine, with “venison 
steaks on his table.” He planned a second 
hunting party, including several Boston 
jewelers, later in the month. 


q William Rutherford, formerly a watch- 
maker with George B. Bates Co., Inc., 
Calais, Maine, has opened a new store of 
his own in that city. 

q “Romie” W. Nathan, 300 Washington 
Building, and Mrs. Nathan celebrated their 
54th wedding anniversary on Nov. 6 and 
simultaneously announced cancellation of 
his proposed Florida trip in order to “stick 
around for the coming election as Mayor” 
of the third floor, Washington & Jewelry 
Buildings. 

q A new natural-wood-finish partition has 
been erected in the Frederic C. Kunz quar- 
ters, 708 Washington Building, with sev- 
eral attractive shadow boxes added for at- 
tractive displays of silverware. 

q For jewelers displaying synchronized 
flash cameras, the Ross-Taylor Co., 717 
Washington Building, has a novel idea— 
it displays a number of pictures taken 
with the camera of the store’s interior, the 
counters, watch repair section, and sales 
divisions. 

q Richard J. Gill of Patrick J. Gill & Sons 
firm, 709 Washington Bldg., was married 
on Nov. 5. 


q Mrs. June (Hookilo) Bornstein is back 
with Hub Materials Co., 408-11 Washing- 
ton Building, after an absence of two 
years. 

q Nearly 75 members of the Thomas Long 
Co. Employees Association held a_ store 
party recently at McKeon & Cashby, cater- 
ers, 1106 Boylston St., with Jack Kaiser 
and his band for dancing, and three out- 
standing vaudeville acts for entertainment 
after the dinner. 


* Bob Haselton, son of Robert H. Hasel- 
ton of Haselton Co., 702 Jewelers Building, 
is back on the road for his father after a 
honeymoon trip to Colorado Springs. 


q John P. Hatch is now covering the 

Greater Boston and North Shore areas for 

Norling & Bloom Co., Washington Build- 

ing. Arthur S. Kelley, the firm’s treasurer. 

is showing some excellent colored pictures 

taken during a recent fishing trip in 
(Please turn to page 189) 
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F:3.5 Anastigmat Lens 
Focusing Mount—3 ft. to Inf. 

1/25 to 1/100 sec. Cocking Shutter 
Eye Level and Waist Level Finders 
Complete with Leather Case 
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MIDGET CAMERA 
ON THE MARKET 


MIGHTY 


Precision camera with 
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leather case 
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table or pocket. Chrome 
satin, expanding tripod, 
cable release lighter. 
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q Orrin Siegfried of P. A. Freeman, Inc., 
Allentown, was elected president of the 
Eastern Pennsylvania Guild of the Ameri- 
can Gem Society at the October meeting 
of that group. Other officers named were: 
C. Fred Muth, Jr., of Jenkintown, vice- 
president; Joseph Hunter of S. Kind & 
Son, Philadelphia, secretary, and William 
Diller of Reading, treasurer for the second 
term. Future meetings will be held in 
Room 418, the Benjamin Franklin School 
at Broad & Green Sts. William Collison 
will be proctor of the classes this year. 

q Mrs. Sam Gleaner, wife of the president 
of Time Jewelers of 8 North 12th St., 
announced that their store has recently 
been appointed a dealer for Frigidaire 
appliances. The Time store is being en- 
larged and redecorated to accommodate a 
complete line of these appliances. 

q Ralph Fleisher tells of working very hard 
to sell a smart looking woman a Kreisler 
watch band at Roberts Jewelers, 6125 
Ridge Ave., on a Friday, Oct. 14. After 
showing strong sales resistance the woman 
complimented him on his sales presenta- 
tion. “I guess it wasn’t much good—I 
didn’t sell you the band,” Ralph said. Then 
the woman identified herself as one of 
Kreisler’s Mystery Shoppers and presented 
him with five dollars, a watch band for 
himself, and a card recording his success 
as a good salesman. 

q Louis Rosner, formerly of the J./D. 
Jewelers in Chester, Pa., has opened a 
store of his own under the name “Premier,” 
at 1608 Market St. in Philadelphia, where 
he will handle “all standard merchandise 
at standard prices.” 

q The Community Chest of Philadelphia 
and vicinity announces the following com- 
mittee of retail jewelers will solicit dona- 
tions for the Red Feather campaign this 
year: Samuel Kind, chairman; Myer Barr, 
J. Bruce Byall, Edward Chatkin, Lewis De 
Wolf, Ralph Huberman, Louis Jagielky, 
Stanley Lefkoe, Frank S. Schwartz, Joseph 
Simon, Nathan Simon, Herman Sonnheim, 
Mrs. Helen Wilson, L. H. Yarnall, and J. M. 
Peterson. The wholesaler’s committee con- 
sists of: W. M. Hurlburt, chairman; Samuel 
Z. Korff, vice-chairman; Herman Caplan, 
Herman Dubrow, Max D. Feinberg, David 
Gersh, Oscar Goldberg, Arnold Gordon, 
Harry Leibowitz, Israel Lesse, Sidney Lopa- 
tin, Edward Tinkleman, Louis Wallen, Her- 
man Z. Zlotnick, Josef Milner, Mickey 
Orloff, Harry Paul, David Sickles, and Paul 
Stern. 

q Gilbert Tucker of S. Tucker Sons at 42nd 
and Lancaster Ave., has added a complete 
television and appliance store adjacent to 
the jewelry store. The G. E. line will be 
featured. 

q Albert L. Sauter, Jr., of Fred Sauter’s 
at 2713 West Girard Ave., is being con- 
gratulated on his engagement to Miss 
Bernice Hammet of this city. The couple 
plan to be married in April. 


q The “meetin’ and eatin’” of the Sansom 


Street Business Men’s Association took 
place Thursday, Nov. 10, at Bookbinders 
of 2nd St. As this was the last meet, 
for 1949 reports are that it was 
fun and short on agenda. 

q Mr. and Mrs. Sonny Elson of “Jewelry 
By Elson” will celebrate their 20th wed. 
ding anniversary in February. 

q Arthur Kauffman, manager of Barr’s ney 
Mayfair Store, will be married to Mic 
Helen D’Onofrio of Newtown Square, na 
3. The ceremony will take place in Larch. 
mont, Pa. 

q Barr’s Jewelers will resume the diamond 
show on television so popular last year 
This year the subject will be “How We 
Grade Diamonds,” and the program yi] 
be livened with models wearing diamond 
jewelry and working on the various instry. 
ments used. 

q Congratulations to S. J. Lyons Co. on the 
celebration of their 50th anniversary. Ags 
part of the ingenious commemoration of 
the event in this strictly cash establish. 
ment, customers have been requested to 
bring in items purchased in the store years 
ago. One customer brought in a kitchen 
clock bought from Lyons during the con. 
pany’s first year of business. Another 
brought an equally old vase. Both are ex. 
hibited in the windows, with the clock still 
telling the right time. Weekly ads in the 
leading newspapers are alternated — one 
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salaries OF business of your own” in the 


felds of watchmaking, jewelry engraving 
and repairing says the Baronian School 
of Watchmaking in an ad recently printed 
‘1 the newspapers. The copy under the 
heading “Be a Jeweler” attracted consider- 
able attention and comments from local 
jewelers. 
q To attract customers to see their newly 
multiplied selection of merchandise, Neid’s 
Jewelers of 1305 Market St. held an “8 
hour” sale, Wednesday, Oct. 26. In the 
Philadelphia Inquirer a 47/-in. ad offered a 
“Regular $3.50” fountain pen for sale at 
75c. along with the coupon attached to the 
ad. A spokesman for the store said re- 
sponse was “more than satisfactory.” 
q Rebecca Sibole of 753 Kedron Ave., in 
Morton, Pa., has developed a great deal 
of new interest in her business through 
exhibiting antique and simulated antique 
jewels at the Norristown and other antique 
shows this fall. 
q “Diamonds are not luxuries!” advertised 
Louis Jagielky of 1603 Walnut St., recently. 
“If you wore them for a week or month, 
then cast them aside, diamonds could be 
properly classified as ‘luxuries.’ But as 
a matter of fact, diamonds are appropriate 
for all seasons and all styles. If you con- 
sider their lifetime beauty and usefulness, 
you will agree that their cost is really mod- 
erate... . This copy which is helpful 
to all jewelers, has received much favorable 
comment. 
4 A new neon sign designating “Railroad 
Time Service” has been added over the 
workbenches in the Smith and West store 
in the Suburban Station Building, a per- 
fect tie-in with their location to gain pres- 
tige and business. 
q Mickey Orloff of Philadelphia’s Jewelers 
Row announces his new catalogue is ready 
for distribution. Promotional watches de- 
signed for rapid turnover and traffic build- 
ing will be featured. 
q Hollywood Jewelers of South 16th St. 
have attracted passers with the following 
sign: “See your dentist twice a year? See 
your Doctor once a year! ... A word to 
the wise . . . see us, your watch repairer, 
once a year... .” 
q French Jewelry Co., Inc., of 301 Walnut 
St. and 137 South 8th St., manufacturers 
of “airflex” expansion bands and marcasite 
jewelry, have added two new floors and 
will increase their output of religious 
jewels. 
q Ringold’s Credit Jewelers of 4316 Ger- 
mantown Ave. have enlarged and renovated 
the store to make space for a new television 
department. At the same time four addi- 
tional men have been added to the sales 
force. 





California Jewelsmiths 


Move Into Larger Quarters 
California Jewelsmiths, manufacturers of 
fine quality novelty jewelry, have moved 


into larger quarters at 236 So. Beverly 
Drive, Beverly Hills, Calif. 
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For the past four years, the firm, which 
is operated by David Zackwin and sons, 
has been located at 212 S. Spring in down- 
town Los Angeles. The larger space was 
found necessary to properly service their 
increased business. 





Joseph B. Bechtel & Company 
Observes 55th Anniversary 


In welcoming employees, guests and 
former employees to a dinner party mark- 
ing the 55th anniversary of the firm, F. 
Clarke Bechtel, president of Joseph B. 
Bechtel & Co., wholesale jewelers of Phila- 
delphia, stated that whatever success the 
firm may achieve is due to the united ef- 
forts of the entire organization. Mr. Bechtel 
presided at the anniversary celebration 
which was held on November Ist in the 
Mirror Room of the Warwick Hotel. 

“When we observed our 50th anniver- 
sary there was one and only one who had 
gone all the way from the very beginning 
to that golden goal on November 1, 1944,” 
Mr. Bechtel stated. “He was our beloved 
founder, Joseph B. Bechtel. There was one 
other who had so faithfully served our 
company for 44 years. His life was gentle 
and the elements so mixed in him that 
ali who knew him could rise up and say, 
‘That was a man.’ He was our vice presi- 
dent, John C. Oberholtzer. 


F. CLARKE 
BECHTEL 


President of 
Joseph B. 
Bechte/ & Co. 


a 





“These two men determined the course 
that our company was to follow and it 
was a straight course. We have lost Joseph 
B. Bechtel and John C. Oberholtzer who 
together gave us 101 years of service. 

“The record in Dun & Bradstreet is 
important,’ Mr. Bechtel said in conclud- 
ing his talk, “but the record in the hearts 
and minds of our associates, our manufac- 
turers, our customers and our friends is 
the true measure of the success and value 
of our company.” 

Earle S. Bechtel, secretary of the firm 
gave more of the interesting details in 
connection with the history of the firm. 

Interesting addresses were made by 
Thomas A. Fernley, Jr., secretary of the 
National Wholesale Jewelers Association; 
Glen K. Morris, president of the National 
Bank of Germantown & Trust Company, 
and Dr. Paul Waitman Hoon, Pastor of 
the First Methodist Church of German- 
town. 

Among other notables who were intro- 
duced were: Karl Schwemmer, president 
of the Pennsylvania Retail Jewelers Asso- 
ciation, and Roland J. Christy, well-known 
Philadelphia attorney. 

The occasion was climaxed by a splen- 
did program of entertainment. 
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KEEPS SILVER 
FROM TARNISHING 


for LIFE! 


Here are profitable lead- 
ers you can’t afford to pass 
up—R & M rolls and bags 
of Pacific Silver Cloth—the 
only material that will abso- 
lutely prevent silverware 
from tarnishing for LIFE! 


R & M rolls and bags com- 
pletely surround the silver. 
Thus they make this remark- 
able tarnish-proof material 
100% effective at all times. 
Moreover, they’re attrac- 
tively styled and individually 
designed. 
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q Executives and employees of the S. and 
N. Katz jewelry stores of Baltimore, Md., 
celebrated Founders’ Day at a dinner meet- 
ing held on November 2nd in the Lord 
Baltimore Hotel. Three of the five Katz 
brothers who started the firm 47 years ago 
were on hand and received individual oil 
portraits painted by Arthur Goldman, man- 
ager of the branch stores. 


4 Jack Higgins has been named general 








manager of the Ferrell Jewelry Company, 
Jacksonville, Fla. Mr. Higgins has been 
associated in the jewelry business for the 
past 17 years and has been in Jacksonville 
for the past two years. 

q Lane’s Jewelers, a new retail store, has 
opened at 210 North Ervay, Dallas, Tex., 
with Fred Swartz as manager. The store 
will specialize in quality diamonds and 
watches, supplemented by a full line of na- 
tionally advertised jewelry merchandise. 
Mr. Swartz, a resident of Dallas for 30 
years, was in the wholesale jewelry business 
and in the jewelry department of a Dallas 
department store before opening Lane’s 
Jewelers. His associates in the new enter- 
prise include Mrs. Ella Holden, who has 
several years’ experience in jewelry sales. 
q Busch Jewelers, Knoxville, Tenn., greeted 
the public in formal opening ceremonies 
October 27 in its ultra-modern quarters on 
Farragut Hotel corner. Opening day pa- 
trons received free gifts in celebration of 
the event, according to George Busch, store 
manager. The location, formerly that of 
Pinkston Jewelers, has been renovated. In- 
terior and exterior decorating and installa- 
tion of new fixtures required three months. 
q A $25,000 interior and exterior remodel- 
ing job at Stein’s Credit Jewelry at 313 
Houston, Fort Worth, Texas, was completed 
October 17th, John Stein, owner said. The 
remodeling has resulted in increased space 
for all departments of the store. 

q Charles E. McQuaig, jeweler of Alma, 
Ga., has been elected Mayor of the city of 
Alma. He will serve a one-year term be- 





Due to the ambiguity of the caption that 


- atcompanied the above photo in the No- 


vember issue, we are reprinting the cut 
with the correct identification of the prin- 
cipals involved. The photo appeared in 
connection with a notice on the housewarm- 
ing of the new quarters of J. Engel & Co. 
of Baltimore. Standing before the picture 
of Jacob Engel, founder of the firm, are 
(left) Leon Engel, son of the founder, and 
(right) Jay Engel. 
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ginning January 1, 1950. Mr. McQuaig q 
feated D. C. Anderson, 467 to 378. = 
Louis E. Kaiser, at 80, 

Continues Century Old Busines; 


Time may be speeding on at a rapid 
rate for some, but Louis E. Kaiser, owner 
of the L. E. Kaiser Klock Co., has only 
to look around him in his place of busi. 
ness at 321% North Charles St., Balt. 
more, Md., to find that it is standing stil] 

The reason is that as owner of one of 
Baltimore’s oldest and best-known clock 
firms, nearly all of the hundreds of clocks 
and watches in his establishment are pot 
kept running. 

The name of “Kaiser” has been asso. 
ciated with the clock trade for one hun. 
dred years. The business was founded by 
his father, Charles Kaiser, in 1849. Asso- 
ciated with the present owner is his son, 
Elmer L. Kaiser, making three generations 
in that line of endeavor. 

Although Mr. Kaiser is 80 years of age, 
he would easily pass for a man 20 years 
his junior. He stated that he is enjoying 
the best of health which he attributes to 
plenty of exercise in his younger days. 

Next to his birthday Mr. Kaiser is look- 
ing forward to another trip to Europe. 
He already has made six trips, but he 
is anxious for just one more. 
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JEWELERS’ AUCTIONEER 


No Sale 
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Entire Jewelry 
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for Cash 


We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 
in this field. 


Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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Newman Retires From S. K. & Ww. 
After 42 Years of Service 

After 42 years of service with Silber- 
nee Kohn & Wallenstein, Inc., manu- 
facturers of diamond since 1887, 
Nathan Newman, president and treasurer 
+ f s ‘ 
of the firm, will retire to private life on 


rings 


December 31, 1949. 

Mr, Newman entered the employ of S. F. 
Myers Co., a New York mail order house 
pe Maiden Lane, in 1905. Three years 
later he became affiliated with 5S. K. & W. 
partner 


and in 1924 became a es 


business. 


NATHAN NEWMAN 


Announces 
Retirement 
Plans 





After he retires from business, Mr. New. 
man plans to devote most of his time to 
furthering activities of the “52 Associa- 
tion” of New York which was organized 
in February, 1945. Mr. Newman is one of 
the founders of the association and ac- 
tively assisted in its organization. Since 
its inception, the association has enter- 
tained over 44.000 wounded service men 
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RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
surea Parcel Post 
Package 


EVERY JOB IS CLEANED 
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and veterans in various U. S. hospitals in 
the New York area. Besides entertain- 
ment, the association runs a counseling 
service and places disabled veterans in 
suitable jobs at no cost to employer or 
veteran. They have placed more than 1000 
wounded veterans in jobs. 

Mr. Newman, an ardent follower of 
Izaak Walton, in addition to his activities 
with the association, stated that he in- 
tends to go fishing as often as he can 
when he retires. 

After his retirement, the business will 
continune under the capable management 
of Isidor Garlin and Irving Klampert. Mr. 
Newman will make his office at S. K. & W., 
216 E. 45th St., New York City. 


Gorenfio ‘Teaser’ Promotion 
Arouses Interest in Opening 


The Gorenflo Co., Ine., well known 
Detroit wholesale jewelry firm, used a 
clever and very effective “teaser” direct 


mail promotion to develop interest in the 
opening dedication of their modern new 
building which was held in connection 
with their annual fall showing of holiday 
merchandise in October. 

Using the theme “Remember—In 1949 
it’s 1940” a series of cards were mailed 
out to customers at intervals and not until 
the fifth mailing was the recipient relieved 
of suspense and let in on the fact that 
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All the innovations that designers could de- 
vise, from new twists in display to air-condi- 
tioning, are provided for the customer's com- 
fort in the new building of The Gorenflo 
Co., Detroit, Mich. Functional efficiency 
and beauty are combined in the smart in- 
terior of the new building which is finished 
in coral and gray. 


the “1940” was the address of the new 
Gorenflo building on East Jefferson Ave. 
in Detroit. <A final mailing was an invita- 
tion to attend the combined dedication 
and merchandise showing. 

Elmer J. Gries, sales manager of the 
firm, reports a tremendous turnout for the 
three-day opening ceremonies. Customers 
attending the affair were presented with 
a booklet entitled “House of Service.” 
which presented the officers of the firm— 
Theodore Gorenflo, Sr., founder and pres- 
ident; Theodore, Jr., secretary, and John 
C. Gorenflo, vice president. The various 
department heads were also shown as well 
as pictures of the entire new setup. 


q Thomas W. Buchanan, a member of the 
jewelry firm of Buchanan & Frenchy, 
Darlington, S. C., and a member of the City 
Council there, was elected mayor in the 
municipal election held there October 25, 
defeating the incumbent, Mayor Cecil E. 
Harper. Mr. Buchanan will become mayor 
January 1, 1950. 
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Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 


SILVERWARE 


REPAIRING REFINISHING 
GOLD & SILVER PLATING 
ENGRAVING LACQUERING 


JEWELRY REPAIRING 
COMPLETE FACILITIES 


EXPERIENCED STAFF 
GES SEND FOR PRICE LIST 


LOUIS J. MEYER, Inc. 


Silversmiths—Platers 
205 S. 9th St. 
PHILADELPHIA 7, PA. 























For rapid turnever—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 
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DIAMONDS - WATCHES 
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STONES 
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Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 Ilinois 











Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 





























WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











STO SILVER __ 
TARNISH 
One simple application of Pro-Tex-Sil 


will protect beautiful silver from tarnish 
for many weeks. 


FREE TEST SAMPLE 
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| THE CHICAGO INSTITUTE OF WATCHMAKING 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 
" “ho can truly explain our successful plan of 
| sound training—Accredited by HIA and UHAA. 


CHICAGO INSTITUTE OF WATCHMAKING 
6 E. Lake St. (newlocation) Chicago 1, Ill. 
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Golden Roosters of Chicago 
Crow at Annual Stag Party 


Approx:mately 100 fine feathers of the 
jewelry trade were on hand to celebrate 
the annual fall stag party of the Golden 
Roosters of Chicago, held on November 
10th in the Mural Room of the Bismarck 
Hotel. 

The party was a huge success from 
every standpoint. Herman J. Kraemer, 
chairman of the Winter Parties Committee, 
did his usual bang-up job of arranging. 
The dinner was “tops’—from the shrimp 
cocktails, thru the main course of blue 
ribbon beef—right on to the parfait and 
coffee. 

After the cigars were lit everybody sat 
back to enjoy the show which featured 
Miss Kay Hammond, talented singing 
pianist and Johnny O’Brien, a homespun 
comedian a little on the Will Rogers type. 
Lynn Vanya, comedienne, did an amusing 
skit on the vicissitudes of life as an 
English cockney hotel maid. An added 
and unscheduled attraction was provided 
by Brother Rooster Dave Helfer who in- 
troduced his friend Jack Owens, former 
Breakfast Club star. Owens, a very per- 
sonable and talented entertainer, did sev- 
eral singing numbers and brought the 
house down with his rendition of “Mule 
Train.” 

After the show an election of officers 
was held and the following were chosen 
to serve for the ensuing year: Irving G. 
Jensen, Chanticleer; Sieg Gottlieb, Scratch- 
er, and Vincent Newman, Keeper-of-the- 
Nestegg. Walter “Bull’ Connor is retiring 
Chanticleer. 

The election over, “Bull” Connor an- 
nounced that pledges amounting to close 
to $2000 had been received for the Divi- 
sion Street “Y” fund. 





Crime Prevention is Main Topic 
At First Fall Meeting of CJA 


The Chicago Jewelers Association held 
their first luncheon meeting of the fall 
season on October 20th at the Hollywood 
Room of the Morrison Hotel with excellent 
attendance. In accordance with past prec- 
edent, this meeting was dedicated to past 
presidents of the association. 

President Biggins opened the meeting 
by introducing Major Montgomery, Chair- 
man of the Good and Welfare Committee 
of the CJA, who spoke briefly of the 
heavy losses sustained by the jewelry in- 
dustry in Chicago this vear due to oper- 
ations of what the Major felt was a highly 
organized and crafty band of crooks who 
make a business of preying on the jewelry 
industry. The Major then introduced 
Edwin T. Breen, First Assistant States 
Attorney, who gave a most interesting 
talk on ways and means of combatting the 
situation. 

Mr. Breen spoke frankly to the members 
on the subject of carelessness on the part 
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of jewelry salesmen and mentioned the 
circumstances involved in recent large 
scale thefts where sample cases had been 
left unattended. He also pointed oy that 
the jewelry people do not avail themselves 
of the protection which his office js happy 
to furnish in the way of special guards 
which are available for the asking. 

Lieutenant John Murphy, old time friend 
of the industry, who is head of the Jewelry 
Detail of the Chicago Police Departmen 
stressed the fact that less than 50 a 
cent of all losses this year were due to 
armed robbery which indicates that care. 
lessness is a highly important factor. 
George R. McSwain, Special Agent ip 
Charge of the Chicago Division of the 
F.B.1., highlighted the all-star cast of 
crime fighters on the platform and spoke 
on the necessity for combined effort, start. 
ing with the jewelry industry and going 
right up through the various enforcement 
agencies of the city, state and government, 

Marshall Spies, Chairman of the Social 
Relations Committee, announced that Jan. 
uary 7, 1950, was the date for the annua] 
CJA banquet and the Sherman Hotel, 
the place. Room reservations should be 
made as soon as possible. 

Jos. H. Flanagan of the Standard Oil Co. 
addressed the members on the Community 
Fund Drive at the invitation of Ralph 
Milhenning, Chairman of the Solicitation 
Committee of the CJA. 

Charles Ellbogen, very efficient treasurer 
of the CJA, advised the members in 2 
formal report that the association continues 
to be definitely on the blue side of the 
ledger. 


Shawl Forms Own Company 
Joseph Shawl, who has been identified 
with the jewelry industry for 56 years, 
announces the formation of his new com: 
pany, Timepiece Imports, with office and 
salesroom at 1134 Standard Building, 
Cleveland. Ohio. The new firm will 
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Watch Materials, Jewelers’ Supplies, 
Tools, Jewelry, Diamonds, Watches, 
Watch Cases, and Watch Attach- 


ments. 


WHOLESALE JEWELERS 
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feature a select line of imported Swiss 
clocks of the cuckoo, chime, and musical 


variety. 
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Wagner Discusses Excise Tax 
At Chicago Jewelers Meeting 


The Jewelers Association of Greater 
Chicago held a very interesting special 
meeting and dinner on Wednesday, Novem- 
ber 9th, at the Standard Club. In order 
to bring together all three segments of the 
industry for informal discussions of pres- 
ent day problems this retailer group in- 
vited several members of wholesale and 
manufacturing firms to attend and many 
prominent figures in the industry were 
on hand. Noticed around the table were: 
John Biggins, (Elgin National Watch Co.) ; 
Clarence Olsen (Olsen & Ebann); Joe 
Goldstone (Imperial Pearl Syndicate) ; 
John Leiner (Benj. Allen Co.); Jack 
Keenan (Hamilton Watch Co.); Jack 
Prins (Son & Prins); Irving Goodman 
(Ostby & Barton); Bill Bart (Jacoby- 
Bender); Bob Scheffres (Bob Scheffres 
Co.); Sam Lackman (Benrus Watch Co.) ; 
Al Green and Adolph Gundee (Longines 
Wittnauer) ; Fred Gottlieb (Fred Gottlieb 
Co.); Folmer Haglund (Elgin American) ; 
Lou Zimmerman (Elgin American) ; Irving 
Slaw (Irving Slaw Co.); Mike Kloville 
(Bulova Watch Co.) ; Cliff McLane (Drack 
& Weinfeld); Ted Schwob (Ted Schwob 
Watch Co.); Ben Arnstein (Arnstein 
Brothers); Earl Stamm (Elgin National 
Watch Co.); Lou Kanow (Jacques Kreis- 
ler), and C. W. Kerr of Schwimmer & 
Scott Advertising Agency who are han- 
dling the present cooperative advertising 
program of J.A.G.C. 

Featured speaker of the evening was 
Bill Wagner, Executive Secretary of NACJ, 
who gave some very interesting statistics 
on credit jewelry store sales during the 
current year. The figures which have 
been compiled by NACJ are available in 
a copyrighted statistical brochure which 
is distributed exclusively to members of 
the NACJ. Bill also touched on the 
excise tax problem and made the sstate- 
ment that, as a result of the excellent work 
done by various associations in the indus- 
try, he felt a vote in Congress right now 
would show 80 per cent of its members in 
favor of repeal or reduction. 

In the absence of President Norman 
Kernis the meeting was very ably con- 
ducted by Honorary President Joseph 
Hirtenstein who is right at home with a 
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gavel in his hand. Executive Secretary 
Ben Sacks handled all arrangements in 
his usual efficient manner and came in for 
high praise on the quality of the prime 
ribs which featured the excellent dinner. 
As the meeting closed there seemed to be 
general agreement that getting the various 
factors in the industry together in this 
manner was a darn good idea. 
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Van Cleef & Arpels, Inc., noted New York 
jewelers, used $50,000 worth of frosty, fire- 
white diamonds in a new crest they made 
for Rosemarie de Paris, New York candy- 
maker. Eva Burnay exhibits the jeweled re- 
production of the new candy trademark 
which will be taken on a tour of department 
stores throughout the country. 


ANRJA Appoints Oscar Kind, Jr. 
Representative on GIA Board 


The American National Retail Jewelers 
Association has appointed Oscar Kind, Jr., 
as its representative on the Gemological 
Institute of America Educational Advisory 
Board, according to a recent announcement. 
He succeeds Arnold Schiffman in this 
capacity. 

Mr. Kind, president of S. Kind & Sons 
of Philadelphia, is a Registered Jeweler 
of the American Gem Society. He com- 
pleted the GIA courses in 1940. 

In 1941 he was awarded the title of 
Certified Gemologist by the AGS, which 
he has served as Assistant Secretary since 
1947. 

In addition to serving as vice president 
in charge of the Middle Atlantic States 
of the ANRJA, Mr. Kind is also Chairman 
of the Gold Jewelry Committee of the 





Jewelry Industry Council. 





V. P. Hildreth Purchases 
Berry Jewelry Company 


V. P. Hildreth. veteran jeweler, has 
purchased the Berry Jewelry Co. store at 
120 West Main St in Oklahoma City. 
Mr. Hildreth, manager of the Hartwell 


Jewelry Co., Oklahoma City, for the last 


six years, plans expansion of the store 
to include a silver and a repair depart- 
ment. He is president of the Oklahoma 


Retail Jewelers Association. 
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Jewelry Display Specialists 


CREATORS OF 
BACKGROUND DISPLAYS 
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q Local manufacturers and wholesalers are 
experiencing the annual holiday rush of 
business, which is so heavy this year that 
employees in most of the plants and offices 
are working overtime evenings and Sun- 
days. Salesmen report that the retail holi- 
day business in most sections of the coun- 
try is developing nicely, with good pros- 
pects for a total volume that will compare 
favorably with that of recent years, except- 
ing only in the areas most severely affected 
by the coal and steel strikes. 

q The new 1950 catalog of the Gerwe 
Brown Co., wholesalers in the Temple Bar 
Building, which was distributed recently 
to the trade, contains more than 350 pages, 
and is twice the size of last year’s com- 
pany catalog. 

q Members of the Town Criers, the locai 
organization of Wholesalers’ and manufac- 
turers’ salesmen, will hold their annual 
dinner meeting and election of officers on 
Jan. 19 in Hotel Alms. 

q Edward Herschede, Jr., director of the 
Cincinnati Gemological Laboratory, spoke 
on “Diamonds in the Rough” at a recent 
luncheon meeting of the Cincinnati Ex- 
ecutives Association in Hotel Gibson. 

q Max Getz, president of the Mayor 
Jewelry Co., Inc., retailers at Fifth and 
Vine St., has been elected a member of 
the Board of Governors of the Hebrew 
Union College here. 

q¢ Jack Smith, Emmet Fitzpatrick and Jack 
Gerwe of the Gerwe Brown Co., who are 
on the last swing of their territories for 
the year, report unusually good business 
at the retail stores of their customers. 

q William A. Magly, father of George 
Magly, salesman for the Wallenstein 
Mayer Co., wholesalers at 31 East Fourth 
St., died at his home here on Oct. 22. 

q Carrol C. Seghers, owner of Carroll’s 
Jewelers, Fifth and Main Sts., spent a 
week during November at his store in Lit- 
tle Rock, Ark. 

q Miss Marilyn Niehaus is the new recep- 
tionist-secretary for the Victor Corp., 
wholesalers in the Enquirer Building. 

q Fred Hegner, popular salesman for 
George H. Newstedt and Co., retailers at 
100 West Fourth St., is recuperating from 
an illness, following a physical checkup in 
Bethesda Hospital. 

q The Hose-Girod Co., Brentwood, N. Y., 
now is eastern representative for the B. 
David Co., manufacturers at 229 East Sixth 
St. Earnest Carder of Indianapolis has 
been added to the sales force and will 
cover southern territory. The company has 
increased its office staff to handle holiday 
business. 

4 Robert Faigle of Faigle Brothers, manu- 
facturers at 528 Walnut St., was on a 
southern trip during November. 

q¢ Howard Rosfelder and Percy Lucas of 
Rosfelder Brothers and Co., manufactur- 
ers at 413 Race St., called on the trade in 
New York state late in October. 
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q Al Wehry has joined the sales Staff of 
the Flanagan Kovac Co., wholesalers in 
the Enquirer Building. 

q KR. C. Eibel, salesman for the Klein 
Brothers Co., wholesalers in the Enquirer 
Building, visited the office over the Noy, 5 
weekend. 

q D. J. Forbes, manufacturer at 530 Wal. 
nut St., made a sales trip to northern Ohio 
cities during November, and Tom Nolan, 
wholesaler in the Neave Building, visited 
his retail store in Detroit. 

q The jewelry store of Harry Siegel, Jo. 
cated at 5 East 6th St., was recently pur. 
chased by the Richter brothers of the 
Richter Jewelry Co., 6th and Main Sts 
The store, which was completely renovated 
by the new owners, was re-opened on Noy, 
22. The name of the store has been changed 
to the Lords Jewelry Co. 

q A large number of pre-holiday visitors, 
including both manufacturers’ representa. 
tives and retailers, have been in this city 
during recent weeks. Among them were 
Max “Two Pointer” Moser, diamond 
dealer of New York City; Leonard Taylor, 
Telechron, Inc.; Willis “Pat” Patrick, dia. 
mond salesman of St. Louis; M. H. Bresh.- 
mer, Sheaffer Pen Co.; Jerry Guerin, In- 
ternational Silver Co.; Andrew Huff, Sun. 
beam Corp.; Stephen Rich, McGraw Co. 
and William Earl, sales manager for One- 
ida, Ltd., who visited the trade with 
Thomas Atkinson, local representative. 

4 Among others here recently were retail- 
ers Herbert Schneider, Louisville, Ky.; 
Mr. and Mrs. E. C. Jobes, New Madison, 
Ohio; William Murphy, Maysvilie, Ky.; 
Homer Wright, Louisa, Ky.; Mark J. 
Scearce, Shelbyville, Ky.; Leonard Hahn, 
Liberty, Ind., and William Donohue, 
Lawrenceburg, Ind. 

q Richard Bradley, William Garrett and 
William D. Black, salesmen for the Harry 
Greenwold Co., wholesaler at 18 West 
Seventh St., spent the first week in No- 
vember in the office. 





Gershey Says Jewelers Acclaim 
Gruen's Radio Quiz Show 


Retail jewelers from over the entire 
country report that “Hollywood Calling,” 
the Sunday evening NBC show sponsored 
by The Gruen Watch Co., is creating 
floor traffic and sales in their stores, accord: 
ing to Simon C. Gershey, vice president 
of Gruen. 

Listeners are coming into the _ stores 
to ask for the Clue Record Booklet which 
is merchandised on the show, Gershey said, 
and jewelers in many cities have run ads 
on this booklet and found it a successful 
device for promoting traffic. 

The Gruen jeweler is tied into the show 
in every manner possible, he said. “The 
major reason for awarding a Gruen watch 
to everyone called on the show is to provide 


| an opportunity for 15 or 18 retail jewelers 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















‘eek stage a local publicity 
——_ 
it was explained that when the long 
distance operators on the show get a 
listener on the telephone, the listener is 
asked to name his or her favorite jeweler. 
The watch awarded that listener is then 
sent to the jeweler named. Usually, the 


. ithe vspaper or radio 
jeweler gets either news] I | adio 
publicity from the presentation. Sometimes 

is made on a local radio 


the presentation 


station, sometimes it is made in the store 





with a picture in the local newspaper. 
Gershey said. 

Gruen took over “Hollywood Calling” 
sponsorship on September 4th, with the 
occasion being observed with a reception 
and cocktail party at the Beverly-Wilshire 
Hotel in Bevery Hills. Present were motion 
picture stars and more than 300 jewelers 
from Southern California. Mr. and Mrs. 
Benjamin S. Katz and Mr. and Mrs. 


| Gershey were hosts at the reception. 





BOSTON JEWELERS CLUB RE-ELECTS ALL OFFICERS 
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Front row, left to right: Sturgis Rice, president of Whiting Davis Co., Plainville, Mass., vice- 
president; Allen Davidson, president, Thomas Long Co., Boston, president; and Ellsworth W. 
Read, of Kettell Blake & Read, Washington Building, Boston, secretary-treasurer. These 
three will serve as directors along with those in the back row, left to right: Albert S$. Munnis 
of Worden & Munnis, Boston; John Blackinton of R. B. Blackinton Co., North Attleboro; 
Herbert Thomae of Charles Thomae & Son, Attleboro; John Kennard of Kennard & Co., 
Boston; and Roy S. Brooks of Mauran Watch Co., Jewelers Building, Boston. 


Members of the Boston Jewelers Club 
gathered at the Hotel Statler on Nov. 4 
for a combined annual meeting and beef- 
steak dinner—with baked stuffed lobster 
also on the menu. 

Following a social hour and the dinner, 
the election of officers took place with 
Allen Davidson, president of Thomas Long 
Co.. Boston, re-elected president; Sturgis 
Rice, president of Whiting Davis Co.. 
Plainville, re-elected vice-president; and 
Ellsworth W. Read of Kettell, Blake & 
Read, Boston, re-elected as _ secretary- 
treasurer. All three were named to the 
board of directors of the club, along with 
the following: Albert S. Munnis, of 
Worden-Munnis, Inc., Boston; John Black- 
inton, of R. B. Blackinton Co., North Attle- 
boro; Herbert Thomae of Charles Thomae 
& Son, Attleboro; John Kennard of Ken- 
nard & Co., Boston: and Roy S. Brooks 
of Mauran Watch Co., Boston. 

After the secretary’s account of the year’s 
activities, which told of an attendance of 
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make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
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1.091 at the 6lst annual banquet last 
February, and of a large group at the 
summer outing in June, a minute’s silence 
was observed in memory of the following 
members who had passed away during 
the year: Clarence Dunbar, Cook, Dunbar 
& Smith, Providence; August Sweetland, 
formerly of C. W. Sweetland Co., Boston; 
Amos Blackinton of the R. B. Blackinton 
Co., North Attleboro; and Howard Wright 


of the Louis A. Jacobson Co., Boston. 


NEW ENGLAND 
(From page 181) 

Maine. Prominent in several of the pic- 
tures are a cow moose and her calf. 

q The 83-year-old senior member of the 
H. Roebuck & Sons firm, New Bedford, 
Mass., celebrated his 66th wedding anni- 
versary on Nov. 2 with all his children 
and grandchildren, still living, helping 
both he and Mrs. Roebuck with the cele- 
bration. 

q Henry Dufour has joined the H. W. 
Stranger & Co. firm, 306 Washington 
Building, as shipper. Meantime, Herbert, 
Junior, better known as “Sparks” Stranger, 
has purchased a new home “right next to 
a fire station” into which he expects to 
move following his marriage next spring. 
¢ Nathan Fish, for more than 35 years 
associated with I. Alberts’ Sons, 8th floor 
of Jewelers Building, died on Oct. 31. 
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YOU'LL WANT THESE 
NEW ADJUSTABLE MAIN 
SPRING WINDERS 


by JEVIN 





Exceptionally well made, Adjustable 
Main Spring Winders. Set of three sizes. 
Handles complete range of wrist watch 
barrels, down to the smallest baguette 


size. Cat. No. ABCX . . . $6.90 per set. 
ASK YOUR DEALER FOR CATALOG "E”’ | 


EVIN roots - 


CARRY THIS TRADEMARK | | 





GENUINE 

















14K Gold Diamond Earrings 
Set With Selected Quality 
Full Cut Diamonds up to !/; Ct. 





Competitively Priced for True Value 
MEMO. SELECTION UPON REQUEST 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST. CHICAGO, ILL. 
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PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 























MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
SASON’S Ironstone Ware ImRtSH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 




















Fine English Tableware 
Send for illustrated literature. Dept. J.C. 


MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE NEW YORK 3, N. Y. 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 #Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















importers of 
+7 ENGLISH CHINA 

and 
EARTHENWARE 
Stoek and Import 


FONDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 











AL. 4-0104 











ROYAL DOULTON 


Sauagiish Bone China and Earthenware 


DOULTON and CO., Ine. 


Successors To 
We. 8. PITCAIRN CORPORATION 


412 Fifth Ave. New Yerk, N. Y. 
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OBITUARIES 

GEORGE Frey, 73, popular and well-known 
New York sales representative with offices 
at 23 Maiden Lane, died on November 4th. 
Mr. Frey was one of the best known jewelry 
salesmen in the trade and _ particularly 
among wholesale jewelers in the East and 
Middle West. For many years he was sales 
representative for B. A. Ballou & Co., Inc., 
Providence, R. I., and later on he was with 
Ford & Carpenter Co., New York. After he 
became connected with Cheever-Tweedy & 
Co., Inc., N. Attleboro, Mass., and recently 





GEORGE FREY 





| represented Charles Mfg. Co., Inc., Provi- 


dence, R. I. Mr. Frey was very highly 
esteemed by the jewelry industry, and was 
very active in all association projects. He 
was one of the organizers and founders of 
the Jewelers Fraternal Association and used 
his offices to conduct the business and af- 
fairs of the organization. In addition, Mr. 
Frey was a member of the Maiden Lane 
Outing Club, the Brotherhood of Traveling 
Jewelers, and the Fraternal Association of 
Chicago Jewelers. Surviving are his two 
sisters and a brother. 

JosEpH M. Kucera, a member of the 
Golden Roosters of Chicago, died on No- 
vember 4th. Mr. Kucera was with the Ball 
Company for more than 25 years and was 
for a part of that time treasurer of the 
company. He retired due to ill health in 
1947 and since then had been living part 
of the time in Dixon, IIl., where his 
daughter operates the Wilcox Jewelry store. 

Ropsert Francis NATTAN, 72, an adver- 
tising and personnel adviser who formerly 
was executive editor of The Jewelers Circu- 
lar, died in New York on November 17th. 
Mr. Nattan was executive editor of The 
Jewelers Circular for 28 years until 1930. 
He was author and composer of several 
popular songs. Surviving are his widow 
and a son. 

Hartey R. Ropinson, 57, owner of the 
Robinson Jewelry store at 105 North Mar- 
ket St., Wichita, Kan., died October 26th. 
Mr. Robinson had been in ill health since 
he suffered a stroke early in 1947, and had 
a second stroke two weeks before his death. 
In addition to his widow. he is survived by 
a daughter and a brother. 

ARMIN W. SCHOENHERR, 43, owner of a 
jewelry store at 923 State St., Schenectady, 


‘N. Y., died suddenly on November 4th at 


his store. Mr. Schoenherr opened the State 
street store in 1937 and had resided with 
his family at that address. He is survived 
by his widow, his mother, two daughters, 
a son, a brother and a sister. 

J. JosepH SNypER, a salesman for the 
Silver City Glass Co., Meriden, Conn., for 
over 12 years, died on October 11th. Mr. 


Snyder covered metropolitan New York and 
part of New Jersey. He was a member of 
the New York Glass and Pottery Associa. 
tion. 

W. A. WRIGHT, pioneer jeweler of Shaw. 
nee, Okla., died October 26th. Mr. Wright 
came to Shawnee from Waterville, Kan., in 
1889 and owned a Main Street jewelry 
establishment for 25 years. 


Special Issue of Silver Lining 
Traces Reed & Barton's History 


The history of Reed & Barton, silver. 
smiths, a story of a firm that has maip. 
tained an old-time spirit of friendly ¢0. 
operation between management and worker, 
is told in an unusually interesting and 
colorful account in the 125th anniversary 
issue of The Silver Lining, Reed & Barton’; 
monthly magazine published in the jp. 
terest of employee’s, customers and friends, 

Highlights of the 43-page magazine con. 
stitute a complete word-and-picture record 
of Reed & Barton since the company was 
founded in 1824 by two young men in 
Taunton, Mass., who formed a partnership 
to experiment in the manufacture of house- 
hold articles of English Britannia ware. 
The magazine traces the steady growth 
of the firm from its humble beginning 
until the present day when its plant now 
covers nearly 14 acres, its employees 
number almost 1,000, and its products 
have world-wide distribution. 

Pointing out that human factors, too, 
have played important roles in the con- 
tinuous growth and prosperity of the 
company, The Silver Lining states: 

“The knowledge of steady employment 
and income, the friendly environment, and 
the pride of craftsmanship have brought 
security and peace of mind to the many 
thousands of men and women who have 
been employed at Reed & Barton through 
the past century and a quarter. To the 
company, in turn, it has meant a flow of 
skilled, loyal workers many of whom come 
from the same families. This, in_ itself, 
has contributed vitally to Reed & Barton’s 
success over the first 125 years.” 

The strong bond of friendship which 
exists between the men and women of 
Reed & Barton is clearly emphasized by 
nostalgic pictures in the magazine which 
prove that the workers are a closely knit 
group both on and off the job. Included 
among the pictures are shots of clam- 
bakes, song fests and tavern dinners dating 
back to 1880. 

A complete word-and-picture account 
of the complex and painstaking operations 
involved in the manufacture of silverware 
is also included in the anniversary issue. 
Also featured are six pages of candid 
snapshots of the many visitors from all 
sections of the country who attended Reed 
& Barton’s 125th Anniversary “Open 
House” Celebration. From April 6th to 
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Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondah!) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N. Y. 
LOngacre 4-7851 
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fay 27th, Reed & Barton’s famous “Silver Erna Schreiber, secretary. Joseph Biemel 

tt *” on Danforth Street were open to was named technical adviser. 

“get that period, well-informed Elected to the board of directors for 

all ‘asia asides conducted tours which three years were Andrew Hammer and H. 

compan? h visitor an opportunity to see | A. Perkins. Joseph Biemel and John Franz 

el - une of the 14acre plant | were elected for a two year term and Phil 

ween fon 08 Cywinski and Joe Frye will serve on the 

ied sccamacenl board for one year. 

pensyivania Watehmakers lm oe aon See | | Sine HE de® Fram 
- we ’ - code feoulend! YY 

Re-elect All Officers K. Schran, vice president of the association, meeeseeates %, 

All officers of the Watchmakers Associa- said that the organization is enjoying 26 WEST 23rd STREET, NEW YORK 10. N. Y. 
tion of Pennsylvania were re-elected at a splendid social programs, good attendance a dpiieaaanainie 
recent business meeting of that organiza- al meetings and an ever increasing mem- 1580 MERCHANDISE MART 302 BRACK SHOPS 
tion. They are: George Niesslein, presi- bership. He invites all Pennsylvania : 
dent; August K. Schran, vice president; watchmakers to attend meetings and be- enor 
Virgil Petrocelly, treasurer, and Miss come active members of the association. 

—————— ver MADE IN AMERICA 

Cornerstone Laid For New industry as one of the four most critical 

Hamilton Research Laboratory —— eave . GEO. BORGFELDT 
. 1e creation or expansion of watch CORPORATION 

The vital importance of the American manufacturing requires specialized horo- 44-60 E. 23rd St.. New York 10. N. Y. 
Watch Industry to national security was logical engineering and highly technical Tel. GR 7-0400 . 
stressed by Hamilton’s president, R. M. design and tool-making knowledge that CHINA @e GLASS @ £TABLEWARE 
Kant, and Chief of the Office of Production cannot be found elsewhere in the United EARTHENWARE © GIFT and ARTWARES 
Planning of the United States Department States than in our efficient but dangerously Domestic and Fereign 
of Defense, Harry E. Blythe, on September small jeweled watch industry. 
prank hain gel Beet 
$750,000 Engineering Research Labora- would develop through the attraction of latina 5. alll _ 
tory was laid at the Hamilton Watch Com- new capital not now invested in watch and JEWELERS 
pany plant in Lancaster, Penna. jewelry manufacturing, or whether it would Specialists in All-Over Gold Decorations 

In his speech, Mr. Blythe said, “The come through a decision of import inter- Write for details. 

Department of Defense is particularly in- ests to produce a substantial portion of S Gl ae ae Satan ae 








their movement requirements domestically; 
or whether it would come through growth 
of facilities now existing, is of little | 
importance. 

“The desired result would be the same. 
National security would be safe-guarded. 


terested in this building because from 
engineering and research laboratories such 
as this, the best is yet to come. 











DELLA WARE 


“We must lead in research and develop- 
AMERICAN MADE 


ment,” he declared. “Therefore, this is 




















a memorable occasion and a distinet honor And the domestic watch market stabilized. chivinwted by 

0 help lay the Cope of this — Thus eliminating the expensive, inexcus- FISHER, BRUCE & CO. 

nificent engineering research laboratory. ade ond sommes cilfesn teen dentie | Phila.: 221 Market St. « New York: 1107 Broadway ~ 
In an interview following the ceremony, shortages and outrageous ;:ives to severe |! 

Hamilton’s president, R. M. Kant, said: glut and demoralized market which have 

“The National Security Resources Board plagued our industry during the past CRYSTAL by BRODEGAARD 

has classified the timepiece manufacturing decade.” Swedish crystal stemware patterns, all 


carried in open stock — available for 

t prompt delivery. Write for our new 1949 

é catalog which gives full details. 

I — R. F. BRODEGAARD & CO., Inc. 
eis 225 FIFTH AVENUE NEW YORK 10, N. Y. 
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225 Fifth Avenue, New York 
Merchandise Mart, Chicago NOVELTIES 
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Distinguished American China 






CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 
212 FIFTH AVENUE NEW YORK 10 
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Chatting informally before the start of the cornerstone laying at Hamilton’ 
itting g at Hamilton's Research and 
os ea building are (I. to r.) Dr. Theodore A. Distler, President of Franklin teens aan 
an arshall College; R. M. Kant, Hamilton's ident; Maj. G | Daniel B. Strickler, | 
g amilton's presiden aj. General Daniel B. Strickler 160 FIFTH AVENUE NEW YORK 10, NY. 





Lt. Governor of Pennsylvania; Harry E. Blythe, Chief of Production Planning, Office of De- 


fense; George P. Luckey, vice-president in charge of manufacturing, Hamilton Watch Co. peeisntiemscsnsomibtinsinnd aatitisaannertant 
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Uses of Staking Set Stumps 


A little used part of one of the watchmaker’s most versatile tools, 
the staking set, are the stumps supplied with each set. Of various : 


sizes and shapes, these stumps are each designed for a specific use. 


by HENRY B. FRIED 
Executive Secretary 


The Horological Society of N. Y. 


(Drawings by the author) 


these punches are especially designed so that the hub of 
the staff may be driven below the surface of the hub and 
thus be secure as well as clear. This is shown in Fig. 20, 
To select the proper stump in preparation for removing 
the Waltham friction taper shoulder staff, the blue bal- 
ance hub is fitted to a stump which will accommodate 
the hub about *4 of its depth. This should leave part of 
the hub above the surface of the stump and the balance 
DRIVING OUT STUMPS 5 , ° 
clear of the stump’s surface as shown in Figure 21. 

The driving out punch which fits over the pivot and 
applies its force against the slopes of the coned section 
of the staff is then selected and a light tap of the hammer 
should be sufficient to eject this friction staff from the hub. 





= stumps are made to perform jobs on 
only cne type or make of watch and come in special sets. 
Shown in Figure 19 is a type of stump used to hold the 
bevelled sides of the Waltham (hollow) balance hubs 
while the friction staff is being driven out. Here the 
stumps come in three sizes, 0, 12 and 16. These have 








Fig. 20. Flat-faced hollow punch 
is used to drive in staff. These 
punches are specially designed so 
that hub of staff may be driven 
below surface of the hub and 
thus be secure as well as clear. 
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Fig. 19. Special stumps used to remove and replace friction stafts. 


holes tapered to allow the balance hub to rest partially in 
them while the driving out punch pushes the staff down 
and outward. For driving in the staff a flat-faced hollow 
punch or stump is employed upon which to rest the bal- 
ance while specially designed punches shown here are 
used to drive the staff downward and in. Incidentally, 


These (Waltham) stumps and punches may be pur- 
chased in a set of 4, which includes one driving-out 
punch for all sizes, a driving-out stump, a driving-in 
stump and a driving-in punch, each for 0-size, 12-size, 
and 16-size watches, or in all, 6 stumps and four punches. 
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Thank you. 
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Photo 
Pierce and Watson 
Jewele) 

New York 


Jewelers’ Circular-Keystone wanted for its 
cover a progressive store using modern 
equipment. It is significant that the pic- 
ture features a WATCHMASTER, symbolic of 
more than 12,000 others now in use. They 
have been chosen thoughtfully by those 
watchmakers who are satisfied with noth- 
ing but THE BEST, — who demand the 
UTMOST in accuracy and dependability, 
—and a printed record UNEQUALLED 


in clarity and scope. 







AViilowtoil Me Willits em iiillio cae bite 


a 2 © eae) a ee 


580 FIFTH AVENUTE NE W 


Distributors of. Western-Electric Watch-rate Recorders 


193 


















Some 23-jewel watches have escape wheel bridges in 
which the hole jewel, fitted into a brass setting, rests in 
a tight fitting recess in the escape bridge. However this 
jewel is held down by an elongated cap jewel which fits 
snug into this recess in the bridge. To further ensure that 
both cap and hole jewel are secure, a screw fastens the 
cap to the bridge. 





Fig. 21. Removing Waltham fric- 
tion taper shoulder staff, hub 
is fitted to stump which allows 
part of hub to remain above and 
balance clear of stump surface. 
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When the screw is removed, the cap still remains fast 
to the bridge and will have to be removed by pressing out 
the brass hole jewel setting towards the cap jewel. 

To give support and clearance to this odd-shaped jewel, 
the “U” shaped stump shown in Figure 22 is used to sup- 
port the bridge while a “jewel pusher” type of punch 
presses upon the hole jewel setting which in turn forces 
the odd-shaped cap jewel down and outward. 

In Figure 22, is shown an exploded view of the assem- 
bly. The escape bridge is shown upside-down in a cut- 
away view with the hole and cap jewel in place. Also 
shown is the hole jewel separately and directly below it. 
Directly below the hole jewel is shown the cap jewel, 
sometimes in this shape, other times in a figure “8” 
shape or a combination of both. The fastening screw is 
shown in the relative but disassembled position. 

It can be seen how the special “U” stump will give 
support to this bridge while the pressure is being applied 
to the hole jewel setting above. 


SS 


STUMPS GIVE STURDIER WORK BASE 


With all this array of stumps, the watchmaker may 
question the advisability of their inclusion in a full stak- 
ing set, especially if the staking tool is of the type that 
has a base of sufficient height to allow the use of the 
punches as stumps in an inverted position. 

If the stumps have the same surfaces and hole sizes 
as the punches, he may feel that this is needless duplica- 
tion which raises the price of the tool. If a set has both a 
stump and a punch of similar surface characteristics, it 
is most advisable to use the stump as a base. The stump, 
generally, is sturdier and has a wider.surface area com- 
pared to its height than the punch has. Thus if the stump 
is used, its shoulder rests upon the staking die-plate which 
was designed to take the blows to which it is subjected. 
The stump when hammered or struck gives a firm, solid 
base with little undesirab!e recoil, bounce or chatter. 

When a punch is used as a stump, its bottom rests 
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upon a weaker part of the staking tool, thus it does not 
render as firm a surface as one might expect for a rivet. 
ing, swedging or indenting operation. Also when pres. 
sure is applied to a punch, there is a slight but sybge. 
quent contraction of the punch through the length of the 
punch and the line of pressure. The longer the punch 
the greater the contraction. With this contraction which 
is momentary, there is an expansion which results from 
its efforts to return to normalcy. This effect causes the 
“bounce” which most often is a deterrent to a successfy] 
operation. Furthermore, if the pressure is not exactly on 
a line with the axis of the punch, it will tend to henq 
under the pressure. Of course this bending is not notice. 
able to the eye but it is evident in the chattering or the 
lack of solidity in the “feel.” 


TEV eceseseesesesseste 
Te SSS SOS ESE eOeeeseseeeses 
OOOO CSS TOES HES O SESE SEE eeeees 
WOAILAL DOOOOCOOO rr 
Dee TO Ye 








7 a 
ee EZ cen ee 7 
Bs ee “ert ; 





Fig. 22. Special stump upon 
which to rest escape wheel 
bridge in order to push out 
odd-shaped escape cap jewel 
set snug in recess in bridge. 










































































It should be repeated that punches are apt to become 
marred, chipped or worn if used needlessly as stumps. 

Some watchmakers are discouraged from using the 
stumps because these usually become loose in the staking 
set boxes and eventually become lost. If manufacturers 
of staking sets would supply some means of firmly secur- 
ing these stumps in the box so that they will stay where 
they are put, their use would more often find favor with 
the watchmaker. 


REFERENCE MATERIAL 
Practical Benchwork for Horologists, L. & S. Levin. 
Bulova School of Watchmaking Manual, Horo. Inst. 
of America. 


Staking Tools and How To Use Them, Kendrick & 


Davis. 
The Watch Repairer’s Manual, Fried. 
Swartchild’s Catalogue. 
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like a winner 


» The store that presents an attractive front— 
that is modern and inviting inside and out—is a real 
winner. It attracts more customers, makes more 
sales, increases profits. 

Your jewelry store can be a winner, too, if you 
modernize with Pittsburgh Glass and Pittco Store 
Front Metal. And when you modernize, do it right 
_..no half-way job! Dollar-wise merchants all over 
the country have proved that the complete mod- 
ernization of their stores has been a sound invest- 
ment which has resulted in the immediate improve- 
enc of their businesses. 

When modernizing your jewelry store, consult 
your architect. He is familiar with Pittsburgh Prod- 
ucts and will give you a design that is well-planned 
and economical. We will be glad to help both of 
you in every way possible. If you wish, you can 
arrange for convenient terms through the Pitts- 
burgh Time Payment Plan. 

In the meantime, why not send for a free copy 
of our store modernization book, “Modern Ways 
for Modern Days’? It contains illustrations and 
descriptions of remodeled stores, and projected de- 
signs by some of the world’s foremost architects. 
Just return the coupon below. 


Pittsburgh Plate Glass Company 
2334-9 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy 
of your book on store modernization, “Modern Ways for 
Modern Days.” 


Name I eee a ay Se ey rae eae ee ed ical 


Address 


City LA 2 inhepctteiiaieeaainean 


as ; 
i 23 
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ALIVANS 





THIS PICTURE OF A JEWELRY STORE in Oil City, Pa., shows how effec- 
tively Pittsburgh Products can be employed to make a store more 
attractive, win new customers. Modernizing like this invites passers-by 
‘0 come in... actually helps make the sale before the customer enters. 
Your jewelry store, too, will be a sales winner when it is modernized 
with Pittsburgh Glass and Pittco Store Front Metal. Architect: H. Roser- 
berg, Pittsburgh, Pa. 
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LD WATCH—A customer of ours has a heavy 18k 
hunting-cased watch, the movement engraved “Frick 
Nicoud, Chaux de Fonds,” that he says was made about 
in 1920. He wants to sell the watch and asked us about 
what it would have cost when new, and to figure a price 
based on that. Can you help us advise him? (Question 
No. 6184) F. L. M. 


Answer—lf you will again examine the maker’s name, 
we believe you will see that this is not “Frick,” but 
“Frederic,” or possibly a shortened form of this, like 
“Fred°.” 

Frederic Nicoud was a maker of high-grade watches in 
business in La Chaux de Fonds, Switzerland, approxi- 
mately between 1865 and 1885. The original retail price 
of a Nicoud watch of 18-size, in 18k. gold hunting case, 
in this country, about the middle of the period 1865- 
1885, when gold metal sold at a premium price, we would 
estimate as around $250.00. The Nicoud firm is not listed 
any longer in the Swiss watch-trade directories and is 
now out of business. 

The present general market value of a watch like yours 
would hardly be more than the junk-value of the gold in 
its case. Although the movement was a fine one in its 
day, it is not old enough to have value as a collector’s 
specimen, and the watch is too large and heavy to com- 
mand a price above the gold-value as a watch to be 
carried. 


LEANING SOLUTION—A long time ago, Questions 
and Answers Department gave the formula for hot 
solution to use for cleaning jewelry. We made a large lot 
of it, and it worked better than any we ever used before. 
but we mislaid the recipe and wish to have it. We think 
it contained Gold Dust soap powder. (Question 6185) 
T. D. E. 


Answer—Your letter asks for a formula that appeared 
some time ago in this department for cleaning jewelry 
“containing Gold Dust soap”—etc. The formula is as 
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follows; and you will note that not Gold Dust soap but 
Castile soap is one of the ingredients: 

Into 1 quart of water, put 2 ounces lump borax, | 
ounce washing soda, and 1 ounce of Castile soap cut into 
fine shavings. Boil these together until dissolved. After 
partly cooling the liquid, pour it into a jug or other 
closable vessel that holds a gallon. Now add 5 fluid 
ounces of aqua ammonia; stir or shake to mix well, and 
add further enough water to make a total quantity of 1 
gallon. Keep the solution corked or covered. 


In using it, pour enough to cover the jewelry into an 
enamelware or pyrex glass vessel; bring to a boil. Scrub 
the work after removing and rinse, preferably in hot 
water, and dry in sawdust. If rinsed in cold water, im- 
merse in denatured alcohol, then in sawdust. 


OOPER WATCH—What would be the age and value 
of an old watch that has name on both dial and 
movement: “T. F. Cooper, London,” and serial number 
29326 engraved on inner cap of the case. which is of 


silver? (Question No. 6186) L. N. G. 


Answer—This maker would have been Thomas Fred- 
erick Cooper, who was in business in London, England, 
between 1818 and 1849. He made a specialty of exporting 
watches to the United States. His watches were not of 
superior quality but were of good average commercial 
grades, some of them made in England and some in 
Switzerland, but engraved as if made in England. The 
high serial number indicates that your watch was made 
during the latter part of Cooper’s career, say between 
about 1840 and 1848, so that it is now between 100 and 
110 years old. 


This is not nearly old enough to give the watch any 
rarity for its age alone; for this, a watch should be not 
less than around 250 years old. It is probable that there 
is nothing unusual about this watch of Cooper’s make, 
as it is in a silver case, which indicates his customary 
type and grade of movements. About the only Cooper 
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Only a 
few at 
this 
Special 
Low Price 
of 


$§).°0 


JEWELERS! YOUR CHANCE TO BUY 


STANDARD WESG PLATING 


TYPE EF-| OUTFIT 
at SUBSTANTIAL REDUCTION! 


(Regular $75.00—You save $22.50) 


on Chronograph watch repair 














This well known WESGO unit has capacity of 5 am- 

peres, plates up to 150 sq. in. gold, or up to 50 sq. in. Easy payment plan puts com plete 
rhodium. Sixteen voltages between 1 and 10 volts. ESEMBL-O-GR AF working library 
Simple adjustment. No wires to change. No tubes. i 

Noiseless . . . For years of quality service, order within reach of every watchmaker 





yours today. 
Now without further delay . . . without prolonged study or 





Offer Limited to Stocks on hand heavy com, you — open a profitable new avenue of watch 

repair business. Order the revolutionary new 22-volume 

—— a... a ESEMBL-O-GRAF working library from your local material 
" ' ' dealer today: pay just $7.00 down and have immediate access 








to complete step-by-step procedure for servicing every chrono- 
graph on the market. You pay only $7.00 per month for 21 
months thereafter. Not just the product of a publishing house, 
the ESEMBL-O-GRAF library is backed by an active research 
organization of chronograph technicians . . . ready to advise 
you on specific difficult problems. 








ESEMBL-0-GRAF procedure is simple! Merely open the appro- 
priate volume in your bench tray and disassemble each part 
according to the brief instructions and diagrams shown on 
the page devoted to that part. There is a page for every part. 





















Assembly of the chronograph movement simply reverses the 
MONOGRAMMING MACHINE Assembly 

. ESEMBL-0O-GRAF procedure is thorough! Every screw with the 

STAMPS exact number of threads, every intricate adjustment and oiling 


procedure is described in short, clear instructions. Nothing is 
left to guesswork or memory. 


ESEMBL-O-GRAF procedure is fast! Following the ESEMBL-O- 
GRAF _ guides cuts two-thirds from repair time. The 
ESEMBL-O-GRAF is not a textbook, but a tool, serving when 
needed, like any other tool on your bench. 


IF YOUR WATCH MATERIAL DEALER CANNOT SUPPLY 
YOU, WRITE US DIRECT GIVING NAME OF DEALER 


The world’s first fully illustrated chronograph watch 
repair course has been developed by William O. 
Smith, Sr., president of Western Pennsylvania Horo- 
logical Institute with the combined help of William 
O. Smith, Jr., and 13 American and Swiss chronograph 
technicians at an audited expense of more than $100,- 
000. Write to W.P.H.I., Desk 18, at the 
address below for information on day or 
evening classes. 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Gift Items 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

extra profit. ss 
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IST FLOOR CHAMBER OF COMMERCE BLDG., PITTSBURGH, PA. 











watches that are valuable as out-of-ordinary, are a few 
that he made with tiny curved-tube thermometers on the 
dial, usually in gold cases. So your watch could not be 
considered to have any particular value, as a specimen for 
a collection. 


A MOISTURE—A customer of ours brings his 
wrist waich in often with moisture inside the case, 
mostly on the crystal. We have tried all we can to solve 
the problem. He has thick hair on his wrist, and we had 
him shave this, but the trouble continues. Is there any 
special trick to prevent moisture in a case like this? 


(Question No. 6187) L. M. 


A nswer—aAll that we can suggest to minimize condensa- 
tion of moisture inside the watch of your customer who 
seems to have more than usual of this trouble, is to try 
the general precaution of managing so as to have the 
least possible percentage of moisture in the air that is 
trapped inside the case when you close it. Choose a time 
for this, when the air seems driest. In other words, do not 
close the case on the movement on a humid day when the 
air is full of moisture. It may help, too, to warm the case 
over an alcohol or bunsen gas flame, or perhaps better 
by laying the case on an electrically heated hot plate. 
until it becomes quite warm, but not very hot, and tighten 
the closing of the case before it has cooled off. We know 
of nothing that can be done outside the watch to lessen 
the moisture-effect complained of. 


ILING CHRONOMETER—In cleaning a_ ship’s 
chronometer, should I oil the escape-wheel teeth? 


Like we do in the lever escapement? (Question No. 
6188) L. M. 


Answer—No oil should be applied to the escape-wheel 
teeth of the chronometer (detent) escapement. The nature 
of the friction in this escapement permits doing without 
lubrication which gives the advantage of avoiding change 
in friction-effects that would be caused by thickening of 
oil and the development of gradually increasing “liquid” 
friction as oil becomes gummy. This is one of the reasons 
for the steadier rate of the marine chronometer over a 
long period of time, compared with that of a timepiece 
with lever escapement. 


QO» WATCH—As you asked, I am sending a wax 
impression of the hall-marks in the case of the watch 
inscribed “Wm. Morgan, London.” The number stamped 


on the Howard movement is 20,262. Please give opinion 
on value of these watches. (Question No. 6189) P. G. V. 


Answer—The wax print of hall-marks in the case 
of a watch signed “Wm. Morgan, London,” the marks 
are for the year 1804, and this identifies the maker of 
your watch (among the nine Wm. Morgans of London) 
as the maker of another watch that is in the collection at 
South Kensington Museum, London, England. The latter 
fact indicates that this Morgan made good watches so it 
might be worth while for you to send us a photograph of 
your watch so we can see whether the watch has in it any 
features that would make it of value, and would interest 
some collector in buying it. 


About the Howard movement, which your letter says 
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bears the serial number 20,262, this number indicates 
that the watch was made between about 1867 and 1870 
and further, that the watch is not early enough in the 
Howard output to be of worth-while value that woulg 
justify the expense of advertising it for sale to some 
collector. 





Scrapbook for a Future 


Gene Lund, salesman at J. W. Ware, San Diego jewel. 
ers, is making a scrapbook from trade magazines, He jg 
using it in two ways: to improve his immediate gales. 
manship, and to prepare himself for future store manage. 
ment. 

Mr. Lund likes to sell jewelry. He’s been on the J. W. 
Ware staff since he returned from service more than three 
years ago. 





Gene Lund uses spare time at home to make scrapbook. His aim— 
more effective salesmanship. 


His scrapbook method of self-improvement supple- 
ments two other study courses. He is taking courses in 
salesmanship, store management and display at the local 
vocational schools. And, of course, he is learning the 
fine points of the trade by actual observation-and-practice 
in the store itself. Here he gets the benefit of years of 
experience by his employer, Mrs. J. W. Ware, and other 
members of the seasoned staff. 

The scrapbook method enables him to make a digest 
of the best articles in the trade magazines, and to classify 
them under headings of his own choice. He uses a stand- 
ard eight by ten inch looseleaf notebook. This will per- 
mit him to add to his collection of articles from time to 
time. 

Some of the headings Mr. Lund is using: Store Adver- 
tising and Publicity; Successful Retailing and Promo- 
tion Ideas; Remodeling and Modernizing; Analyzing Cus- 
tomer; Appealing Displays; Customer Relations; Getting 
Acquainted with Store and Merchandise. 

He is clipping and pasting articles which are written 
from the employer’s as well as from employee’s point of 
view. 

Gene Lund is using all angles to help him do a better 
job of selling jewelry. 
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Prices Reduced 20% on 
C&G Ring Clasps 


The only clasp on the 
market that will clamp 
two rings firmly together. 












TELL iT FROM 
HAND ENGRAVING 


Ask for Folder o 


Has tested and proven it- 

self over a period of years 

@ Easily Applied 

@ Prevents Rings 
turning 

@ Prevents wear be- 
tween Rings 








“13-19 University Pi. New York ry 









Retail Price $2.75 F.T.I. 




















The C&G Da fing sere Sold By All gtr — 
eadin aterial Houses 
: HAS THE 
GUARANTEED AGAINST BREAKING 
Retailers Don’t Be Misled — Insist on : 
C&G Dual Ring Clasps 
Manufactured By GRA 
he ‘bri 
FRANK R. CAMPANA CO. pchiwes aay 
704 Market St. San Francisco 2, Cal. ask for — 
Wholesale Distributors get a 
M J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N.Y. NEW HERMES - — poy out of profits 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, III. 13-19 University Pi, New ‘York s. 




















A NEw Swiss! TYPE LAPPING MACHINE 


Curvature Lap- | 
ping, Round, | 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 


A quiet running 
machine. 











Newest, Best Seller 
for Your 
Silver and Gift Trade 


TRIM 


Transparent Protectors 
for Silver, China, Linen 


3 
. 





We have developed a 
New Alloy for lapping 
Stainless Steel Watch 
Cases to a Mirror Finish, 





ALKA PRECISION TOOLS & EXP. WORK Ne ay lh 


22-44 122 ST. COLLEGE POINT, N. Y. Mere 
Tel. Flushing 3-6125 e Perfect Visibility, Easy Access 


e Tough, Crystal-ciear Vinylite 
e Beautifies Cupboards, Cases, 
efc. 














Envelope type Vinylite protectors 
in several sizes are interchange- 
able for flat and hollow-ware 
silver, china or linen. Roll-type 
units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 


MOST WIDELY USED 





WATCH AND CLOCK OILS for Pe trade."" Among units sesieiniaiiie: oe tales sian 
more than G CE cS ” 7 — se me gene, Cae Now, Nationally advertned 
Trim Unit for 6-pe Flat Silver place NG oko 6k sv 000004 $1.25 
WILLIAM F Trim KIT for 72-pe Flat Silver service ........... 0. cece eecee 6.75 
12 units, each 15x19"... . $5.00 6 Units, 12x13" ........ 2.00 
16 units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 2.00 
3 Units, each 16x20".... 2.00 | Unit, 24x30" ........ 3.00 
| Shelf Protector, 27"' deep by 36" wide ................... 1.00 
Trade Discount 
THE TRIM Company Rated Dealers 40% 
545-JCK Gladstone S.E., Grand Rapids, Mich. 
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“Oscar” for Hamilton 


Top award for the best 1948 annual re- 
port in the watch and clock industry is ac- 
cepted by (left) R. M. Kant, president of 
Hamilton Watch Co. 





Weston Smith (right), executive vice 
president of Financial World, made the 
“Oscar of Industry” presentations at the 
annual awards dinner in New York’s Stat- 
ler Hotel on October 31. 


Hugo Bosca Co. Line 
of Pop.-Price Binders 


For January delivery, Hugo Bosca Co.. 
Springfield, Ohio, is offering a complete 
new line of brightly styled school ring 
binders. Featured are now Morocco Grain 
Deep Buff Cowhide binders in popular 
“shocking” colors. 

Lizard-gator binders in_ lipstick red, 
hunter green, black, and chocolate tan, 
which were hit sellers last summer and 
fall, have been retained again. These also 
are in supple Deep Buff Cowhide with 
chrome steel binders, hand turned edges 
and corners, and zippered inside pockets. 
The Lizard-gator numbers are fitted with 
comb, file, and removable coin purse. 


Coronet-Sheaffer Winner 


Brooklyn Jeweler Phillip W. Berman 
(center) received Coronet magazine’s check 
for $75 as his award for September promo- 
tions tied-up with Sheaffer Pen Com- 
panys advertising in the magazine from 
Charles W. Bonney, manager of Sheaffer’s 


New York office (right). 





Sheaffer’s 
sentative, William Loescher, looks on. Mr. 
Berman was September winner in the 
jewelry store classification. 


Brooklyn territorial repre- 


200 





Louis Kramer on TV Show 


Louis Kramer, president of Kramer 
Jewelry Co., recently appeared as guest on 
Market Melodies, ABC-TV show. Kramer 
was interviewed by Miss Ann Russell on 
the importance of rhinestone jewelry in 
today’s fashion picture. Steps necessary to 
turn out a piece of hand-set rhinestone 
jewelry were demonstrated and several ex- 
amples of the finished product were shown 
including bib necklaces and _ chandelier 
earrings. 


Keepsake Bonus Campaign 


Big, new plus feature of Keepsake Na- 
tional Advertising is a bonus campaign of 
Christmas advertising in leading magazines 
which will back dealers at the peak of 
Christmas selling season. This big extra 
campaign just announced by the A. H. 
Pond Co., makers of Keepsake diamond 
rings, starts off on December 6 with a full- 
page, full-color advertisement in Look 
magazine—on the newsstands November 
22. Other Keepsake advertisements will 
reach diamond ring prospects in Charm, 
Glamour, Photoplay, Esquire, Seventeen, 
Motion Picture and Movie Story magazines. 





In order to directly focus this extra 
Christmas selling power, Keepsake jewel- 
ers have been sent a special Christmas 
merchandising package containing among 
other helps a beautiful full-color display 
card reproducing the Keepsake full-page 
Look advertisement. 


New Wall Catalog 
On Soldering Products 

The complete line of soldering products 
made by the P. Wall Manufacturing Co., 


216 Erie St., Grove City, Pa., and its new 
division, Harmic Manufacturing Co., also 


of Grove City, is described in the new 


Wall catalog. These products include gaso- 
line and kerosene blow torches, self-gener- 
ating alcohol blow torches, electric solder- 
ing irons, solder, splicer’s furnaces, paraf- 
fin supplies, and compound kettles. Also 
described are Wall oilers, grease buckets, 
shop torches, and steel gongs and shells. 
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Swank Service-Pin 
Dinner for Employees 


Ninety-eight employees from the Attle 
boro and Taunton, Mass., plants of Seik 
Inc., manufacturers of men’s jewelry 
leather and other accessories were honored 
in Providence at the Sheraton-Biltmore 
Hotel, on November 2, at a dinner recog. 
nizing length of service with the company 

Attending their first Swank service via 
dinner were many men and women who 
were among the first to be employed When 
the company began the manufacture of its 
own belts and wallets at the Taunton plan; 
in 1946. 





S. M. Stone (left), president of the com. 
pany for 52 years, and J. Carlton Bagnall 
(right), executive vice president, pose with 
Arthur Mondor (second from left) and 
Margaret Chaisty (third from left), who 
were awarded 30 and 20-year pins respec. 
tively. 


New Catalog of 
Sterling and 14K Charms 


United Charms, 448 S. Hill St., Los An- 
geles 13, Calif., has just issued a new illus- 
trated catalog of the thousand and one 
charms they stock under the name of 
Berton Original Creations. These charms 
are made in both 14 kt. gold and sterling 
silver. Also listed are bracelets and medal- 
lions made by the firm. 


$2500 A.S.R. Lighter 





Spike Jones, zany band leader, gives 4 
$2500 light to Chick Gartner, manager of 
the Zale Jewelry Store, 1606 Main Street, 
Dallas, Texas, while Helen Grayco (Mrs. 
Spike Jones) looks on. 

The $2500 model A.S.R. platinum and 
diamond lighter, is one of the A.S.R. line. 
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A “Plush” Display 

‘onal luster to pen and pen- 
Parker Pen Company's new 
> line is this new black plush dis- 
ch provides rich contrast to 
silver-colored merchandise. 


Adding addit 
cil sets 1n the 
“Luxury : 
play pad whi 
the gold and 





Sets, left to right, are the all 14-karat 
sold Presidential DeLuxe, priced at $275, 
the gold-filled Signet at $48, and the all- 
Luxtraloy Flighter at $29.75. 





Record Attendance at 
Swiss Exposition 


Record crowds attended “Montres_ et 
Bijoux,” the watch and jewel exposition 
held in Geneva, which annually displays 
examples of the style trend in jewelry and 
horological items. 

Leading watch and jewelry manufac- 
turers displayed their latest creations at 
the Hotel Metropole, following a tradition 
established in medieval times when the 
proud Swiss craftsmen showed their newest 
masterpieces only in late summer twilight. 

Enamel work, a feature of Geneva arti- 
sans for a thousand years and popular par- 
ticularly in the 17th and 18th centuries, 
was revived by several leading manufac- 
turers to add color and design. 


New Spec-Band 


Fashion and utility combine in the 
“Penny” Pendleton, newest Spec-Band of 
simulated pearls. This patented lady-like 
band, designed with small or large size 
grippers to fit the temple bars of most eye- 
glasses, permits the wearer to let her 
spectacles dangle around her neck when 
not in use. 





. The pearl band not only keeps glasses 
in sight, it looks smart. Retail about $1.50. 
Penny Pendleton, Inc., St. Louis, Mo. 


FOR DECEMBER, 1949 





Elgin Christmas Advertising 
Comprehensive 


One of the most ambitious pre-Christmas 
newspaper and magazine advertising cam- 
paigns in the history of Elgin National 
Watch €o.-has been scheduled to run 
through December, according to Gordon 
Howard, advertising manager, who said: 

“A new feature of Elgin’s advertising is 
the addition of an impressive list of news- 
papers to the heavy magazine schedule. 
Some of these newspaper ads will be in 
two colors.” 


CAREFULLY 
3 PANN é# 
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Above is shown how holiday profits for 
dealers evolve from Elgin National Watch 
Company’s big pre-Christmas advertising 
and promotion plan, one of the most am- 
bitious in the firm’s history, including 
15 national magazines, plus newspapers 
throughout the country. 


Palomar Policy Promoted 
The Palomar Watch Co. 315 West 5th 


St., Los Angeles, announces a new mer- 
chandising plan to assist in the sale of 
watches. This plan includes a one-year 
service contract and insurance policy cov- 
ering loss or damage from all risks for 
one year, according to the firm. 

Palomar plans a nation-wide advertising 
promotion featuring newspaper and radio 
tie-ins with this policy. Complete details 
will be available soon. 


Big Elgin American 
Thanksgiving TV Show 


Elgin American will sponsor the biggest 
television show in the history of video at 
8:30 Thanksgiving night over NBC, ac- 
cording to Allen B. Gelman, company 
president. 

The hour-and-a-half show, the second 
annual Elgin American “All-Star Thanks- 
giving Show,” will be headlined by Milton 
Berle and a dozen other topflight enter- 
tainers. 

Starred with Berle on the Thanksgiving 
extravaganza will be the zany Ritz 
Brothers, who will be making their video 
debut on the Elgin American show; 
George Jessel, “King of the Toastmasters,” 
and a host of other big names from the 
entertainment world. 

Tie-in promotional material will be sup- 





plied dealers. 





New "Handy-Melt” Furnace 


Due to the popularity of the “Handy- 
Melt.” the Jelrus Company, Inc., 136 West 
52nd St., New York 19, recently an- 
nounced a new model of this portable elec- 
tric furnace to sell at $82.00. 

These hand-pour furnaces weigh only 
6° pounds yet permit the melting of up 
to 600 pennyweight gold or 142 pounds of 
brass. For literature write manufacturers. 


Jeweler Shares Customer's 
Luck on J-B Program 


Chic Jewelers, Inc., Wheeling, W. Va., 
made full retail profit on the sale of a 
watch and other merchandise, when Robert 
Higbee won a $300 Radio-TV Gift Cer- 
tificate presented by Jacoby-Bender on the 
“Kate Smith Calling” Radio Program 
heard over the coast-to-coast ABC Net- 
work. Left to right: Herbert E. Christ and 
Bernard L. Kain, proprietors of Chic 
Jewelers, Inc., and Mr. Higbee, the prize 
winner. 





The JB Radio and Television Giveaway 
Promotion is being carried on 872 radio 
stations and 16 major television stations 
from coast-to-coast and is showering jewel- 
ers the country over with unexpected sales 
and _ profits. 


Seth Thomas Offers 
Versatile Clock Display 


The Duplex display is adaptable. The 
flashing unit can be used with either the 
standard or special Christmas attach- 
ments. It can be used in the window or 
in the store and is especially recommended 
for use in the window at night when high 
priced items have been removed. Clocks 
can also be displayed individually with 
one of the special gift cards. 





This is available at no extra cost with 
a minimum purchase of $75.00 (jeweler’s 
cost) of Seth Thomas clocks. 
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Kramer's Four-In-One 
Bib Necklace 


Kramer believes that the carefree effer- 
vescence of the holidays is expressed in the 
brilliant sparkle of their new bib necklace. 
Romantic and feminine are the accessories 
of the evening. 





Kramer’s fabulous bib in four flashing 
parts fills in the deep neckline of an ele- 
gant costume coat. Massive brilliance is 
achieved by combining two high close 
chokers with two more shimmering bib 
necklaces. Coin size snowflake earrings of 
baguettes complete the splendor. 


New Royce Reflex 


Royce Manufacturing Co. of Hollywood, 
Calif., has just introduced a new twin lens 
reflex camera to retail for $49.95. The 
camera features a novel new depth of field 
scale and is equipped with Wollensak 
£{/4.5 anastigmat taking lens and Wollen- 
sak £{/3.5 viewing lens. It can be used with 
any standard flash gun. 


Schick's “Outshave" Drive 
Increasing Shaver Sales 


Actual weekly sales reports from retail 
stores show that sales of Schick Shavers 
are increasing substantially, as a result of 
Schick’s new Market-Expanding Campaign. 
Documented sales case histories prove that 
retailers who tie up with the newspaper, 
magazine, radio and television advertising, 
secure extra volume at most satisfactory 
profits. As a _ result, repeated Schick 
Shaver promotions are going on all over 
the country. 

The opening gun in Schick’s “Out- 
shaves Blade Razors” was a double-page 
announcement in THE JEWELERS’ CIRCULAR- 
Keystone. Now Schick is supporting and 
increasing dealers’ gift sales with what 
the company claims is the largest and 
most sustained pre-Christmas advertising 
in electric shaver history. There are 13 
continuous weeks of advertising in 46 
newspapers—as well as radio stations and 
television stations. Full size gift ads ap- 
pear in the following magazines: Saturday 
Evening Post, Life, Esquire, Time, Senior 
Scholastic, Varsity and Sport. All this gift 
advertising features the basic theme “Your 
New Schick Electric Shaver Must Out- 
shave Blade Razors, or Your Money Back.” 
A long list of free dealer selling helps are 
available to the trade. 
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Bulova "Academy Award” 
Contract Signed 


Culminating three years of negotiations 
between the Academy of Motion Picture 
Arts and Sciences and the Bulova Watch 
Co., the Academy’s Board of Governors 
has voted approval of a contract licensing 
Bulova for the manufacture of a watch to 
be known as the “Academy Award” model, 
it was announced recently by John H. 
Ballard, Bulova president. 

Mr. Ballard stated that the Academy 
will receive a minimum of $125,000 over a 
four-year period from Bulova in return 
for the use of the phrase “Academy 
Award” and the exclusive right to repro- 
duce the Academy’s Award of Merit 
(“Oscar”) statuette in all advertising per- 
taining to this particular series of watches, 
the manufacture of which will begin imme- 
diately. Models are expected to be on the 
market concurrent with the next Academy 
Awards presentation in March, 1950. 


Sample-Case Dolly 


Salesmen of the Jacques Kreisler Mfg. 
Corp. are using a feather-light cart of 
aluminum construction to float their heavy 
sample cases in and out of buyers’ offices. 








¢ ie ¢ 


Made by the Samson Equipment Co. 
of 21 Mandeville Ave., Clifton, N. J., the 
cart in standard size of 164% x 9%4, weighs 
41% pounds, yet it can carry a load of 300 
pounds. It rolls on rubber-wheeled swivel 
casters and has a special loop for easy 
belting and unbelting of the sample case. 
The cart can be made to fit any sample 
case. 
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"Beaded Bubbies" 
On New Bristol Rings 


Diamond-studded rings with each gem 
held high and surrounded by tiny round 
palladium prongs, like “beaded bubbles 
winking” upward, are the latest in “illu- 
sion settings” created by the Bristol Seam- 
less Ring Co. 

Newest all-around diamond wedding 
ring has 23 stones of 2% points each, set 
in palladium. Four little prongs hold each 
stone above the ring itself, displaying it 
prominently. Six other little helpmates 
stand about each stone for ornamentation, 
breaking up the plain bright surface to 
give the illusion of larger stones. 

Although each prong is only 20/1000 
inch in diameter, there is a high reflec- 
tivity of the sparkle from the small dia- 
monds, the designers explain. 





Anson Jewelry Moves 
into Canada 


Anson will begin Canadian manufactyr 
as Anson Canada Limited, which wil] sad 
duce a complete line of men’s jewelry jp 2 
Canadian plant, with Canadian craftsmen 
Key supervisory men have been delegated 
from Anson’s American plant located in 
Providence, R. I. 

Olof Anderson, president of Anson, dis. 
cussing the entry of Anson products into 
Canada, said: “I am extremely enthysi. 
astic about this Canadian expansion of our 
business. We have every reason to believe 
that everything is in our favor in making 
Anson the number one name in the Cana. 
dian jewelry market. 

“We have an experienced, high class dig. 
tributing organization in the American 
Optical Company of Canada. They have q 
trained sales organization completely oy. 
ering the trade, and men capable of help. 
ing the retailers take full advantage of 
the advertising and merchandising we haye 
prepared to put forth in Canada. 

“Their branch offices and _ warehouses 
are so strategically located that unusually 
efficient delivery and service is an already 
established fact.” 


Groucho Marx, Elgin 
American Show Pulls 


The Groucho Marx radio show (9 p. m, 
EST, Wednesday) “You Bet Your Life” 
is now selling Elgin American pearls, com. 
pacts, cigarette lighters and other gift 
items in a national market over 154 CBS 
network stations, Martin Zitz, company ad- 
vertising manager, announced. 


—__—_- — -- -—— 


Sarkin Ring in “Look” 


To illustrate a section of a jewelry arti- 
cle in the issue of November 8, 1949, the 
editors of Look magazine selected a low- 
priced engagement ring manufactured by 
David Sarkin, Inc. 





Priced to retail at $35.00 this ring, 
number M1025, is a 14K gold creation 
with diamond set in precious palladium. 
As a tie-in to enable dealers to take max! 
mum advantage of this publicity, David 
Sarkin, Inc., 34 West 47th St., New York 
19, has prepared a full range of “dealer- 
helps” including ad mats, counter displays, 
etc. 

Dealers interested in the spectacular 
promotion package are invited to address 
David Sarkin, Inc. 
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Personalized Gift Ribbons 


This new sales p! 
to a wide variety 


promotion idea adapts 
of personal mes- 


itself ee 
cages and greetings, such as: “Merry 
ee a 29 60? a oans 

Christmas, Irene, Greetings to the 


Smiths,” “Happy Birthday, Mary,” etc. 
Dealers can make up their own —- 
dise gift packages or sell ‘Personalize 


ribbon by the yard. 





It only takes a minute to stamp a whole 
yard of ribbon. Complete details may be 
obtained direct from the Kingsley Stamp- 
ing Machine Co., Hollywood 28, Calif. 


—_— 





Victoria Pearls, Anson, Superb 
Compacts Awarded Scrolls 


Prizes, Inc., of New York City recently 
awarded scrolls of merit to Superb Com- 
pacts (Providence, R. I.) ; Victoria Pearls 
(New York City), and Anson, Inc., (Prov- 
idence, R. I.) as a result of a poll among 
radio and television stations to determine 
the type of merchandise having the greatest 
desirability as prizes. Attractive scrolls 
testifying as to the acceptance of these 
products and their “outstanding radio and 
television ‘prize’ performance” were sent 
to the companies. 


New "'Kin-Lock" Box 


David Sarkin, Inc., announces a costly 
new box of rare beauty to accompany its 
“Ll: 2 WS 
Kin Lock” line of engagement and wed- 
ding rings. 





Made of rich antiqued ivory plastic with 
base and top of regal blue velvet. 

For this or other dealer helps, such as 
mats, displays, etc., address the company, 
37 West 47th St., New York 19. 
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Elgin Strengthens 
Dealer Services 


In a move designed to strengthen the 
display services for dealers, 
Elgin National Watch Co. has established 
a branch in its advertising department to 
create, test, and supervise production and 
distribution of point-of-purchase aids. 

Gordon Howard, advertising manager, 
announced that Arthur H. Hammerstrom, 
formerly associated with Chicago display 
firms, had been placed in charge of the 
enlarged activity. 

Hammerstrom will supervise all point- 
of-purchase sales helps, including neon 
spectaculars, clocks, traveling displays, sea- 
sonal sales helps and convention exhibits. 


1950 Benj. Allen Catalog 
Just Published 


The annual catalog of Benj. Allen & Co., 
has for years been a tradition in the trade. 
Long recognized as outstanding, this book 
is used throughout the year by retail 
jewelers because of its carefully prepared 
contents and the completeness of its dis- 
play. Herein are found quality items that 
combine to make up a veritable composite 
catalog of the jewelry trade. Merchandise 
for resale, store equipment, watchmaking 
and jewelry tools and material are in- 


cluded. 











ranting Sah z . . 
Ae Z ‘ 
Weninephnty nites s ee PB rt 





Index at Thumb Cutin i | 


Center of Book ‘ 


cHICAGO- ILLINOIS 


ANON Renin 
Ore 











me NNN ate 
eet eirttdiesing 





Hardbound in cloth covers, the Allen 
Catalog is easy to use, having a complete 
index, easily located by a thumb cut on 
the side of the book. 
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Kramer Jewelry on TV 


Glitter below the hemline was the story 
on a recent CBS, TV show “Vanity Fair.” 
Kramer “Diamond-Lock” jewelry was used 
to demonstrate unique ways of wearing 
jewelry to achieve added _ elegance. 
“Beauty Dots,” single stone pins in vary- 
ing sizes, were sprinkled on a _ closed 
satin pump to create an amusing effect 
and for sheer glamour, a cascading shower 
of rhinestones was clipped to a satin edged 
velvet pump. Other examples were dem- 
onstrated. 








Distinguished Display 


This display background set was de- 
signed especially for costume jewelry or 
silverware. The screen effect panels are 
40 inches high and are made in any color 
in velvet. 





The small fan shaped pad, complete 
with base, rounds out the display. Priced 
at $75.00. Featured by Los Angeles Win- 
dow Display Co., 342 East 2nd St., Los 
Angeles 12. 


improved Packaging 
of Hairsprings 

The Hairspring Vibrating Co., Union 
City, N. J., has developed a unique pack- 
aging which it uses for returning to cus- 
tomers a balance wheel, newly-vibrated 
hairspring and cock attached, ready to be 
replaced into the movement without fur- 
ther adjustment. The service is known by 
the trademark “Vibra-Pac”; patent protec- 
tion is pending. 

The conventional method of wrapping 
balance and cock separately, Charles Verde 
said, was not satisfactory, since they em- 
ployed an extra operation of leveling and 
centering hairspring to both balance and 
cock. 

Complete movements to pocket size and 
other delicate watch parts, Mr. Verde 
added, are safely shipped by the newly 
developed “Vibra-Pac” method, saving the 
time and expense of purchasing and pre- 
paring a box thereby reducing mailing 
costs and eliminating possibility of dam- 
age in transit. 


Flex-Let on Television 
in 30 Cities 

To help its dealers sell more Flex-Let 
Watch Bands, the Flex-Let Corporation, 
East Providence, R. I., has contracted for 
a series of television spots in 30 leading 
national markets for a pre-Christmas sales 
campaign to back up their advertising in 
Life, Collier's and Esquire. 

To be shown are unusual selling mes- 
sages opening with a tie-in between Sammy 
Kaye, famous band leader, and “Flex-Let” 
famous watch-band leader. 

Included in the schedule are Atlanta, 
Baltimore, Boston, Buffalo, Chicago, Cin- 
cinnati, Cleveland, Dallas, Detroit, Fort 
Worth, Houston, Indianapolis, Kansas City, 
Los Angeles, Louisville, Milwaukee, Min- 
neapolis, New Haven, Oklahoma City, 
Omaha, Philadelphia, Pittsburgh, Provi- 
dence, San Francisco, Schenectady, Seattle, 
St. Louis, St. Paul and Washington. 
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News of Personnel 





J. D. Osterweil 


Jacobson Bros. 


D. P. Geeding 
Gruen Watch Co. 


The Gruen Watch Co., Cincinnati, Ohio, 
recently announced the promotion of 
Daniel P. Geeding, who has been with the 
firm since 1942, from department super- 
intendent to production manager of the 
Cincinnati Division. 

Samuel S. Stein, who has been in the 
watch industry for many years, was re- 
cently appointed sales representative for 
the Gruen Watch Co., in the Los Angeles 
area. 

Jerome D. Osterweil, associated with 
Paul de Vries, Inc., for 13 years, well 
known to the jewelry industry in the Mid- 
dle West and the West Coast, has recently 
become associated with Jacobson Brothers 
Diamond Corp., for whom he will travel 
and call upon accounts in the Middle 
West and on the Pacific Coast. 

Jacoby-Bender, manufacturers of J-B 
watch bands, recently announced the ap- 
pointment of Irving G. Jensen and Robert 
Siegel to its sales staff. 

For many years Advertising Manager of 
the National Jeweler, Jensen will cover 
portions of the Middle West territory while 
Siegel will service the South and South 
West. Siegel was previously connected 
with the Waltham Watch Co. 


Hickok 
Promotes 
Yelin 


Charles Yelin 
Mgr. Spec. Accounts 
Hickok Mfg. Co. 





Promotion of Charles Yelin to the newly 
created position of manager of the Special 


Accounts Department of the Hickok Man-. 


ufacturing Co., was announced here re- 
cently by Ray T. Hickok, president. 

Mr. Yelin will make his headquarters 
in the new branch office opened by the 
company at 425 Fourth Ave., New York, 
and the assignment is under direction of 
Ray G. Brewster, vice president in charge 
of sales. 
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Robert Siegel 


Irving Jensen 
Jacoby-Bender 


Jacoby: Bender 








New Elgin Appointments 


Appointment of Erskine P. Wilder, Jr., 
as sales promotion manager has been an- 
nounced by Elgin National Watch Co., 
succeeding Clay Seipp who has_ been 
named the company’s district representa- 
tive to headquarter at Madison, Wis. 








E. P. Wilder, Jr. 


Clay Sepp 


The appointments were announced by 
A. L. Rowe, national sales manager, who 
said that Seipp’s promotion to field repre- 
sentatives was in line with the company’s 
policy of making the best qualified men 
available for day-to-day contact with 
dealers. 

The Madison district has just been cre- 
ated, Rowe said, and will supplement the 
company’s representation by V. O. Bente 
in the Milwaukee area and E. J. Apple in 
the Minneapolis-St. Paul region. 

Seipp has been with Elgin three years 
in various sales administrative positions, 
and prior to his wartime service with the 
U. S. Air Forces he had eight years’ sales 
experience in allied fields. 

Wilder joined the Elgin sales depart- 
ment early in 1946. He, too, served with 
the U. S. Air Forces during the war, and 
previously was with Sherman K. Ellis and 
Co., Chicago advertising agency. 


Rodana Four-Color Folder 


An attractive four-color folder of six 
pages, suitable for counter use or as an 
envelope stuffer, has just been made avail- 
able by Rodana Watch Co., Inc., 745 Fifth 
Ave., New York 22, showing six of the 
new Rodana models. 










Alexander M. Fekula 
Dir. of Merchandising 
Elgin National 
Watch Co. 










Alexander M. Fekula, veteran sales gy. 
ecutive in the American jewelry industry 
has been appointed director of merchan,. 
dising for Elgin National Watch Co., Hoy. 
ard S. Schaeffer, vice president, announced 
recently. 

Fekula, who has been connected with 
jewelry firms in New York, Pittsburgh, 
Chicago and Mobile, Ala., will function 4j. 
rectly under Schaeffer, coordinating watch 
styling and packaging, sales budgeting anq 
product pricing, the announcement said, 

Fekula is a member of the National 
Sales Executives, Inc., American Manage. 
ment Association, and Cornell Club of Ney 
York. He has been active in civic and 
trade affairs in Mobile, serving as first vice 
president of the Alabama Retail Jewelers 
Association, vice chairman of the retail 
division of the Mobile Chamber of Com. 
merce, and a member of the Mobile Ad. 
vertising Club and Mobile Academy of 
Sciences. 

Gemex Display Plaque 

The Gemex Co. now has ready for deal- 
ers a smartly styled new counter and 
window display plaque. 

This easel back plaque ties in with the 
company’s current national advertising 
campaign by featuring the merchandise 
shown in the Saturday Evening Post. In 
addition to the band worn by the model, 
also pictured in detail are four other 
patterns of the Gemex Gem. 

The display is 5 inches wide by }3 
inches high. Display No. C-25 is available 
without cost from Gemex Co., 1200 Com- 
merce Street, Union, N. J. 


New Elgin-American : 
Christmas Displays 


Elgin American is distributing to its 
dealers three eye-catching displays for the 
quick retail movement of Christmas 
merchandise. 

One of the displays has Christmas wrtt- 
ten all over it, since the jolly figure of 
Santa Claus, perched on top of a turntable 
device, invites customers in to buy com- 
pacts, cigarette lighters, simulated pearls 
and other items of the Elgin American 
line. The Santa is made of durable plasta- 
cine and is beautifully finished in wash 
able colors. Elgin American reports the 
Santa displays with turntable, are avail: 
able at $25.00 net (merchandise selection 
of $25.00 retail value, free). The figure of 
Santa Claus is available for $2.50 to deal- 
ers who already have the turntable. The 
other displays are $12.50 and $10, avail 
able on similar self-liquidating basis. 
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SALESMAN WANTED 


Pacific Coast from Denver West. Experienced man known 


to retail trade. To carry exclusively the lines of Morris 


Kaplan & Sons, manufacturers of gold and platinum 


mountings—wedding ring sets—colored stone and opal 


rinos—Linde Stars—all semi and completely mounted. 


© 


Liberal advance drawings against commission account. 


MORRIS KAPLAN & SONS 


(Makers of fine rings since 1893 ) 


21 West 46th Street 


New York 19, New York 




















Just Received New Shipment 


10th EDITION 


GEMSTONES 


by G. F. HERBERT SMITH 


Completely re-written and brought 
up to date, GEMSTONES again 
takes its place as the leading book 
for the study and determination of 
gems. The many characteristics of 
gems are listed and discussed by 
the author who clearly shows how 
each can be identified. Students of 


gsemology—in fact anyone interested 
in gems — should read this latest 
work by one of the world’s outstand- 
ing authorities. Well printed and 
handsomely bound, this book con- 
tains 540 pages and 44 plates, four of 
which are presented in color. 


PRICE—$8.50, Postage Paid 
All Books Sold Remittance with Order 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 

“Help Wanted’”—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remiitance with order. 

Not subject te agency commission, 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 


Circular-Keystone, unless otherwise instructed, 
In answering ads, do not enclose original 
letters of 1 endations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 














experience, 


MAKER; 30 ears’ 
“— i 4 Address 


wishes a job; can engrave. 
“A, 3817,” care J C-K. 





BOOKKEEPER, typist, lady, full charge; 
many years’ jewelry experience. Ad- 
dress “D., 3800,” care J C-K 





JEWELER; high grade repairs, special 
orders; age 60 years; salary $1.75 per 
hour; prefer South; best references. 
Address “V., 3902,” care J C-K. 





WATCHMAKER; 25; single; school 
graduate; two years’ experience; seek- 
ing permanent position. Address “M., 
3857,” care J C-K. 





FIRST class watchmakers, experienced in 
all types of chronographs and timers; 
available at once. Write “A., 3301,” 
care J C-K. 





WATCHMAKER-VETERAN ; high school 
and watch repairing school graduate; 
eligible under’ “G. I. Bill job training.” 
Address “C., 3742,” care J C-K. 





manager, fine 
silverware, 
South 

care 


BUYER; merchandiser, 
diamond jewelry, watches, 
etc., for 1950; best references; 
preferred. Address “Y., 3903,” 
J ; 





RETAIL salesman; 31; seven years’ cash- 
credit experience in all phases of jewelry 
business; good references; desires posi- 
tion in New York City area. Address 
“L., 3882,”"" care J C-K. 





SALESMAN; seeks position in active 
credit jewelry store; peak production 
guaranteed on diamonds and watches; 
age 42; finest reference. Address “F., 
3918,” care J C-K. 





RETAIL salesman and manager; 25 years’ 


experience in all phases of jewelry 
store operations; presently employed; 
A-1 references. Address “T., 3839,” 
care J C-K. 





MANUFACTURERS’ representative, with 
a wide following among wholesalers, 
wishes to make contact with a reputable 
manufacturer. Address Circular 173, 
Room 1415, Heyworth Bldg., Chicago 2. 





YOUNG lady; 11 years’ with manufac- 
turing concern; complete knowledge of 
office detail, merchandise and orders; 
also bookkeeper-typist. Address “Y., 
3866,” care J C-K. 





7 





WATCH and clockmaker; 10 years’ ex- 
perience at bench; Bowman trained; 
age 39; single; salary $50 weekly; un- 
derstand Watchmaster. Write, 301 Ohio 
St., or telephone 5864 Reynoldsville, Pa. 





SALESMAN; young; presently employed 
retail field, desires change for position 
with opportunity; preferably New York 
City, or nearby vicinity. Address ‘M., 


3773,” care J C-K. 





RELIABLE; thoroughly experienced wo- 
man, wholesale jewelry-silverware ex- 
ecutive and _ sales ability, complete 
charge; excellent credentials and ref- 
erences. Address “‘T., 3808,’’ care J C-K. 





DIAMOND assorter; experienced; ex- 
cellent references; trustworthy, reliable 
and ambitious, desires position with 
diamond, ring, or watch concern. Ad- 
dress “L., 3837,’ care J C-K. 





CONTACT me if you are in the market for 
a retail man who has proven himself 
one of the most productive, efficient, 
far-sighted executives in the business. 
Address “J., 3831,” care J C-K. 





BOOKKEEPER, office manager; female; 
payroll, taxes, ete. 15 years with 
manufacturer of fine gold and platinum 
jewelry ; references. Address “G., 3483,” 
care J C-K. 





BOOKKEEPER; 13 years’ ring manufac- 
turing experience; executive ability; 
knowledge of all office and merchandise 
detail; excellent references. Address 
“W., 3865,” care J C-K. 





IMMEDIATE availability; top flight all 
around jewelry salesman for better 
class credit store; in his early forties; 
highest reference. Address “B., 3601,” 
care J C-K. 





BOOKKEEPER - ACCOUNTANT, office 
manager, 20 years’ experience with 
watch importer and ring manufactur- 
ers; credits, collections and all taxes; 
excellent references. Address “C., 3889,” 
care J C-K. 





OFFICE man; diversified experience; in- 
ventory, stock control, rough, polished 
diamonds; presently employed; single, 
30; utilize training, stenotype, book- 
keeping; dependable. Address “D., 
3743,” care J C-K. 





YOUNG lady, thoroughly experienced all 
phases precious and diamond jewelry, 
ring manufacturing, plus retail and 
general office routine, seeking position 
New York City; excellent references. 
Address “A., 3887,’ care J C-K. 


MANAGER-salesman; 13 years’ diver- 
sified jewelry store experience; thorough 
knowledge of all phases of cash or 
credit operation; age 37: married; 
available January 15. Address “M., 
3894,” care J C-K. 


MANAGER: full charge _ promotions, 
credits, sales, display and advertising; 
age 40; married; presently managing 
New York City store; will go out of 
town; top references. Address “K.,, 
3893,” care J C-K. 


OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran- 
teed; finest references. Address “B., 
919,” care J C-K. 














JEWELER-watchmaker, would like _ to 
make change; jewelry repairs, some 
new work, etc.; 18 years’ experience 
all types diamond setting. also plain 
engraving: married; age 38. Address 
“S., 3861,” care J C-K. 


POSITION wanted; 
States; first class watchmaker, all 
around jeweler and salesman; reliable 
and steady; best references; permanent 

position only. Address “L., 3755,” care 

— 


YOUNG man, thorough experience, or- 
ders, stock, inventory, correspondence, 
taking care of accounts, seeks position 
with manufacturing or wholesale 
jeweler; best references. Address “V., 
3818,’ care J C-K. 

A 





Eastern Centrai 












DESIGNER: young lad teh: 
course in designing, vers cone the 
willing to do some office or bench” Also 
“Jewelry Designing Art Schoo} rk 
rector, C. A. Jakobb, 217-01 Di- 
Rd., Bayside, L. I. or 


















EXPERIENCED young man 
tion with watch importer or au DOsi- 
thorough knowledge of orders Saler. 
correspondence, repairs; general 
around inside man’; highest al 
ences. Address “W., 3819,” care Jon 








YOUNG lady; years’ of diversified 
perience in ali phases of jewelry oft 
detail; knowledge of special order wr 





repair department; bookkeeping some 
stenography and typing; Metropolite® 
area. Address “bL., 3846,” care J OK 
——__~* 

YOUNG man; single; nice appearing - 
capable salesman; experienced watch, 


maker estimator, retail jewelry. seek 
ing connection with future wholesale 
firm; Metropolitan New York, §S. Mark. 
inson, 2319 Ave. Y, Brooklyn, N. y ~ 


rarer. 

JEWELER; model maker on rings, abl 
create original, own designed . 
year prewar experience; familiar tool 
and casting production: metropolitan 
area preferred. Address “B., 2599» 
care J C-K. 

















ta 
man, with extensive know). 
edge of diamonds, prices and _ sources 
mountings and sources; country wide 
experience in styling of diamond rin 
line, routine merchandiser; wishes tp 


DIAMOND 








change position. Address “M., 3776," 
care J C-K. 

EE LLL 

MANAGER-salesman; 25 years’ experi. 


ence; thorough knowledge of diamonds 
and colored stones; fine jewelry ang 
watches; special order work; now en. 
ployed; desires change; employment 
with high class retail firm only. Ag. 
dress “B., 3303,” care J C-K. 








CAN you use me; young man, knowledge 
every phase of business, experienced 
diamond polisher and watchmaker, also 
retail experience; clean-cut and intelli. 
gent; can fit in anywhere; what have 
you to offer? Address “G., 3814,” care 
J C-K. 





rr 


DIAMOND setter; 50 years of age, with 
an experience of 25 years and 10 years 
as foreman in all types of stone setting: 





would like position, preferring warm 
climate; wages immaterial: references 
on request. Address “C., 3870,” care 
J C-K. 





AGGRESSIVE retail salesman; 25 years’ 
experience ; diamonds, watches, jewelry, 
silverware, displays, estimating repairs, 
buying; pleasant personality; excellent 
references; age 48: single; steady. Ad- 
dress, Circular 169, Room 1415, Hey- 
worth Blidg., Chicago 2. 





RETAIL jewelry salesman; 40 years; ex- 
cellent background; 10 years’ diversi- 
fied experience; personable; desires per- 
manent connection with reputable 
house: knowledge of Spanish and 
Italian : please include details. Address 
“F’.. 3813,’ care J C-K. 





WATCHMAKER; young and ambitious; 


graduate watchmakers’ school; own 
tools; experience in store work; good 
recommendations; want job to work 


with watchmaker 10 years’ experience 
or more; also learn jewelry repair and 
selling. Address ‘“‘K., 3771,’’ care J C-K. 


TOPFLIGHT jewelry man now avail- 
able; complete knowledge of install- 
ment jewelry business; buyer, mer- 
chandiser. credits, collections, sales 
promotions and general manager; 
12 years with large New York chain. 


Address “B., 3806,” care J C-K. 








JEWELRY designer, assistant, illustra- 
tor; experienced in fine jewelry, some 
fresh ideas, fine sense of de- 


costume; 

sign, trend: young, attractive, college; 
senerally adaptable; consider allied 
line: full time; free lance. Tel. SL 
6-3291, or Address “H., 3881,” care 
J C-K. 
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SITUATIONS WANTED—Continued 

















7 watchmaker-jeweler ; mar- 
ENGRAY years old; five years experl- 
"at bench; have completed an 13 
cnonths course of jewelry designing, 
raving and jewelry repair, W ill take 
eee ition that offers opportunity for ad- 
pancement ; prefer south-west _location. 
valiress “P., 3858,” care J C-K. 


—— 


| xpert; thoroughly experi- 
DIAMON enjoying good health, character, 
sudgment, ability and personality, de- 
saree connection with established, repu- 
table progressive diamond jewelry firm ; 
pon ml or percentage of profit con- 
tingency ; available immediately or 
first of new year. Address “R., 3648, 


eare J C-K 








————————— 





—————— 


SALES executive, now catering to 
wholesalers and chain stores thru 
the country is interested in making 
a change; the writer has years of 
experience and commands the _re- 
spect and confidence of his clien- 
tele in the industry; will consider 
only top firms. Address “C., 3868,” 
care J C-K. 








HLA. certified master watchmaker, age 
36, 16 years’ experience; family man ; 
do plain engraving and jewelry repair- 
ing, ring sizing; fast and accurate; 
sober and dependable; presently em- 
ployed, but desires change where good 
work is appreciated ; requires good sal- 
ary and complete charge of department ; 
best of references. Address “G., 3880,” 
care J C-K. 








POSITION wanted in jewelry advertising 
or public relations; young man, single. 
college graduate, B.Sce.-Journalism ; 
presently employed one and_ one-half 
years in retail store in advertising and 
sale capacity; extensive retail back- 
ground; reliable, conscientious; salary 
secondary to experience; can locate 
anywhere. Address “B., 3906,” care 
J ; 








FIRST class watchmaker, engraver and 
salesman, with more than 20 years’ 
experience in the retail jewelry busi- 
ness, desires change first of the 
year; thoroughly qualified in win- 
dow display and store management; 
must be with reputable concern of 
the better class, affording substantial 
connection and attractive future, 
married, Address “H., 3851.” care 


J C-K. 





SALESMAN-manager ; young man, single; 
13 years retail jewelry; experienced as 
salesman-manager and supervisor, with 
large instalment chain organizations, 
seeks permanent connection with pro- 
gressive organization ; thoroughly famil- 
iar with all phases of the retail jewelry 
business, including selling, managing, 
window trimming, watch and jewelry 
repair, special order work and credits: 
prefer Pacific Southwest; would travel: 
salary, plus commission, or bonus. Ad- 
dress “M., 3767,” care J C-K. 








TOP flight salesman, diamonds-watch- 
es-jewelry, now connected with one 
of the leading concerns, wants to 
change on or about January 1. 
1950; travel by car and have large 
following among the jewelry trade 
in the states of Ohio, Michigan, In- 
diana, Kentucky, Tennessee; A-I 
references; desire to represent dia- 
mond ring, or watch, or jewelry 
concern, which is well known and 
competitive in the field; appoint- 
ments strictly confidential. Address 


“N., 3884.” care J C-K. 








Lines Wanted 








HAVE sold over 125 retail accounts in 
New England this year; want one full 
line or several non-conflicting lines. 
Address “L., 3772,” care J C-K. 





ESTABLISHED salesman, covering Man- 
hattan and Bronx, for large jewelry 
jobbing firm; can use non-conflicting 
oa Address “V., 3784,” care 

C-K. 





SALESWOMAN; experienced, open for 
manutacturer’s silver line for whole- 
salers and department stores, New York 
City and vicinity. Address “V., 3809,” 
care J C-K. 





SALESMAN; Metropolitan New York 
area; 19 years’ experience jewelry and 
watches; desires important line with 
reputable firm. Address “P., 3897,” 
care J C-K. 





SALESMAN; experienced, seeks connec- 
tion with manufacturer of distinctive 
established line of ladies’ or gents’ 
jewelry ; presently employed New York 
City. Address “L., 3886,” care J C-K. 


PACIFIC coast representative; estab- 
lished 20 years; large following among 
jewelry jobbers, material jobbers, watch 
importers; top lines wanted; A-l re- 
sults. Address “B., 3824,” care J C-K. 








WELL known salesman, with Chicago 
office, wants top manufacturer’s line for 
jobbers and large outlets. Address Cir- 
cular 172, Room 1415, Heyworth Bldg., 
Chicago 2. 


MANUFACTURER’S | representative of 
ability and following, seeking nation- 
ally advertised line to wholesalers and 
jobbers, for New York City and East. 
Address “C., 3847,” care J C-K. 








SALESMAN ; experienced, open for manu- 
facturer’s line; large following among 
jewelry wholesalers, material jobbers, 
watch importers; New York and the 
East. Address “D., 3848,” care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches: 
commission basis. Address ‘“M., 2830,” 
care J C-K. 





PACIFIC Coast salesman; have covered 
better stores for over 20 years; desires 
factory line of platinum or 14kt. jewel- 
ry; commission basis. Address “K., 
2829,”’ care J C-K. 


SALESMAN traveling, 200 active ac- 
counts, seeks connection with relia- 
ble diamond importer or cutters; 
A-1l business and bank references. 


Address “A., 3842,” eare J C-K. 


OHIO representative, firmly established, 
with 10 years’ following amongst jewel- 
eers and department stores, desires 
strong factory line: commission basis; 
= Snes Address “C., 3875,” care 

C-K., 

















SALESMAN; car; 10 years’ experience; 
excellent following midwest jewelers: 
wants major line; capable producing 
substantial volume; finest references 
“_. Address “D., 3871,” care 
e “A. 





SALESMAN: capable of doing outstand- 
ing promotional job with novelty items; 
well Known in the eastern territory to 
leading jobbers: only top flight lines 
ee Address “A., 3805,” care 

CuK, 





FOR 1950, the best representative avail- 
able for West Coast, catering to depart- 
ment stores, jewelers, specialty stores: 
interested in jewelry manufacturers’ 
Carn only. Address “F., 3802,” eare 
J C-K. 





SALESMAN; now covering East coast 
with gold and platinum mounting 
line, desires established non-con- 
flicting line for jobbers, wholesalers 
and chain stores. Address “F.., 





3828.” care J C-K. 





SALESMAN; 26; single; ambitious and 
energetic ; presently covering Metropoli- 
tan area for large jewelry jobbing house, 
open for proposition with better oppor- 
tunities; available January 1. Address 
“W., 3785,” care J C-K. 





SALESMAN; volume producer, with 250 
active accounts, seeks nationally known 
manufacturer of fine gold filled or rhine- 
Stone line; proven sales record and A-l 
~~ Address ‘“W., 3841,” care 





DESIRES high class line of jewelry or 
silverware; over 20 years covering 
Ohio and Michigan; Cleveland resi- 
dent. Richard Wallenstein, 3934 
Warrendale Road, Cleveland 18, 
Ohio. 





SALESMAN; now covering seven south- 
ern states with diamond ring line, seeKs 
for next year a competitive diamond 
line, and a sterling line as a side line; 
must be top lines. A. G. Summer, 1217 
Second Ave., Decatur, Ga. 





HIGH grade, well Known, “Old Timer,” 
now selling 14k jewelry and watches; 
large following department stores and 
best retail jewelers New York City, 
New Jersey, Westchester, etc., contem- 
plates making change, January 1. Ad- 
dress “‘A., 3558,” care J C-K. 





RESPONSIBLE executive position; 
leading Pacific Coast wholesaler 26 
years, now going “on own,” wants 
select lines to sell to select group of 
stores; California and Arizona, or 
entire coast. Address “L., 3761,” 
care J C-K. 





WANT a good plated hollowware line for 
Denver, West; have four salesmen and 
covered every city 3000 and up; also 
one man covering only major cities; 
strictly commission and can finance 
self ; give details as to volume done, ete. 
Address “T., 3780,” care J C-K. 





WEST COAST representative, now travel- 
ing California, Arizona, Oregon and 
Washington, many fine contacts with 
best retail trade, desirous of supple- 
menting my present fine line with ag- 
gressive platinum and gold mountings. 
Address, 305 W. 8th St., Los Angeles, 
Calif. Box 736. 





WHOLESALE jewelry salesman, 20 
years with present firm, which was 
established in 1912 in Los Angeles, 
seeks side line of loose diamonds 
from importers or cutters, on com- 
mission basis only; can furnish ref- 
erences and is rated. Address “K., 


3795.”’ eare J C-K. 





CONSCIENTIOUS salesman; well Known 
by jewelers in five boroughs New York 
City, will handle side line of promotion- 
ally priced merchandise; commission 
basis with credit on repeat orders; 
plenty of orders if I handle your line 
for you; let’s make money for each 
other; highest references. Address “G., 
3852,” care J C-K. 





MANUFACTURERS; opportunity to 
obtain services, January 1, of well 
known, experienced representative ; 
California, or Pacific Coast; want 
long term connection with well es- 
tablished firm; have good follow- 
ing; finest references. Address “H., 


3832.” care J C-K. 





SALESMAN : calling on jobbers and large 
chain outfits, interested making connec- 
tion with reputable and responsible 
manufacturer making gold ring mount- 
ings and ensemble sets: territory Chi- 
cago and Southwest Coast principal 
cities; many years established clientele ; 
highest references. Address Circular 167, 
Room 1415, Heyworth Bldg., Chicago 2. 








(Continued on page 208) 
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MAN: 38 years of age; college gradu- 
ate; more than 20 years’ experience 
in all phases of the jewelry indus- 
try, desires selling position with na- 
tionally advert:sed line; record and 
references will confirm ability to 
produce; willing to settle in any part 
of the country. Address “T., 3862,”’ 
care J C-K. 





MANUFACTURERS: outstanding East- 
ern sales representative available for 


1950, desires side line of merit; entire 
Eastern coverage to wholesalers and 
large users, can handle any line not 
conflicting with ladies’ mountings; ex- 
cellent contacts, aggressive, experi- 
enced; hard hitting salesmanship to 
increase your’ business; confidential. 
Address “K., 3834,” care J C-K. 





SALESMAN; aggressive; excellent 
coverage for an allied line; phenom- 
enal sales with my silver plated 
hollowware line; own car; 12 years’ 
experience in territory New York 
City and suburbs, Long Island, 
Westchester and New Jersey; de- 
tailed personal interview requested. 


Address “H., 3789.” care J C-K. 


SALESMAN; extensive following 
among wholesalers in Boston, New 
York, Philadelphia, Baltimore, 
Washington and Pittsburgh, desires 
exclusive or side line of watch at- 
tachments, costume jewelry or other 
lines from reputable manufacturer ; 
high calibre representation assured. 


Address “Y., 3811.” care J C-K. 








JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
erate stores. Address “H., 2006,” care 





SOUTHERN territory; sterling silver 
or plated hollowware, china, stem- 
ware, or kindred line; commission; 
well known, firmly established; Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama, 
Tennessee; either one or two lines; 
must be top lines for better retail 
jewelers. Address “‘V., 3728,” care 
J C-K. 





EXECUTIVE type; well known, expe- 
rienced jewelry salesman _ desires 
change January 1; long enviable 
record and background; large fol- 
lowing of wholesalers and quantity 
users; entire eastern territory; thor- 
oughly understands the distribution 
of all merchandise relating to the 
jewelry field; 22 years of experi- 
ence; my experience, contacts and 
knowledge of the jewelry line, will 
more than match the effort put into 
the manufacturing of your product; 
established manufacturer with line 
of originality only with sales guar- 
anteed to your satisfaction; refer- 
ences confidential. Address ‘“‘J.. 


3833.’ care J C-K. 


Side Lines 








SALESMAN; Pacific Coast; unusual 14K 
hand carved wedding rings to better 
retail stores; short single tray. Address 
“R., 3898,’ care J C-K. 





SALESMAN, for Metropolitan area ; man- 
ufacturer of platinum mountings has 
good opportunity for man with follow- 
ing ; commission basis. Philip’s Jewelers, 
422 Osborne Terrace, Newark 8, N. J. 





SALESMEN; wanted in several terri- 
tories, to carry a side line of ladies’ and 
men’s stone rings, priced to sell large or 
small users; reply strictly confidential. 
Address “C., 3653,” care J C-K. 





SALESMAN, Middle West; well known 
manufacturer of stamped rings, de- 
sires representation to wholesalers; 
commission basis. Address ‘“B., 


3738,” care J C-K. 





manufacturer baby 
musical photo albums, popular’ with 
jewelers, department stores, baby and 
gift shops; commission; mention terri- 
tory and references. Atlantic Binders 
Corp., 56 S. 11th St., Brooklyn, N. Y. 


SIDE line salesmen ; 





REPRESENTATIVES; with following 
among wholesalers for West Coast, to 
sell solid gold die-struck, packaged 
children’s rings and diamond mountings. 
M. Fischer & Co., 32 Marshall St., 
Newark, N. J. 





SALESMAN; all territories, with estab- 
lished jobber following, to carry a line 
of leather, plastic and plated meta! 
bands, on commission basis ; competitive 
prices. Box 365, 1 Beekman St., New 
York City 7. 





SALESMEN with established territories, 
to sell top lines display materials, gift 
wrapping paper, ribbons, jewelry dis- 
plays, cotton and gift boxes; state terri- 
tory covered and references. Address 
“E., 3850,’ care J C-K. 





MANUFACTURER'S line of outstanding 
wide stamped, engraved faceted 14K 
wedding rings to retailers; old estab- 





lished firm; most territories presently 

open; usual commission, plus bonus. 

Address “R., 3752,”’ care J C-K. 
SALESMAN to. represent’ established 


manufacturer for Mid-West territory: 
large line of ladies’ platinum and gold 
ring mountings; over 400 numbers; 
also send out catalog: right line for 
experienced man: replies confidential. 
Address ‘“‘L., 3691,” care J C-K. 


SALESMAN; with following of better 
class jewelers, to carry side line of 
ladies’ and gents’ stone rings, diamond 
mountings and diamond wedding rings; 
state territory and other lines carried 


in first letter. Address “M., 3677,’ care 
J C-K. 


-" 








SALESMAN wanted; to travel Chicago 
and Middle West, to carry as a side 
line, to fine retail trade, old established 
manufacturer’s line of high grade 
ladies’ and men’s 14K gold jewelry and 
novelties; commission. Address “L., 
3663,” care J C-K. 





SALESMEN wanted; with good following 
department stores and high class jewel- 
ers, by manufacturers of Sheffield 
cutlery and sterling ware; stock kept 
in New York: commission only; excel- 
lent opportunity; state experience. Ad- 
dress “V., 3863,” care J C-K. 


SALESMEN; experienced, with retail 
jewelry store following, to sell old es- 
tablished, nationally advertised watch 
line; write stating territory covered 
and what additional lines you are now 
carrying; reply. strictly confidential. 
Write “C., 3534,” care J C-K. 











SALESMAN wanted; an amazing new 
line of unusual key rings from Italy: 
first showing in this country: side line, 
straight commission, protected  terri- 
tory, by agents of European manufac- 
turers: stock in New York. Wallner & 
Mayer, 230 Fifth Ave., New York. 





















WELL known manufacturer of ladice 
and men’s 10k and 14k gold st on 
set rings wants salesmen, with rey 
lowing, calling on retail jewel : 
stores on commission basis: 
opportunity for the right men — 
dress “H., 3922,” care J CK AY 


cra 
SALESMAN wanted; by a 

manufacturer of an’ exclusive ished 
mounting line; the line is wel] ; ie 
amongst the trade; to cover midere 
and part of south; must have followin 
among jobbers and chain stores: ‘ak 
a representative for the Pacific Coast. 
we have a good proposition for the righ; 
man. Address “F., 3788,” care J CK t 








ria 
MANUFACTURER of a well establish. 


ed line of leather watch straps wants 
salesman with following among 
watch material jobbers, wholesale 
jewelers, to cover entire South; lip. 
eral commission. Address 


3905.” care J C-K. 








— 


WATCH case manufacturer, seeks repre. 
sentative, one now handling establisheg 
bracelet line to wholesale jeweler ang 
watch importer, to carry a line of rolleq 
gold plate, gold and rhinestone wate 
cases ; territory from New York to Chi. 
cago, exclusive of New York City: give 
full a Address “E., 3744,” care 
J C- 








SILVERWARE salesmar. or organiza. 
tion to handle established line pro. 
motional silver plated giftware; de. 
partment stores, jewelers, better gift 
shops; several exclusive Mid-West 
and eastern territories open; a real 
opportunity; all replies answered, 


Address “J., 3891.” care J C-K, 








SALESMEN ; Chicago, Middle West, Far 
West, Pacific Coast and Texas terri- 
tories open; manufacturer of complete 
line of sterling silver baby goods, carv- 
ing and steak sets, and novelties for 
jobbers and chain stores; salesmen with 
strong following and carrying silver 
line preferred; commission basis. Ad- 
dress “W., 3628,” care J C-K. 








SALESMEN; manufacturer of sterling 
silver novelties and outstanding baby 
line; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N., 
1253,” care J C-K. 





TOP notch salesman to handle short, 
snappy, dynamic promotion dia- 
mond ring line; territories open east 
of Denver and New Orleans; must 
be experienced in handling promo- 
tions and have established territory; 
write lines you carry, territory you 
cover and references. Address “Y., 


3822.” care J C-K. 





RECOGNIZED manufacturer of smart 
up-to-date line of men’s and _ ladies’ 
stone rings, compact and well priced, 
wants live-wire experienced salesman 
with following, to call on retail, credit 
and chain stores; territories open: 
South, Southwest; Midwest; Wisconsin, 
Minnesota and surrounding states; well 
established accounts in all territories; 
excellent earning possibilities ; commis- 
sion. Address “E., 3917,’’ care J C-K. 








WELL established, protected territory of 
Michigan, Ohio, Indiana and Kentucky 
for one of country’s largest lines of G.F. 
and sterling rings, to pawn shops, jewel- 
ers, department and gift stores; must 
have car; only resident, top-notch man 
with following considered; excellent 
deal for right party: this territory 
covered for years up to September; send 


complete information in first letter, 
present lines, references, etc. Address 
“L., 319%, care J C-K. 
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SIDE Li IES—Continued 
nnn = A TA LTT A SCI 
SALESMAN wanted: for the Midwestern 


tes with non-conflicting line to repre- 
ste "a concern established over a quar- 
sont a century, manufacturing fra- 
oe a] rings, pins and emblem buttons ; 
eatinum and gold diamond rings; 
plat rings; wedding rings for men 
et ween: only those with excellent 
following and fine character will be con- 
sidered - drawing against ht seamen Ie 
state experience and give reference - 
frst letter which will be nent strictl) 
confidential. Address R., 3778,’ care 


J C-K. 
i 


2MEN; four; very well rated and 
Sie eatanbiahed New York silver 
plated hollowware concern, with 
Fifth Ave. showrooms; following 
territories open: one: Virginia, West 
Virginia, Kentucky, Tennessee and 
North Carolina; one: South Caro- 
lina, Georgia, Alabama, Mississippi 
and Florida; one: North Dakota, 
South Dakota, Nebraska, Iowa, Kan- 
sas, Colorado, W yoming and Mon- 
tana; one: New Mexico, Texas, Ok- 
lahoma, Arkansas and Louisiana; 
only those who have a long follow- 
ing with department stores and high 
grade jewelers and can produce 
need apply; car essential; no objec- 
tion to only one non-conflicting 
line; drawing account against com- 
mission; all correspondence in strict 


confidence. Address “S., 3779,” 
care J C-K. 





nn cnieeuenmteieninnatsnsineninensniinaiiesmmanamammmntiensiannanaia 
Help Wanted 














————- — 


ANTED, A-1 jeweler, who can repair 
a set stones. Address “V., 1461,” care 
J C-K 


————— 





WANTED ; experienced watchmaker ; 
steady position: give references and sal- 
ary. Address “N.Y. 3754,” care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,’ 
care J C-K. 





ENGRAVERS ; for work at home, putting 
silver initials on smoking pipes. Address 
“B., 3867,” care J C-K. 





MANAGER-salesman; good _ references; 
must know diamonds; permanent posi- 
- Mishler, 198 Market St., Paterson, 
N. J. 





CREDIT manager; splendid opening for 
a high type, conscientious man _ with 
credit selling personality. Address “E., 
3801,” care J C-K. 





WATCHMAKER: must be experienced: 
rear store job; high grade store: in the 
Same family management for 43 years. 
M. Meyer, Marion, Ind. 


EE 





JEWELER; on platinum and gold, who 
can Manage a small shop; out-of-town: 
a wonderful opportunity. Address “‘V.., 
3791,” care J C-K. 











JEWELER, on platinum and gold work, 
With 10 or 15 years’ experience: give 
information in detail. Address “J., 3792,” 
care J C-K. 








JEWELRY chaser and engraver, to take 
charge of this department: man who 
has had five or more years’ experience ; 
give information in detail. Address “S., 
0199,” care J C-K. 

nen 











SILVERWARE salesman; well Known 
silver plated hollowware manufacturer ; 
Pacific Coast and east to Denver, Colo. ; 
commission; start January 1. Address 
“G., 3787,” care J C-K. 





SALESMAN; with a non-conflicting line, 
for wedding rings and mountings of 
finer quality: commission basis only; 
give information in detail. Address “V., 
3794,” care J C-K 





SALESMAN: for nationally advertised 
pearl firm: boxed merchandise; all ter- 
ritories open; excellent opportunity for 
right man: drawing against commis- 
sion. Address “G., 3803,” care J C-K. 





SALESMAN: with following among retail 
jewelers, New York City, New Jersey, 
Westchester, etc., wanted by established 
diamond firm; diamond experience pre- 
ferred. Address ‘*M., 3883,” care J C-K. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop: 40-hour, five day week: 
guaranteed year around job. Address 
‘S., 2482,” care J C-K. 





MANUFACTURER’S agents wanted for 
line of attractive gold rings to exclusive 
retailers; never before offered: non- 
competitive; state experience; territory 
covered. Address “C., 3845,” care J C-K. 





SALESMAN wanted: Minnesota and 
states west; to carry complete line of 
diamond rings, diamond wedding rings, 
and mountings. Charles Lesser Co., Inc., 
2 W. 46th St., New York City. 





WATCHMAKER: conscientious, sober: 
close rater, Swiss and American: thor- 
oughly experienced with Coincidence 
watch observation recorder: state ex- 
perience and references. Address “K., 
53885,”’ care J C-K. 





WATCHMAKERS for New York City; 
first class, honest, accurate mechanics 
for fine work: all repairs checked and 
timed on Watchmaster: permanent: 
ons salary. Address “K., 3892,” care 





SALESMEN ; wanted for extensive popu- 
lar priced diamond mounted jewelry 
line; must be experienced with follow- 
ing among best jewelers: several terri- 
tories open. J. L. Brandt Co., 5 E. 47th 
St., New York 17, N. Y. 





SALESMAN wanted; to sell a line of 14kt 
gold zircon rings and jewelry, for a 
long established firm; experience re- 
quired; territories open: California, 
Middle West and the South. Address 
“F., 3878,” care J C-K. 





WATCHMAKER: eligible for ‘“on-the- 
job” training: at least two years at 
bench; conscientious; sober: for retail 
store, Eastern Pennsylvania: send full 
a Address “M., 3798,” care 

“IX, 





JEWELRY modelmaker; capable of mak- 
ing production, gold ring mountings 
from designs: good opportunity with 
large manufacturer in New York City: 
in replying give full information. Ad- 
dress “E., 3827,” care J C-K. 





SALESMAN, with following in Chicago 
and Middle West, to call on established 
wholesalers with extensive line of ladies’ 
and gents’ watch bands and attach- 
ments: commission basis; write full de- 
tails. Address ‘*M., 3763,” care J C-K. 





SALESMAN; with a following in the 
south, for a non-conflicting line of wed- 
ding rings, mountings; a very fast sell- 
ing product, selling to the better stores: 
commission basis only. Address “S., 
3830," care J C-K. 





ASSISTANT manager for fine store, cen- 
tral Pennsylvania, city of 17,000; no 
floaters; manager in two months on 
proven ability; A-1l customer of ours. 
The Claude R. Robins Co., Wholesale 
Jewelers, Harrisburg, Pa. 


CHINA figurine manufacturer, nationally 
known, wants representatives for 1950, 
Visiting jewelry stores exclusively, to 
sell new, most successful line; all states 
open. Goldscheider, Ine., 1441 Heath 
Ave., Trenton, N. J. 





SALESMAN ; with following among retail 
jewelers, to make southeastern states, 
representing live wire jobber carrying 
nationally advertised brands: must have 
car. Reply, Bert Marks Co., 40 Fountain 
St., Providence, R. I. 





SALESMAN; well known silver plated 
hollowware manufacturer; New En- 
gland, New York State territory, ex- 
cluding Metropolitan area; commission : 
start January 1. Address “A., 3730,” 
care J C-K. 





SALESMAN for one of the finest jewelry 
shops in country; excellent opportunity 
for competent, high quality man, who 
has had successful experience in selling 
important pieces. Neiman-Marcus Co., 
Dallas, Texas. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,’’ care J C-K. 





SALESMAN; I want to tie up with a 
man capable of producing volume 
business, any branch of the _ busi- 
ness; drawings and an interest in 
future growth. Address “F., 3747,” 
eare J C-K. 





SALESMAN, with established following 
ot fine retail stores, for fine line of 
platinum diamond mountings and wed- 
ding rings; all territories open; no ob- 
jection to other non-conflicting diamond 
lines. Address “J., 3712,” care J C-K. 





SALESMAN; New York City and east- 
ern territory; straight commission 
basis; well known gold watch case 
line; no objections to non-conflict- 
ing line. Address “C., 3602,” care 
J C-K. 





SALESMEN wanted, with following 
among wholesalers in New York and 
Middle West, to sell outstanding line of 
ladies’ fancy rings and bridal sets for 
established manufacturer; commission 
basis: state full details. Address ‘“‘J., 
3615,” care J C-K. 





SALESMAN for Texas, Oklahoma and 
iributary states, to exclusively repre- 
sent well known delivery line of 
colored stone and diamond rings; 
please give complete résume of 
background. Address “M., 3664,” 
eare J C-K. 





PACIFIC Coast representative with 
following among better retail jewel- 
ers, for outstanding factory line of 
diamond engagement and wedding 
rings; state full particulars in first 
letter. Address “D., 3631,” care 
j C-K. 





SALESMEN: experienced, following with 
jobbers, to handle outstanding line of 
gold and gold filled jewelry of a well 
established manufacturer; one, for Pa- 
cific coast; one, for Midwest; one, for 
the South: commission basis. Address 
“B., 3874,” care J C-K. 








(Continued on page 210) 
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(Continued from page 209) 


REPRESENTATIVE for New England 
and New York state, to carry de- 
livery line of diamond and colored 
stone rings for long established con- 
cern, known nationally; state past 
experience. Address “W., 3810,” 
eare J C-K. 








EXCEPTIONAL opportunity; nationally 
known diamond ring house wants sales- 
man with established following in retail 
jewelry stores; must have car; liberal 
drawing against commission; all infor- 
mation kept in strict confidence. Ad- 
dress “N., 3775,” care J C-K. 





JEWELRY salesman wanted with fol- 
lowing in New York state and Penn- 
sylvania, to call on retail stores, for 
established wholesale firm, direct 
importers of diamonds and watches, 
carrying a complete line of jewelry. 


Address “S., 3899,” care J C-K. 





WATCH salesman; Midwest territory; 
quality, popular priced, nationally ad- 
vertised Swiss watch; excellent oppor- 
tunity for man with following; drawing 
against commission; substantial earn- 
ings for right person; give full details. 
Address “G., 3748,” care J C-K. 





SALESMAN; experienced, to _ travel 
Baltimore, Washington, D. C., Vir- 
ginia and the Carolinas; represent- 
ing an established wholesale jewelry 
concern, with nationally known 
lines; write stating age, experience, 


ete. Address “*Y., 3629,”’ care J C-K. 





WATCHMAKER; at once, with at least 
10 years’ experience, who can and would 
do clock work; good job for right man; 
no recent school graduates considered ; 
give full information as to salary and 
references. Will Tschumy, 405-21st St., 
Galveston, Texas. 





SALESMAN; must be experienced, to 
travel Pennsylvania, West Virginia; 
representing an established whole- 
sale jewelry concern with nationally 
known lines; write stating age, ex- 
perience, etc. Address “E., 3606,” 
eare J C-K. 





WANTED: first class engraver for ster- 
ling silver flatware and hollowware; 
good salary; permanent future; must 
have good references; one of south’s 
finest jewelry stores. Address replies to, 
Guerry Denson, Bromberg & Co., 123 N. 
20th St., Birmingham, Ala. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of. 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





ee 





SALESMAN-manager; by fine old Detroit 


downtown retail firm, non-installment:; 
must know this business thoroughly and 
be capable of future managerial respon- 
sibility; give full experience and per- 


sonal data. 3106 Guardian Bldg., De- 
troit 26, Mich. 








SALESMAN; desired for representa- 
tion of nationally known ring line, 
diamond rings and colored stones, 
for territory from Denver, west; in 
making reply, please state past ex- 
perience and all other essential de- 
tails, Address ‘“A., 3532,” care 
J C-K. 





WATCHMAKER, with at least 10 years’ 
experience, who can meet the public, 
produce; good references and familiar 
with railroad inspections; give full in- 
formation and expectations in first let- 
ter. Mary Kay’s Jewelry, 144 Main St., 
Yuma, Ariz. 





TRAVELING salesman; following 
among better retail jewelers’ in 
southern territory, for outstanding 
factory line of diamond engage- 
ment and wedding rings; state full 
particulars in first letter. Address 
“J., 3485.” care J C-K. 





WATCHMAKER wanted; prefer one who 
can do ordinary sizing and plain en- 
graving; good salary, or salary and 
commission; university city; permanent 
position; nice climate and plenty of 
work. Write, phone or wire Lewis 
Jewelry Co., 300 W. University Ave., 
Gainesville, Fla. 





EXPERIENCED salesman, with follow- 
ing among better jewelry and de- 
partment stores; old established 
firm with top lines, has opening in 
several territories with well estab- 
lished accounts; commission basis. 
Write all details to “R., 3859,” care 
J C-K. 





WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., 
Toledo, Ohio. 





MAN with jewelry experience, to be- 
come assistant to the manager; must 
be good salesman and window trim- 
mer, with ability to assume re- 
sponsibilities; state age and give 
complete experience in first letter; 
Central Ohio; replies confidential. 


Address “N., 3799,”’ care J C-K. 





SALESMEN; represent old established 
manufacturer of platinum and gold 
wedding rings, covering 48 states; 
drawing account: if sales merit it, can 
make $5,000 or more yearly; no objec- 
tion to one or two non-conflicting lines; 
reply in detail stating experience and 
territory covered. Address “A., 3823,” 
care J C-K. 





SALESMEN wanted; cone, for New 
York and eastern seaboard, and one 
for Pacific Coast, to sell manufac- 
turer’s established, ladies’ gold and 
platinum mounting line to jobbers, 
wholesalers, and chain stores; ex- 
perienced men only need apply. Ad- 
dress “G., 3829,” care J C-K. 





MAN with established following calling 
on jobbers and large chain stores, to 
carry a complete line of gold filled 
watch bands, gold filled and gold plated 
men’s jewelry; no objection to non- 
conflicting line; liberal commission 
basis; write for appointment. Karat 
Jewelry Mfg. Corp., 37 W. 26th St., New 
York, N. Y. 


SALESMEN;; experienced, to cov 
ritories in New York state P ~ 
vania, Ohio and Indiana, inte. 
ing leading wholesaler, cman 
complete lines: established en. 
counts ; commission basis with rion, 
ing account; state age and ex ese 
ence. Address Circular 174 Re 
1415, Heyworth Bldg., Chicago 9 


neni 
SALESMAN; old established ; 
large following, selling complete'h with 
jewelry, including specializeq rt. of 
ported items to retailers in Mid ‘m- 
wants high grade man experienced 4 F 
well acquainted in this territory : = 
interesting commission; give d tant 
Address Circular 171, Room 1415 “en 
worth Bldg., Chicago 2. : 








aa 
WATCH salesmen, for Wes Coas 
Southern States, Middle West, Peas 
sylvania, and _ neighboring states 
wanted by established importer fo, 
popular priced complete Swiss 
watch line; commission basis; y, 
objection to non-conflicting line. 
state details in confidence, Address 
“J., 3855,” care J C-K. 











SALESMEN,; to_ represent prominent 
manufacturer of silver and chrome 
plated hollowware and electrical tabje 
appliances in South Atlantic states 
Texas, Oklahoma, Arkansas, Louisiana’ 
on commission basis; only experienced 
men with strong following considereq: 
no objection to non-conflicting side line 
Address “C., 3907,” care J C-K. 








NEW YORK City representative wanted 

by old established manufacturer of 
jewelry boxes and displays; rare op. 
portunity for experienced salesman 
with established following, particu. 
larly among retail jewelers in the 
Metropolitan area; give full par. 
ticulars in first letter; write in con- 


fidence. Address “R., 3720,” care 
J C-K. 





————-~—ees 


FOREMAN for high school ring manufac- 
turing; should be either expert jeweler, 
stone setter, polisher, tool maker or die 
cutter, and experienced in other phases 
of manufacturing ; permanent; excellent 
opportunity ; completely equipped, well 
established shop in large Pennsylvania 
city. Write fully to “B., 3469,” care 
J C-K. 





WANTED; a_ good man, certified 
watchmaker, Bowman _ graduaie, 
with five vears’ or more experience; 
good working conditions; pleasant 
surroundings in air conditioned 
store, where fine work is appre 
ciated ; good eastern North Carolina 
town located on a beautiful river; 
excellent climate. Address “R., 


36067.”’ care J C-K. 








WANTED diamond ring salesmen, wWeé 
are looking for several experienced men 
with established trade to sell our out: 
standing and complete line of diamond 
rings; only men who possess these re- 
quirements and are capable of large 
earnings need apply; yuur reply will be 
held in strictest confidence. H. Hanm- 
burger Co., Inc., 22 W. 48th St, New 
York 19, N. Y. 








SALESMAN wanted; to represent large 
manufacturer of gold rings, selling 
to jobbers and manufacturers; te™ 
ritory to be covered consists of Illi- 
nois, Missouri, Oklahoma, Texas 
and all states west of above, includ- 
ing the West Coast; preferably rest- 
dent of Chicago or Los Angeles; ill 
replies held in strictest confidence. 
David Pfeffer Co., Inc., 106 Fulton 
St.. New York 7, N. Y. 
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———eeeeeoom 
territory open for ca- 
LOE umbitious salesmen for our 
large and well regarded line of 
rings and mountings; if you would 
enjoy a connection with a prog.es- 
sive firm, with customer relations 
and producing merchandise which 
insures business in quiet times, as 
well as good, write, Goodman & Co., 
42 W. Washington St., Indianapolis 
4, Ind. 


EE 


: . N: leading manufacturer of 
saLESM™ rings, mountings and diamond 
rin gs: following territory: Pennsylva- 
re Onio, Indiana, Illinois, Michigan 
= lo a; ever 500 active accounts 
already established ; only top men, with 
following among retail jewelers need 
ply; drawing against commission ; 
oa essentia! ; state full particulars in 
first letter. White Rose Jewelry Mfg. 
Co., 45 Rose St., New York 7%, N. Y. 











_ 


SALES representative; old established 
watch importers, with A-] reputa- 
tion, having opening for sales rep- 
resentation to wholesalers and large 
installment chains for middle west- 
ern and southern territory, to start 
January 1950; our present repre- 
sentative knows about this advertise- 
ment; give all particulars in first 
letter. Address “V., 3840,” care 


JCK. 


ea——e_r_r—OOm—~—" 


SALESMEN wanted; a prominent manu- 
facturer of diamond wedding and en- 
gagement rings has opening for one or 
two high caliber salesmen who have a 
strong following amongst retail jewel- 
ers, in the South and Southwestern ter- 
ritories respectively: (A) Texas, Lou- 
isiana, Mississippi and Oklahoma; (B) 
The Carolinas, Georgia, Florida, Ala- 
bama, Kentucky and Tennessee; please 
write giving full details in first letter; 
communications held in strictest confi- 
dence. Address “‘A., 3873,’ care J C-K. 














SALESMEN; change in method of dis- 
tribution by manufacturer of na- 
tionally known, better grade, me- 
dium priced, tailored costume jewel- 
ry, requires salesmen for West 
Coast, Middlewest, Southwest, South- 
eastern, Atlantic States, [etropoli- 
tan New York territories; established 
department and specialty store ac- 
counts in all territories; no objee- 
tion non-conflicting line; commis- 
sion basis. Address “*K., 3879,” care 
J C-K, 





WE want a top notch man; if you have 
solid selling experience in the jewelry 
trade we will turn over an established, 
well developed territory; we offer the 
right man a liberal drawing and will 
pay 15% commission; you will represent 
a reputable, nationally known firm, 
whose quality-made creative jewelry 
displays are the talk of the industry ; 
write in detail; interview will be ar- 
ranged. William Korn & Co., 17-21 Elm 
St., Buffalo 3, N. Y. 


————E 





SALESMAN, for the Midwest; must be 


a live-wire producer with a strong 
following of his own, to represent 
a 75-year-old established concern, 
specializing in an advertised line of 
platinum and gold diamond rings, 
diamond watches, diamond _ attach- 
ments, etc.; no objection to non-con- 
flicting side line; write giving full 
details as to qualifications, territory 
and references. Address “T., 3815,” 


_ care J C-K, 














WANTED: two silver or jewelry sales- 
men ; large manufacturer, popular 
priced silver and chrome plated hollow- 
ware and electric table appliances, has 
the following territories open; namely, 
complete southern territory, from Vir- 
ginia to Texas, including Florida; also 
state of Ohio, West Virginia, Kentucky, 
Missouri, Kansas and Nebraska; terri- 
tory successfully covered for the past 
25 years; only those who have a fol- 
lowing and can produce need apply; 
drawing account or straight commis- 
sion ; no objection to one non-conflicting 
side line. Address “‘T., 3500,” care J C-K. 





THREE; top notch salesmen, with 
active jewelry store following, to 
represent nationally advertised watch 
concern in the South, Middle West 
and Pacific Coast; all territories 
have established accounts and have 
foundations for lucrative incomes; 
a liberal drawing against commis- 
sions for the right men, who have 
experience and ability; write in de- 
tail, stating territory covered; your 
letter will be held in the strictest 
confidence. Address “B., 3533,” 
care JCK. 





HARD-WORKING salesman to sell in 
southwest; nationally known manufac- 
turer of medium priced jewelry, located 
near New York City, has an opening 
for an alert and experienced business- 
man-salesman; preferably located in 
the vicinity of Dallas, to sell to whole- 
salers, and also contact retailers in 
Texas, Oklahoma, Arkansas, Louisiana 
and Mississippi; your ability, judgment, 
hard work and sales record are more 
important than specific experience, but 
knowledge of both wholesale and retail 
jewelry highly desirable; commission, 
plus expenses; requirements are rigid, 
and we want a man who will become a 
congenial and important member of our 
organization; please write fully includ- 
ing age, income requirements and your 
7X A Address “C., 3825,” care 





SALESMAN WANTED; to cover most of 
Indiana and Illinois; starting January, 
1950; a rare opportunity for a seasoned 
wholesale jewelry salesman who has a 
good established following among In- 
diana and Illinois retail jewelers: you 
will find easy entree with your old and 
new accounts because of, one, our ex- 
clusive Franchise Plan on Loyalty Dia- 
monds and Faith Diamonds, watches 
and jewelry, backed by unique and 
highly effective advertising and sales 
helps: two, our many nationally adver- 
tised lines: three, our reputation in the 
industry for ethical, progressive cus- 
tomer relations for more than 70 years; 
vour reply will be held in strict con- 
fidence; make application as early as 
possible. Address, Julian C. Schwab, 
President, A. G Schwab & Sons, Ince., 
229 E. Sixth St., Cincinnati 2, Ohio. 





ARE you this man; long established, 
high class jewelry firm in Detroit 
needs a man fully experienced in 
fine jewelry operations; position of- 
fered is executive assistant to the 
owner; man must have wide experi- 
ence in fine jewelry sales, must un- 
derstand values, and capable of 
managing business and backing up 
owner; the company is not a credit 
operation; lifetime position that 
pays $10,000, plus bonus; inter- 
views are by appointment only and 
can be obtained only by letter, with 
photograph enclosed, and stating all 
particulars. Address all inquiries, 
Sidney Krandall & Sons, 14,528 
Second Blvd., Detroit 3, Mich. 


SALESMEN;; two territories open, the 


Middle West and the Pacific Coast; 
we manufacture a smart line of dia- 
mond watches, diamond attach- 
ments, a strong and interesting line 
of diamond ring mountings, bridal 
sets in platinum and gold; some of 
our items you can see advertised as 
usual in the Jewelers’ Circular-Key- 
stone; opportunity for good connec- 
tions and lucrative earnings for men 
with following among retailers in 
the above mentioned territories; all 
correspondence treated with the 
strictest confidence. Seidman & Co., 


31 W. 47th St., New York City. 





SALESMEN; an opportunity for a ca- 


reer, not a job; American Beauty 
rings; several attractive territories 
are available for 1950 to the right 
men, who want to become associated 
with one of the oldest and most re- 
liable ring manufacturers in the 
trade; we are seeking men with a 
substantial following in the retail 
trade, experienced in selling dia- 
mond mounted rings and capable of 
earning a minimum of $15,000 
yearly; write or telephone for an 
appointment; applications will be 
held in strictest confidence. Unter- 
meyer, Robbins & Co., 136 W. 52nd 
St., New York 19, N. Y. Tel. Circle 
7-7714. 





SALESMEN; we wish to add to our 


present sales force, men of proven 
ability, to sell the nationally known 
popular priced “Bond Diamond 
Rings and seamless wedding rings” 
direct to the retail and credit jewel- 
ers in the following states: West 
Virginia, Kentucky, Tennessee, Ala- 
bama, Mississippi, Arkansas, Louisi- 
ana, Texas, Oklahoma, Missouri, 
Kansas, Nebraska, South and North 
Dakota, Minnesota, Wisconsin, Iowa, 
Illinois, Indiana, Michigan and 
Ohio; we have a large established 
trade in these states; give full par- 
ticulars in first letter; all replies will 
be held in_ strictest confidence. 
Schuman & Donchi, Inc., Manufac- 
turers of “Bond Diamond Rings,” 


155 Summit St., Newark 4, N. J. 





SALESMEN wanted; to exclusively rep- 


resent nationally known manufac- 
turer of every conceivable type of 
gold rings; including complete line 
of diamond rings; men _ selected 
must be thoroughly experienced in 
their respective territories; only 
wide awake men accustomed to 
proven large earnings and who can 
properly present our merchandising 
plan to the retail jeweler need 
apply; all replies will be held in con- 
fidence; territories open: Pacific 
Coast, South-Atlantic from District 
of Columbia to Florida, West South 
Central, including Arkansas, Louisi- 
ana, Oklahoma and Texas; must be 
strong in Texas; we have lucrative 
accounts in all territories excepting 
West South Central states. Address 
“D., 3876,” care J C-K. 








(Continued on page 212) 
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WANTED for early 1950, two success- 
ful salesmen; only those who have 
the priceless ability to stimulate, to 
convince and to sell and a willing- 
ness to travel; must have minimum 
10 years’ experience; _ territories 
open: one, Southeastern states, Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Alabama, Louisiana, 
Tennessee; and two, Midwest, In- 
diana, Illinois, Wisconsin, Minne- 
sota, Missouri, lowa; acceptable ap- 
plicants must have personal follow- 
ing among better retail jewelers and 
credit stores to complement our 
long-established record of produc- 
tivity and customer-loyalty in both 
territories; drawings against com- 
mission; exceptional opportunity for 
men accustomed to work intelligent- 
ly, to earn substantial income; call 
or write in strictest confidence. Bas- 
kin Bros., Inc., makers of Lifetime 
diamond ring sets, diamond wed- 
ding rings, ring mountings, colored 
stone-set rings, and plain wedding 
rings for men and women, 38 W. 


48th St... New York 19, N. Y. 


EL RM ESTEE SAAT AO A LLLP ENTE 
For Sale 


Stores, Stecks and Businesses 











FLORIDA jewelry store, with low ex- 
pense, fine stock; established 15 years; 
sacrificing $25,000 value for $20,000, or 
reduce. Address “F., 3609,” care J C-K. 





EYES going bad; excellent watch, jewelry 
repair business; about $3500 stock; 
heavy stock parts; complete $7000. 
Heydt, Jeweler, 114 Cordova St., St. 
Augustine, Fla. 





CREDIT jewelry and optical store; clean 
stock; good lease; owner selling due to 
illness; located in Newark, N. J.; sacri- 
fice for $20,000. Address “H., 3854,” 
eare J C-K. 





BEAUTIFUL, modern jewelry store in 
downtown Seattle, Wash.; new fixtures; 
good lease: nationally advertised lines; 
established clientele. Address ‘“H., 3750,”’ 
care J C-K. 





LONG established retail jewelry, watch 
repair store: lower Manhattan; owner 
wants to retire and offers unusual bar- 
gain for quick buyer. Address “N., 
3895,’ care J C-K. 





IN heart of city of one million population, 
fine jewelry store; will sell at inventory, 
approximately $50,000: very good lease; 
cheap rental; new fixtures. Address ‘“‘J., 
3790,’ care J C-K. 





FOR SALE: good paying jewelry store in 
Central Indiana: clean stock; about 
$40,000 invoice; can reduce to suit; 27 
miles from Indianapolis, Ind.; retiring ; 
other outside business. Address “D., 
3916,’ care J C-K. 





JEWELRY store in East Texas town of 
approximately 5,000: business well es- 
tablished and profitable: all lines na- 
tionally advertised: owner wishes to 
retire. Reply, 712 Citizens State Bank 
Bldg., Houston, Texas. 





OLD established jewelry store: good lease 
in city of 20,000, on the San Francisco 
peninsula; clean inventory about $25,- 
000; good repair business: splendid op- 
portunity for man and wife: must sell 
due to ill health. Address “K., 3753,” 
care J C-K. 


FOR SALE: modern jewelry store and 
fixtures, on main street; clean, salable 
stock ; five years’ lease; established five 
years; located in most progressive town 


in northern Florida: ideal weather; 
large weekly payroll... Address “L., 
3856,” care J C-K. 





FULLY equipped shop with a combination 
roller, press, polish machine, lathe, 
dynamo, six benches, drill, melting out- 
fit, safe with Holmes protection; good 
for chain or any kind of jewelry manu- 
facturing; New York City. Address “V., 
3816,’’ care J C-K. 








SMALL store in New Haven, Connecticut, 
on one of main streets; established 42 
years; must be sold because of other 
interests; approximate value, $20,000 
for stock, furniture, and fixtures; fur- 
ther information to interested parties 
only. M. B. Samson, 966 Main St., 
sridgeport 3, Conn. 





FOR SALE: wholesale jewelry firm, cov- 
ering 400 active accounts in Washing- 
ton, Oregon and Idaho; centrally lo- 
cated downtown Seattle; established 
four years; current, clean, low inven- 
tory; fast turnover merchandise; $10,- 
000 will handle transaction. Address 
“J., 3770,” care J C-K. 

FOR SALE; retail jewelry store in a town 
of 1200 population, with a drawing pop- 
ulation of approximately 6000; good, 
clean stock; excellent repair business; 
store size 24 ft. x 36 ft.; long lease or 
will sell property also; living quarters 
available. Address, Charles G@ Magoon, 
Stamford, N. Y. 








RETAIL jewelry store, excellent location 
in prosperous neighborhood in Miami, 
Florida; completely stocked; perfect 
opportunity for watchmaker and wife; 
act now to get winter season’s business ; 
good lease; partnership disagreement. 
SamSon-Rod Jewelers, 1271 Coral Way, 
Miami 35, Fla. 


EXCELLENT opportunity; good paying 
jewelry store, located over 30 years in 
the business center of a progressive 
community of 45,000 population in New 
Jersey; very active repair department; 
all leading lines of watches, silverware, 
ete.; $25,000 inventory, or will reduce 
oa buyer. Address “D., 3826,” care 
e “A. 








FOR SALE: established jewelry store; 
health forces sacrifice sale of going 
business in the lumbering capital of the 
Pacific northwest; 60,000 population in 
trading area; excellent watch repair 
trade with all modern equipment; 16 ft. 
frontage on main thoroughfare in the 
heart of town: now reducing inventory 
to absolute minimum to facilitate quick 
sale; delivery date Jan. 1, 1950; $5,000 
will handle. For particulars’ write, 
Harbor Jewelers, 121 E. Heron St., 
Aberdeen, Wash. 








For Sale 


Tools, Equipments 








COMPLETE set of tools; watch parts; 
reasonable. A. Droz, retired watch- 
maker, 554 W. 160th St., New York. 
Wa 8-27138. 


WATCHMASTER;: new condition: num- 
ber over 4500; $495 cash. Address 
Edward E. Heister, 8 E. Long St., 
Columbus, Ohio. 








EIGHT, six foot floor cases: two, eight 
foot wall cases: good condition. Write, 
345 New York Ave., Huntington, N. Y., 
or call Huntington 363. 


USED tools, benches, lathes, 
machines, staking tools, ete. R. ; 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. ee 

FREE list: watch, clock, jewelry tools, 
materials, one-half price; $47.50 electric 
soldering machine, $20; $290 round 
glass crystals in cabinet, $90. Box 44, 
300ne, Iowa. ; 

ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 


Newark 2. N. J. 





cleaning 
> P 

















JEWELERS’ display cards, 
mond and watch fuarantees 
repair checks, jewelers’ deposit 
lopes with call checks; printed sy,” 
of every description. Write for sa Pplies 
Dauer Printing Company, Manutay 
ers, Printing, Engravers, 3] Rast sae 
St. New York 10, N.Y. Ajeet 
4-2174. We ship open account. yauin 
post, or express to any part. ertcel 

United States. the 


a 
Business Opportunities 


————— 
EVERY EFFORT is made by The Jewel 
ers’ Circular-Keystone to keep its 4 
vertising columns clean, Advertisers 
under Business Opportunities, ete. mu : 
furnish trade references. Announes 
ments must pass the strict censorshin 
requirements of The Jewelers’ Circular 
Keystone. 




















—————______ 


MANDELL E. Lewis, world’s famous dia. 
mond and jewelry auctioneer; wire op 
write for date and terms. 200 W, a9 
St., New York City. Se. 4-5953. 

rare, 

JEWELER, has capital to invest as 
partner in an established special order 
or jewelry repair business, in the Met. 
ropolitan area; write full details. Ad. 
dress “K., 3853,” care J C-K, 








lar, 

CAPITAL to invest; experienced jewelry 

display and box salesman seeks active 

partnership in going business; yj] 

make necessary investment. Address 
‘‘A., 3864,” care J C-K. 





ee 


SMALL jewelry store wanted; prefer yp. 
der $10,000; east or northeast Texas 
preferred; consider other location: 
please give complete details. Address 
“T.., 3714,” care J C-K. 








JEWELRY stores wanted by chain store 
organization seeking to expand its op. 
erations; will consider every store in 
any city; all replies confidential. Ad. 
dress “J., 2740,’ care J C-K 





AUCTIONS; successfully and ethically 
conducted anywhere in the country, 
Write or wire, Maynard G. Lev, 
5200 Blackstone Avenue, Chicago 
1S. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers references 
furnished : stocks bought. Herman 
a 386 Fulton St., Brooklyn, 
ji Ss 





GORDON Bros., oldest and _ largest 
cash buyers of jewelry stores and 
surplus stocks; established 1903. 
18 Providence St., Boston 8. Contact 
collect. Capital 7-1728. 








HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re 
ceivables; high type personnel; coast 
to coast; all correspondence confidential. 
National Capital Co., 545 Fifth Ave, 
New York 17, N. Y. 


AUCTIONEERS: convert dead merchan- 
dise into ready cash; stocks bought for 
cash or sold on commission, in any part 
of the U. S.; trade and bank references 
furnished. B. Schwadron, 1363 Broad- 
way, Brooklyn, N. Y. 


AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur 
nished on request; all correspon 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave. 
Chicago 26. 


SAMUEL GANSBERG will buy your sul 
plus or entire stock and fixtures o 
estates for cash; my direct outlet él 
ables me to pay you higher prices; bank 
and trade references of the _ highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 
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BUSINESS OPPORTUNITIES—Cont. 

















—_—" 


COLMES BROS.. cash buyers of jewel- 


ry stores with or without fixtures ; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St.. 


Boston, Mass. 





a 


‘HMAKER wanted to take over, on 
be watch repair depart- 
ment of fine jewelry store in New En- 


eoncession basis, 


gland City of 30,000; 100% location ; 


established trade ; equipment on prem- 


ises; good opportunity tor reliable man 


to build up own business without sub- 


stantial investment. Address “A., 3764,” 
eare J C-h. 





oo 


JEWELRY designer offers intricate 
production dies for the manufacture 
of gold rings; artistically accept- 
able, has nationwide potential, non- 
competitive ; it’s worth vour atten- 
tion. Address “B., 3844,” care 
J C-K. 

ee 

JEWELRY chain ; desires to procure man- 
agers, With capital, to invest on a 
partnership basis; applicants selected 
must be wide awake, promotion minded, 
able to handle credits and window 
displays, in towns of 25,000 to 75,000; 
furnish complete background of previ- 
ous experience and references in first 
letter; all replies strictly confidential. 
Address “A., 3737,” care J C-K. 











ATTENTION Mr. Jeweler, want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob Jones, 
c/o Robert E. Jones Sales Service, 
304 Colonial Arcade, Cleveland, 
Ohio. Nationally known for 25 
years. 








AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben _ Tipp, 
Seattle; Noack-Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
ton’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





AUCTIONEERS interested in liquidat- 
ing stock profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ sue- 
cessful experience, disposing of 
jewelry stock; finest references. 
Gabriel Flutie, 310 West End Ave.. 
New York City. 





_— 


AM ready to pay you cash, dollar for 
dollar, for your stock, providing you 
have been an established cash jeweler 
for a period of years and enjoy 4 good 
reputation; will take the store over as 
a going, or going out of business: not 
Interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 
obligations, and help you stay in busi- 
ness; I have bought and sold over 100 
stores in my 40 years of business: all 
correspondence held in strict confidence. 
Herman Kimmel, 48 W. 48th St., Room 
703, New York, N. Y. 


a 





FOR DECEMBER, 1949 


WANT to sell out, raise cash, reduce 


Stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 


Plaza 8-2110-2111. 





BEN JACOBS, America’s well known, 
reputable auctioneer, cash buyers of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated five outstanding jewelers this 
year; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers Bldg., Boston, Mass.; 
324 Irwin Keasler Bldg., Dallas, 


Texas, 





ACTION by auction; only a_ special 
auction sale will convert your in- 
ventory into top cash prices; we 
guarantee your cost plus a_ profit 
and good will of your customers; 
we advance money and supply mer- 
chandise; we conduct auction or 
flat sale and will buy or sell your 
credit accounts and fixtures; high 
type personnel; our firm has over 
35 years’ experience in the jewelry 
store field; best bank and trade 
references. National Capital Co., 


945 Fifth Ave., New York 17, N. Y. 





AUCTIONEERS; V. C. Kelley and As- 
sociates; for over 20 years America’s 
most successful jewelry auctioneers; 
rich in experience. outstanding in 
ability; capable of handling the big- 
ger stocks and the finer goods; and 
above all, we possess the skill to get 
the most for your stock; recently 
sold over $350.000 for the five fol- 
lowing stores: Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; Stewarts, Little Rock, Arkansas; 
Shaws, Lima, Ohio; best references. 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, Il. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request, M. C. Maxwell, 1429 
Boardwalk, Atlantic City. N. J. 





A. E. GATES & Associates, jewelry 
auctioneers; if you are retiring 
from business, or wish to reduce 
your stock, a dignified auction con- 
ducted by experts in selling jewels, 
art objects, all classes of goods car- 
ried in first class stores, with the 
ability to describe each piece cor- 
rectly and convincingly, inspiring 
the most discriminating customers 
to buy during and long after your 
auction is over; our proven ability 
of many years’ successful selling, 
for leading jewelers throughout the 
United States, will also apply to you: 
we can sell all or any part of your 
stock, quickly and profitably; write 
or wire for terms and dates. A. F. 
Gates, 580 Fifth Ave., Room 605A. 
New York 19, N. Y. Tel. Plaza 
74-3245. 


ee es ee eS a 


WOULD you like to retire from busi- 
ness, now or after January first, if 
you were given a responsible guar- 
antee that your stock, accounts and 
fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Me- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, Ill. 


AES RENEE, PR REGEELEIOE SELL ALE ELIOT APS SERRE 





Wanted to Purchase 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately : estimate subject to 
your approval. Chicago School of 
Watechmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. 





WANTED, used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 





WANTED to buy. for cash; surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidentral; call or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17. MU 7-77483. 


JEWELRY store wanted with good re- 
pairs; if price is right will invest up 
to $15,000; Florida or southern states 
preferred; write me particulars and 
reason for selling; any replies con- 
a Address “F., 3481,” care 


C-K. 








ATTENTION jewelers; wanted to buy 
any old stones, opals, rubies, etc., either 
loose or mounted; also antiques and old 
silver; small or large quantities; write 
me or send me what you have registered 
insured; estimate subject to your ap- 
proval; bank references and jewelers 
Board of Trade. Bromley’s, Retail 
Jeweler, 486 list Ave., N., St. Peters- 
burg, Fla. 





SPOT cash for your surplus stock 
watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; _ refer- 
ences; National Bank of Commerce. 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
men’s, Dept. K, 108 Beale Ave.., 
Memphis, Tenn. 








(Continued on page 214) 
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Chance 
of a Lifetime ! 


SALESMEN 


CALLING ON RETAILERS 
IN 


SOUTH 


and 


SOUTHWEST 


Exceptional opportunity for 
experienced salesmen call- 
ing on Retail Jewelers in the 
following territories: A — 
Texas, Louisiana, Mississip- 
pi, Oklahoma. B — The 
Carolinas, Georgia, Florida, 
Alabama, Kentucky, Ten- 
nessee. 


A prominent manufacturer 
of Diamond Wedding and 
Engagement Rings, whose 
product is advertised from 
coast to coast, has an open- 
ing for one or two high 
calibre salesmen who have 
a strong following among 
Retail Jewelers in these ter- 
ritories. 


A complete resume of past 
experience and recent snap- 
shot will expedite an early 
interview. 

will be 


confi- 


Communications 
treated in_ strictest 
dence. 


Address Box “A., 3873" 
Jewelers’ Circular-Keystone 
100 East 42nd Street 
New York 17, N. Y. 





-—- ee ee 
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Watch Work, etc., for 
the Trade 








WE specialize in repairing chronographs 
and repeaters. Richard Flauto & Co., 
+8 W. 48th St., New York 19, N. Y. 





SINCE 1921; reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y 





WATCH repairing for the trade, jewel 
setting, plate and balance jewels; price 
list upon request. M. J. Gallo, 922 N. 
Plum St., Lancaster, Pa. 





BOSTON, 
watch 


Mass.; expert and guaranteed 
repairing ; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer St. 





EXPERT watch repairing for the trade; 
chronograph cleaning $6; all work 
tested on Watchmaster; fast service. 
Shein, Room 900, 68 Nassau St., New 
York City. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W 
48th St., New York 19, N. Y. 


SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 


PERFECT watch repair service, 323 W. 
Fifth St., Room 201, Los Angeles 18, 
California; 18 years’ experience; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists; Watch- 
master tested for perfection; two to 
three days’ service; no better workman- 
ship at any price; send us your tria: 
order now. 








FINEST watch repairing, with seven 
days or sooner service; all work 
guaranteed and protected to and 
from store against loss and damage; 
all watches timed with Watchmaster; 
located in the Midwest’s most con- 
venient watch repair center. Pollak’s 
Watch Service Co., 205 Colonial 
Areade, Cleveland 15, Ohio. 


IMPORTANT; your watch repairs 3; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 


KNOW your vibrator; mail direct; same 
day service; flat $1.75, Breguet $2.50; 
staffs fitted, $1.25 with vibration, $1.75 
without; deal with an established con- 
cern and enjoy these advantages; free 
services, restud, recollet, poise, hair- 
springs unraveled, regulator pins fitted ; 
ask for Vibra-Pac, an exclusive patent 
pending method of returning a hair- 
spring in beat and attached to both 
balance and cock; no further adjusting 
necessary ; write for free envelopes and 
containers. Hairspring Vibrating Co., 
406 32nd St., Box 330, Union 
City, N. J. 








TWENTY-FIVE years of ex 
in fine watch repairing: 
include repair on chrono 
vibrate hairsprings and al] ty 
complicated watch repairing; r 
master machine assures 
timing; work guarante 
delivery in three to six ‘Jey ome 
list upon request. H. Spielman ¢." 
9 Maiden Lane, New York 7 N.Y 
WOrth 4-3377. a 


€s of 
Watch. 


curate 


ee, 
Special Order Work and 
Repairs for the Trade 





=—=——. 

PEARLS and bead necklaces r 
plain, knotted; jewelry repairs opal 
order work; prompt service. Frank c 
Osmers Co., 45 W. 45th St. New Yor 
City. 





trai. 

PEARLS and beads restrung; rosarie 
repaired by experts for the trade: right 
prices ; prompt service; monthly billing 
oo 09-B Eddy St., Providence 





La 

BEADS restrung; all style beads ro. 
strung, plain or knotted; prompt ser. 
vice ; can furnish references. Mrs, Helen 
E. Stump, 202 State St., Shillington, Pa 
near Reading. i 





LAPIDARY ; complete service; stones re. 
cut, repolished, repaired, drilled, ep. 
graved, encrusted; new stones for 
replacements; special opal, star sap 
phire doublets. Ace Lapidary, Red Crogs 
Bldg., Jamaica, N. Y. 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; al! work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





To Let 








STORE for rent, Paterson, N. J.; 400 sq. 
ft. Main St., adjoining leading national 
chains; possession January, 1950, 
Mitchell Realty, 276 Fifth Ave. N 
York. 


Miscellaneous 











WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15c. stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 





BOOKS on- engraving, watchmaking, 
watch and clock repair; jewelry, optics, 
etc.; learn for profit; free catalogue. 
H. & H. Supply, 1549-A Lawrence &t, 
Denver 2, Colo. 





SWISS watch and jewelry journal, En- 
vlish language edition of the “Journal 
Suisse d’Horlogerie et de Bijouterie ; 
subscription $5 one year, $9 two years, 
U. S. agents: Overseas Publishers’ Rep- 
resentatives, 66 Beaver St., New York 

ee 


, - . 








EXECUTIVES and salesmen; why 
own a car? travel the carefree way; 
rent a 1949 sedan by month or year: 
write or phone for complete details. 
Carservice., Inc., Northern Blvd., at 
50th St., Long Island City 1, N. Y. 
Surrey Building. RA 6-4960. 
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ON GOLD 


An authority is a person who speaks frequently on a 
given subject to those who know even less about it than 
he does. 

Perhaps that is why there are so many experts on gold. 
Feeling safe in the knowledge that few people really un- 
derstand it, they rush headlong into an explanation of this 
complex subject and fearlessly go out on the limb with 
recommendations or predictions as to its future value. 


We are no smarter. nor more ethical than these people. 
We’re just more nervous. We have to have our sleep at 
night. We don’t want to be called on some statement we 
might make in connection with our opinions on the future 
of gold prices, and suddenly find ourselves in over our 
head. 

As Abraham Lincoln said, “It’s better to remain silent 
and thought a fool, than to speak out and remove all 
doubt.” 

We recognize that some jewelers wish for an increase 
in the price of gold in the hopes of gaining a quick wind- 
fall in merchandise appreciation. They are interested in 
the prospects of such a turn of events. There are other 
jewelers who are in fear of an increase in the price of 
gold, being concerned with the effects of a resulting in- 
crease in the price of gold jewelry; the limiting of its 
market. They too want to know what’s what on gold. 

Therefore, we have assembled in our news section this 
month, some recent expressions by men in positions where 
their opinions regarding gold should merit respectful 
consideration. 

—and so, without further ado, we refer you to page 
159 before we are tempted to get expert and lead 
you from unwarranted assumptions to foregone con- 
fusions. 





Speaking of gold: The government is spending this 
year $45,000,000,000—$5,000,000,000 more than the 
value of all the gold that has been mined in the entire 
world during the past 457 years. 





Speaking of figures: National retail sales rose from 
40 billion dollars in 1939 to 120 billion in 1948. This is 
an impressive rise even if approximately half of the in- 
crease is represented by higher prices. 


YOU'RE IN THE JEWELRY BUSINESS! 


John H. Leonard, Assistant Promotion Manager of 
True Story Women’s Group, writing in a recent issue of 
Printer’s Ink, titled his article, “You’re in the Air Force, 


So Fly.” 


He told of being solicited by an advertising remem- 
brance salesman who explained the advantages of having 
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salesmen leave a reminder on the prospects desk; jt 
could be a blotter, calendar, printed pencil. Leonard 
tells how the salesman returned three times and how he 
became sold on the idea—until he suddenly realized the 
salesman had never left anything when he called on him! 












































Then there was the salesman for the telegraph com. 
pany who attempted to sell Leonard on the effectivenesg 
of telegrams in by-passing secretaries to announce a sales. 
man’s call—yet who never used a telegram to announce 
his calls! 

We got to thinking of this the other day when we spent 
the afternoon in a conference with eleven retail jewelers, — 
We took an inventory of their jewelry. Two out of the 
eleven had lapel pins. One had a tie pin. Only seven ff 
had tie clips. Just six had metal watch bands—and onl 
two had French cuffs; leaving ten without cuff links! — 

Perhaps an Air Force general expressed it best during 
the war, when he issued an order prohibiting his adminis. 
trative personnel from travelling by train, and said, 


!?? 


“You're in the Air Force, dammit so fly! 


Jewelers should be proud of their business. They 
should not only work at it—they should live it. 


TRADE WINDS 


The majority of potential automobile buyers are put- 
ting off ffeir purchases of new cars until the first half 
of 1950 in anticipation of price cuts and new models, 
reported the Federal Reserve Bank recently. 

This is certainly a break for the alert jeweler to “get 
there first” in the sentimental climate which prevails 
during the jewelry-favorable month of December. 

For jewelry store items are, with rare exceptions, up. 
to-date stylewise, priced for action in today’s consumer 
market. 

The jeweler who promotes these facts will find many 
willing listeners across the counter from him this month. 





SINCERELY 


In extending the season’s greetings to our friends out 
there in the smaller towns and big cities throughout the 
country, we'll do it briefly. From where we stand, it 
looks like they'll all be too busy to stand still long enough 
for more than a quick but firm handshake and a loud 
but warm “Merry Christmas to each and every one o 
you. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
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ils Many new and extremely popular Hadley 


creations contributed toward the prosperity 
Up. 

P of Hadley Dealers during the past successful year. 
In extending the season’s greetings and warm 


good will to those who sell our products, Hadley 


any 

ath, looks forward to 1950 for even more exciting 
developments in Hadley Jewelry, and continued 

ny E profits for all. The Hadley Company, 
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Providence, Rhode Island. 
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e  e iti HEA PE \WELERS are suggesting, show- 
ing and selling Community this Christmas. 

A Community Christmas is the theme of the most 
extensive holiday advertising campaign in silverware his- 
tory! It’s the theme that more than 67,000,000 readers 
of the nation’s top eight magazines will read about in 
Community’s fwo special Christmas advertisements! 

Use this theme in your store to help make extra gift- 
time sales of Community silverware and Community 
hollowware. Your Christmas business will be made—if 


you make it a Community* Christmas! 
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COMMUNITY SILVERPCLATE ... ONWIDA Ft16., GHEIDA, NEW Je 
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*“7RanE MARKS OF ONEIDA LTD. COPYRIGHT 1949 ONE 
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